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@ With these terrific, new 1950 models, Apex dealers will 
dominate the wringer washer market! No other line has 


> Model 834-P — Exclusive Automatic Timer 
Control; Turns off dasher at desired washing 
time... wringer operates independently; washes 
10 Ibs. of clothes; 22-gallon tub; 3-vane Spiral 
Dasher; Lovell Wringer; pump . 






all the sales-making features of these king-size, top- 
quality washers—each one with the famous, exclusive Apex 
Free-Running Mechanism. 


Your customers want value — look at the features! They 
want lower prices—look at these prices! And you’ve never 





seen a step-up selling combination like this! 





It’s the volume sales and profit opportunity of this or any 
other year! Don’t miss out. . 


for details NOW! 


. ask your Apex distributor 





Three Models to Offer. .. Every 
One with the Exclusive 


Apex Spirai Dashe 
Proved over the years to be the hottest sales 
feature of them all. The Spiral Dasher thor- 
oughly cleanses full loads of worst soiled 


clothes and—when filled to the exclusive Apex 





Silk Line—gently, safely cleanses handfuls of 





the daintiest garments. 


Only Apex dealers can offer a complete line of advanced- 
design appliances with a reputation for dependable 
performance. The Apex Completely Automatic Home 
Luundry, Home Vacuum Cleaners and DISH:A*MATIC 
Dishwashers give customers extra values... give you 
extra profits! 


THE APEX ELECTRICAL MANUFACTURING COMPANY 
CLEVELAND 10, OHIO 
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ON DISPLAY AT THE CHICAGO MARKET 
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Model 835-Was 
clothes; 22-gallon tub; 3-van 
Spiral Dasher; Lovell Wrinaer. 






Model 836 -—Washes ? 
Ibs. of clothes; 20-gallon 
tub; 2-vane Spiral Dasher; 
Lovell Wringer . 
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<3] WESTINGHOUSE-LEVER ““BOX-TOP’’ COUPON DEAL Will Send 
= Thousands of Purchasers to Westinghouse Retailers 


—4 
, It’s big news! ... Homemakers all over America will want 766, New York 46, New York ...3 She receives per- 
to get in on the Deal of the Year! ... It’s the gigantic sonalized certificate good for $2.00 on purchase price of 
Westinghouse-Lever Summer Festival of Values. Here’s specified Westinghouse Appliances and Radios...4 Local 
how five simple steps lead to more sales for the Westinghouse Retailer sells her the appliance she chooses 
vi = Westinghouse Retailer...1 Customer buys any two fine at $2.00 less than regular price .. . 5 Westinghouse 
- y Lever Products at her grocer’s ... 2 She mails twa Distributor honors certificate on a profit-protecting basis 
y wrappers or box tops to Home Values Club, P. O. Box when dealer reorders. 


250,000 Retailers of Lever Products Join Westinghouse 
in Promoting This Sensational Deal 


| Now the grocers of America will push Westinghouse Appliances... 
displaying and promoting them right over their counters, in their 
! windows with displays, pennants, banners, flyers by the thousands. It 
adds up to a terrific profit opportunity for all Westinghouse Retailers. 


This Big Colorful 
Westinghouse Ad 
in LIFE, August Ist 
Plus 
Lever Brothers 
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+ Grocers Across the Country Will 
Be Displaying These Pennants 
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A.0. Smith is first to give you 
the Automatic Water Heater 
ou can DEMONSTRATE | | 


Every dealer has wanted it...every dealer has waited for it—the. 
automatic water heater you can DEMONSTRATE! “ 











The Mallet Test, pictured here, is just one of the dramatic, con- 
vincing tests you can demonstrate for your customers. This and other ' 
tests—matched with the performance records of hundreds of thou- 
sands of installed units—is proof that the glass-surfaced steel tanks 
of Permaglas Automatic Water Heaters will not crack or chip under 
use conditions. They are fully guaranteed by A.O.Smith. 


This built-in protection against destructive rust and corrosion 
demonstrate that “Permaglas” is the water heater that CANNOT rust 
.. - because glass cannot rust. 





DIAMOND-TOUGH GLASS surface of the bottom head of a 
Permaglas Automatic Water Heater tank withstands repeated 
blows from a wooden mallet without cracking or chipping! 
Blurred hand and mallet in this photo show force of impact. 


Alert Dealers 
Display This Emblem 








, 


ONLY PERMAGLAS Automatic Water 
Heaters provide the lasting economy of 
Hot Water ‘“Packaged-in-Glass.” Yet this 
is just one of many research-developed fea- 
tures that make “Permaglas” first in com- 
pletely satisfactory hot-water service ...and 
first in sales appeal. 


High Temperature Limit Control in every 


“Permaglas” electric model—at no extra 
cost—is one more. Other features, of equal 
sales advantage, are standard in models for 
all types of gas. 

Be first for automatic water heaters in 
your community with the complete SMITH- 
way Water Heater line! The coupon will 
bring you all the facts you want to know. 








A SMITHway WATER HEATER* 


*Also quality zinc-lined Duraclad Electric Water Heaters 
































A. O. SMITH 
A. ©. SMITH CORP. Steme _ _ ee Corporation 
Dept. EM-749 | Atlanta 3 Boston 16 * Chicago 4 
Water Heater Division | Dallas 1 ¢ Houston 2 © Los 
Kankakee, Illinois Firm - — | Gagne 16 ¢ Hain & Teme 
| New York 17 ¢ Philadelphia 5 
Tell us how we can make | Pitehergh 19 © Sen Diego I 
more money by being Street —_— — — | hee 
Internati i Div.: Mil kee 1 
first with “‘Permaglas.”’ | Licensee in Canada: 
No obligation. ‘ | Joha Inglis Co, Lid. Sizes for all needs, including both upright- 
 —_ “ __Stote___ | round and table-top electric models. | 
| 
ce ee ee ee ee ee ee ee oe oe oe eo ee 4 
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THE NATIONAL APPLIANCE AND RADIO PICTURE 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 


THE EAST 


By Robert W. Armstrong 





H, boy, we're 

hot again,” 
one of New York 
City’s biggest dis- 
tributors enthused 
over the May pick- 
up in sales. His 
enthusiasm wasn’t 
matched by all 
eastern merchants, 
but his statement 
did reflect a general improvement. 

Refrigerators moved better than any 
other appliance during the first four 
months of the year and were singled 
out for particular praise for their per- 
formance during May. NEMA figures, 
too, sustain word-of-mouth reports by 
showing that factory sales were up 
13 percent for the first four months 
as compared with 1948. However, re- 
frigerators appeared to be the silver 
lining in a dark cloud. Most dealers 
report that washer sales are not so 
good and factory sales totals are off 
45 percent from the first four months 
of 1948 and off 51 percent in April 
as compared with the same month last 
year. Ranges and ironers, off 22 and 
49 percent, respectively, for the first 
four months, took a nose dive in April 
to 42 and 62 percent off from the same 
month last year. 

One long-established Long Island 
dealer has reported that his total sales 
are better this year than last, despite 
the fact that he doesn’t handle TV. 
Credit for May improvement goes to 
refrigerators and he claims that in- 
creased advertising is pulling in the 
business and that lowered prices are 
not the reason for the sales pickup. 
Overall sales volume, both unit and 
dollarwise, he expects to be bigger 
than last year, but thinks that in- 
creased selling costs will cut his net. 


ARMSTRONG 


Sales Can Be Kept Up 


Up Boston way dealers complain 
that an expected rise in refrigerator 
and washer sales failed to materialize, 
but one big dealer can still boast total 
appliance sales five percent ahead of 
last year, thanks to advertising, house- 
to-house canvassing, first-class serv- 
ice, and well-managed store facilities. 
Total range sales in the Boston area 
for the first ten weeks of the Boston 
Edison campaign totaled 1,422. 

For the first time, dealers are re- 
porting from Bean Town that the ab- 
sence of a definite action in Congress 
in the direction of a more economical 
government is deterring appliance buy- 
ers. TV in this area is still going 
strong, one dealer reporting sales of 
80 16-inch-tube sets at $389.50 in two 
weeks. 

Dealers in southern New England 
reported Mother’s Day a sales booster 
and found cheer in increased demands 
for refrigerators and small appliances. 
One dealer stimulated refrigerator sales 
by giving away free dishes with every 
purchase; another offered, for a short 
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time, a $100 trade-in allowance on old 
boxes. All in all, electric refrigerator 
sales are estimated to be running about 
25 percent ahead of last year. 


TV in Rhode Island 


Little Rhode Island is still without 
television transmitting facilities of its 
own, but, according to dealers there, 
that’s no bar to sales. Many of them 
report that, despite uneven reception, 
sales continue to gain momentum 
and are a shot-in-the-arm relief from 
slumps in other lines. One distributor 
in Providence even said, “The de- 
mand for television is so great that 
we've little room in our warehouse for 
anything else.” One result of the fail- 
ure of supply to meet the demand is the 
invasion of several lesser known 
brands into the area; another is a re- 
turn of tie-in pressure on dealers. This 
latter, say informants, is one way for 
distributors to relieve their own short- 
age of liquid assets and growing ap- 
pliance inventories. 

Refrigeration drives are planned or 
under way by several distributors and 
utilities and a joint promotion on fans 
is in the planning stage. Television in- 
terest in the state is signalized by the 
formation of new concerns to sell it, 
among which are Montgomery Tele- 
vision, Inc., in Pawtucket; Luray, Inc., 
in Cranston; and Home Television 
Center, Inc. 


Optimism in Upper New York 


“Our business during the last 30 
days has been the best of the year and 
our May figures are running ahead of 
May, 1948,” said one big appliance 
dealer in Buffalo. This dealer said 
that his firm has been selling nine out 
of every ten prospects to enter the 
store and has found television, refrig- 
eration, ranges, and washers all selling 
well. Another dealer in the same area 
finds refrigerator sales on the march 
and reports that ranges are moving, 
especially when properly promoted. 
However, he says customers are look- 
ing for further price drops and are in 
the market for “buys” on all types of 
appliances. 

Although television is unquestion- 
tionably the biggest competitor today 
for the appliance dollar, the merchants 
who seem to be losing the most white 
goods sales are those who carry both 
major appliances and TV. At a recent 
meeting of Philadelphia’s Big Ten 
dealers (EM, Aug. 1, 48, They Joined 
to Advertise) I found that some mer- 
chants were worried about television 
sales running away with their busi- 
nesses. Others were keeping some kind 
of equality between dollar volumes by 
pulling hard on salesmen’s halters and 
deliberately trying to slow down TV. 

One or two expressed a fear that if 
dealers neglect their appliances in 
favor of television, manufacturers may 
eventually take their franchises away 
and give them to stores that will work 
to sell white goods. Merchants who 
operate in non-television receiving 
areas or who have so far refused to 
carry video and who do a good pro- 
motional job are selling profitably. 

Obviously, a dealer can afford to 
concentrate on video at the expense of 
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other merchandise for some time to 
come. About the time the present mar- 
ket becomes saturated there'll be ultra- 
high frequency to carry the ball, and 
when that finally falters color TV will 
start to move. 

Meanwhile, dealers who carry both 
TV and appliances can expect appli- 
ance manufacturers to keep a sharp eye 
on them for signs of neglect. 


THE MIDWEST 


By Tom F. Blackburn 





AND in the 

bearings, ra- 
ther than econo- 
nomic troubles, 
seems to be the 
chief factor in 
slowing down ap- 
pliance distribu- 
tors, according to a 
widely scattered 
group of authori- 
ties. 

Item: Small town bankers are dis- 
couraging purchases on a 10 percent 
down payment. In small areas the 
banks rather than finance companies 
call the turn. Bankers have no reason 
for their action outside of saying it 
is not economic. Some one has to do a 
job of selling on those boys to make 
them understand that appliances which 
earn more than they cost—such as 
washers—are economic on any basis. 

Item: The president of a large ap- 
pliance manufacturing firm relates 
that some of his distributors had a 50 
times turnover during the postwar 
years. This has given the illusion, par- 
ticularly to manufacturers, that their 
lines are much hotter than they really 
are. Today, with things slowing down 
to the normal five or six times turn- 
over, the short margins are making 
their merchandise unprofitable and 
they don’t seem to know it. 


BLACKBURN 


Trim Here, Trim There 


Item: A Cincinnati distributor ad- 
mits freely that his small appliance 
business has been off 20 percent for a 
number of months. How many men in 
his shipping department? Seven. How 
many were there two or three years 
ago during boom times? Seven. No 
appreciation that he must trim the 
fat off his organization if he is to 
reduce costs. 

Item: A Chicago distributor has a 
lot of boys who have been with him 
for a number of years. A check re- 
vealed that many of them were not 
calling on one-third of their customers, 
are asleep on the job. Why doesn’t he 
replace them with men who will make 
calls? Oh, they have been with him 
for years! 

Item: Bum displays, dirty stores. A 
Duluth distributor declared that out 
of 160 stores he sold, only 20 percent 
of them were in business in 1940. A 
checkup on the stores by a shopper re- 
vealed that they didn’t dust, they 
didn’t display, and wondered why stuff 
failed to move. 





In Chicago, a perfectly free dem- 
onstration was offered to various 
downtown stores. It consisted of a 
girl passing out little bits of toasted 
cheese and bread, mid a fragrant 
aroma. Only one store gave her the 
spot she should have, next to the ele- 
vators. The rest of them buried her 
in the background where the promo- 
tion was worthless as nobody saw it. 
A Chicago chain tried to pass around 
a demonstration and discovered in 
most stores they didn’t have electrical 
or gas outlets to take care of the 
offering. 

A firm making non-breakable radios 
has been moving heaven and earth to 
get them placed in kids’ departments, 
but without much luck. 


Rent A TV Set 


One of the promotions that seems to 
be working in Chicago is the tele- 
vision-for-rent angle. A lot of people 
don’t know whether they are going to 
like programs or not. A rented tele- 
vision set for a few nights makes 
addicts of them. The proposition is 
much more effective than one would 
think. 

Puzzle to stores that are starting to 
employ straight commission men again 
is an ancient phenomenon. The sales- 
man works until he makes $20, $40 or 
$60 in commissions and then knocks 
off for the balance of the week. Appar- 
ently each man takes a quota for him- 
self and when he reaches this amount 
he eases off. A family man with a lot 
of mouths to feed seems to be the 
most energetic salesman. A phenom- 
enon of this type appeared recently in 
West Virginia, where John L. Lewis is 
closing down the mines for a “vacae 
tion.” This retail sales expert pro- 
ceeded to sell 15 washers in one week 
to miners’ wives who normally would 
avoid capital investments in view of 
the approaching workless days. “Don’t 
let the menfolk fritter that pay away 
on liquor,” murmured the salesman. 
“Put it in a good washing machine 
and you'll have something to show for 
it and keep your old man on the 
wagon, too.” 

That’s a sample of the salesman- 
ship of tomorrow which is now emerg- 
ing. 


THE SOUTH 


By Amaso B. Windham 





HE ease-up in 

credit regula- 
tions sent dealers 
all over the South 
scurrying for new 
business and appar- 
ently, most of them 
got it. Newspaper 
ads. offered all 
kinds of induce- 
ments to buy. In 
Atlanta and New Orleans, washers 
went for $1 down, sewing machines 
at $9.50 down and $1 per week; in 

(Continued on next page) 
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For use in LEADING DISHWASHERS! 








| GENERAL ELECTRIC 
HOTPOINT 


Gpex 
DISH-A-MATIC 
WESTINGHOUSE 









@ Electra-Sol fulfills the 4 special re- 


quirements of electric dishwashers! 


1. Electra-Sol leaves no film on 
dishes or machine! 2. Electra-Sol 
makes no suds! 3. Electra-Sol has 
greater cleaning strength than is 
possible with manual compounds! 
4. Electra-Sol is absolutely harm- 
less to metal utensils! 


Non-caking! Backed by over 25 
years’ research! Builds store traffic! 
Top profit margin... full 31% on 
your selling price! What’s more, 
Electra-Sol gives you colorful dis- 
plays and sales aids absolutely free! 


HOW ELECTRA-SOL ELIMINATES CLOUDY GLASSES, FILMY DISHES! 





insoluble, hard-rinsing 


tripolyphosphate, 





Writ 


Ordinary cleansers combine with calcium 
and magnesium in hard water to create 


clouds glasses, films dishes. 


Electra-Sol, thanks to amazing new 
forms 
rinsing solution—thus leaves no film to 
dull lustre, harbor bacterial 


sludge which 


clear, free- 








e for name of yo 


ur nearest ELECTRA-SOL distributor 
Also send for colorful ELECTRA-SOL dealer sales aids. Yours, free! 


Address ECONOMICS LABORATORY, INC., ST. PAUL, MINN. 
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sirmingham one firm offered a $1.88 
weekly payment plan on certain mer- 
chandise, and others advertised 36 
months to pay. In Mobile, one dealer 
staged a “one cent appliance sale”, 
offering 75 pounds of beef for one 
cent and the purchase of a home 
freezer, $50 worth of groceries for one 
cent and the purchase of an electric 
range, a 10-inch oscillating fan for 
one cent and the purchase of a refrig- 
erator, and other attractive offers. In 
Texas, one dealer offered an insurance 
policy against further price drops. 

Trade-in offers soared to new 
heights with entire ads being devoted 
to them. Cooking schools were the 
rage again. Free gifts of towels, glass 
pitchers and other paraphernalia went 
along with the purchase of washers, 
ranges and refrigerators. Appliance-on- 
approval systems were in vogue in 
many areas and demonstration tactics 
were wide and varied. 


But Sales Are Steady 


You'd think from the above that 
selling had dropped off and that dealers 
were trying to unload heavy inven- 
tories. Such apparently was not the 
case, however, because business was 
still good. A New Orleans wholesaler 
hit the nail’s head squarely with what 
was probably the correct answer. 
“There are two factors behind all this 
activity,” he said. “The first is, deal- 
ers are going out after the business 
that was dammed up by credit restric- 
tions and second, the dealers have got- 
ten down to selling again.” 

His statement drew pretty solid 
backing from a number of sources. 
Fred Maytag II, president of the 
Maytag Co., told 300 of his dealers in 
New Orleans in mid-May that 40 per- 
cent more Maytag products have been 
sold in Louisiana so far this year 
than in 1948. Nashville Electric Serv- 
ice announced that the average con- 
sumption of kw.-hr. consumed an- 
nually by Nashville families had grown 
to approximately 4,200, while Chat- 
tanooga claimed 4,327—all time rec- 
ords for both cities and almost double 
the January 1946 figures. Even those 
trade-in ads seemed to be based on 
sound business ideas. Delaney’s, the 
big Mobile appliance house, appealed 
for trade-ins with screaming headlines 
announcing, “We need 75 more used 
refrigerators”—this, even though De- 
laney was still selling two carloads of 
new refrigerators every month. Nine 
out of ten of the cooking schools had 
S. R. O. signs out even before the fes- 
tivities began; an “Electrical Appli- 
ance Spring Jubilee” staged in Birm- 
ingham resulted in such an increased 
business in appliances that the month 
of May topped the same month of 
1948, and figures from the recent 
Chattanooga Electrical Show revealed 
both April and May sale of appliance 
approximately $200,000 more than Jan- 
uary and February. 


Business Report Analyzed 


It may be hard to understand just 
why business is holding up so well in 
the South while apparently sagging in 
other areas of the country. Mr. May- 
tag offered some clues. He pointed to 
(1) the rising—almost soaring—eco- 
nomic standard of the South; (2) in- 
creased rural electrification; (3) rec- 
ognition of the southern housewife 
that more things can be done and bet- 
ter, with electrical appliances. To these 
factors might be added the fact that 
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the South is nowhere near the sat- 
uration point in almost any named ap- 
pliance; that the South is the one 
section left where television and even 
FM radio has not been exploited to 
the fullest; that crops in this predomi- 
nantly agricultural section are at rec- 
ord or promise to be, and that south- 
ern dealers are daily becoming more 
aggressive and progressive in pro- 
moting and selling. 

But the usual summer slow-up was 
just around the corner and most deal- 
ers and distributors were getting ready 
for it. “June and July will not be good, 
compared with the spring months,” a 
dealer in Houston said, forecasting 
business for the next two months. 
“Hot weather is here already and the 
seasonal slump is beginning to set in. 
That is, of course, to be expected.” 

May was another month of promo- 
tions and appliance shows. Asheville, 
N. C., staged one of the largest shows 
yet held in that city, a product of co- 
operation between dealer, distributor, 
manufacturer, utility, city officials and 
newspaper. Nashville dealers joined 
the city-owned utility there to put on 
a whopping two weeks show which 
drew thousands. New Orleans dealers 
not only staged a bang-up home show 
but were enthusiastically looking for- 
ward to a forthcoming freezer cam- 
paign sparked by New Orleans Public 
Service, Inc. Other cities were right 
on the ball, too, with new promotions 
and exhibits. 


Ventilating Equipment Sells 


During May, there was an increase 
in the sale of ventilating and air-con- 
ditioning equipmeat. Home freezer 
sales were up in almost all of the 
larger cities and small appliances— 
mixers, toasters, irons, etc.—climbed 
slightly. Laundry equipment was off. 
Washers, both automatic and conven- 
tional, were a bit harder to move, ac- 
cording to reports from Charlotte, 
Memphis and Atlanta, and ironers 
were selling slowly. Electric water 
heaters maintained an even pace, as did 
the sale of all-electric kitchens. 

There was a spurt in the sale of tele- 
vision sets in almost all of the eight 
Southern cities with tele stations. New 
Orleans was selling sets as far away as 
Pascagoula, Miss. 75 miles to the 
east. Louisville and Memphis showed 
a pick-up after two months of slack 
selling. Atlanta and Richmond re- 
ported steady sales. 


THE FAR WEST 


By Clotilde G. Taylor 





. OT bad” was 
the general 
comment on the 
state of May busi- 
ness in this area, al- | 
though this must be © 
followed by the | 
statement that much 
of the volume is 
credited to public 
response to manu- 
facturers’ price cuts. 
Many dealers seem to be doing some 
price cutting of their own in order to 
keep up sales. 
A number of drop-outs are reported, 
(Continued on page 12) 
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Can’t make up her mind, eh? Well, it’s sure-fire tactics with 
any prospect to bolster your sales talk by pointing to the 
*“Dulux”’ seal. It may be all the assurance she needs of a finish 
that gives years of washable, mar-resistant service and good 


USE THE DU PONT SEAL looks! You can say, too, that “Dulux” is rigidly pre-tested! 


TO CLOSE THE DEAL If your manufacturer supplies you Dulux’ “finished appli- 
‘ ances without the seal, ask him to include it in the future. It 
helps decide customers. . . in your favor! 





It identifies America’s 


leadinn hems enalienc: finish’ HERE’S SELLING MADE EASIER! FREE new informative booklet 
. 3 PP ! gives you profitable ‘‘selling points” for appliances finished 


2 with DULUX. Send coupon today for your copy! 
























































; 
= 
| E. I. du Pont de Nemours & Co. (Inc.) 


| Finishes Division, Dept. E. M. 97 
| Wilmington 98, Delaware 





| Please send, free of charge, your new illustrated booklet, ‘‘Inside 
Information on the Outside.”’ 


| 
| Firm — i 
REG. U. 5. PAT. OFF. 
| Address -_ Sn — — 
BETTER THINGS FOR BETTER LIVING 


+ » «THROUGH CHEMISTRY REG. U. 8. PAT. OFF. | City State 
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SHELVADOR* 








*Made only by Crosley. T. M. Reg. U. S. Pat. Off. 


TWO SENSATIONAL 











SHELV ADOR 
MODEL AA-7 
ALL THIS 
FOR ONLY $199.95 





@ Right at the peak of the selling season, Crosley offers 
you these two great new Shelvadors! The AA-7 economy 
model—already a sensational seller and a great traffic 
builder wherever it is featured. And, as a companion, the 
brand-new EMA 7—in exactly the right price spot for 
“step-up” selling—with the year’s most wanted feature 
(next to the Shelvador), the full-width freezer compartment. 

Both these new Crosleys are big, 7 full cubic foot models. 
Both are Shelvadors. Both of them give you the selling 
advantage of a sales demonstration that no other refrig- 
erator can match. 


The womans anglr io the night A. 
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SHELVADOR 
MODEL EMA-7 
VALUE EASY TO SEE 
AND TO SELL 





NEW CROSLEY MODELS 


And there is real steam in the advertising and promotion 












‘ . : “ Act now. Get in touch with Crosley today. With 
Crosley is putting behind these new Shelvadors. They're Cecsley, you ese offered the eppestanity to handle 
moving—fast! You ought to come along. Don’t miss not only the finest in refrigerators, ranges, and 
out on the extra profits that you can make with Crosley. kitchen omer but a a full “y of precision- 
Get set right away to cash in on the year’s biggest built television sets, radios, and radio phono- 


graphs. For complete details, ask your nearest 
Crosley distributor. Or drop us a line: 
Crosley Division, Avco Manufacturing Corp., 
1329 Arlington St., Cincinnati 25, Ohio 


refrigerator profit opportunity. 


Better Products for Happier Living 


ALE 6 Q SHELVADOR* REFRIGERATORS 


MANUFACT KITCHEN FREEZERS ... RANGES... RADIOS 
RADIO PHONOGRAPHS . . . TELEVISION 





DIVISION 


fer saleo and, only Crosley got it | 
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BUILD PROFITS WITH CROSLEY 
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* Snow-white, easy-to-clean ‘N * Automatic clock controls for oven and 





porcelain-enamel finish 3 appliance outlet 
* Finest chrome fittings * Audible time signal 
* Lovely lines and a frame that * Seven heat speeds 
fits flush to wall * Surface unit and oven signal lights 
* Full 40-inch seamless streamlined top %* Deep well cooker that becomes a sur- 
* All dials and switches are custom- face unit for 334% more cooking 
designed modern styles surface 


* Automatic pushbutton oven preheat 
* Thermostatically controlled oven 


— > SS SS SS ™= =, Sa, ™:, =: a, 
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YOU'VE GOT EVERYTHING you want in the 
kitchen range women want—the Crosley Elec- 
tric Range with Beauty and Brains! Your 
customers have seven beautiful models to 
choose from—all products of Crosley precision 
engineering and craftsmanship. Quicker sales 
and bigger profits go hand in hand when you 
feature the full line of handsome new Crosley 
Electric Ranges. 


THERE’S PROFIT FOR YOU in these other 
selling points too: Exclusive flush-to-the-wall 
fit... streamlined easy-to-clean top... 
7 heat speeds in all-purpose burners... 
removable reflector pans and dials for easy 
cleaning . . . self-adjusting heat seal oven door 

. .easy-glide drawers with lifetime-lubri- 
cated rollers ...a king-size oven, will take a 
25-lb. turkey. 


SIX OTHER OUTSTANDING NEW MODELS 


















Sa Ee. 





Exciting profit opportunities are yours with 
Crosley. Get in touch with your nearest Crosley 
distributor for details about the distinguished 
line of ranges, refrigerators, kitchen freezers, 
radios, radio phonographs, and television sets. 
Or drop us a line—we’ll be happy to tell you 
about BETTER PRODUCTS FOR HAPPIER LIVING. 


Crosley Division, Avco Manufacturing Corp., 
1329 Arlington St., Cincinnati 25, Ohio 





To hear housewives exclaim over the new 
color-trim beauty, you'd think “BEN-HUR 
BLUE" was the most important new fea- 
ture in freezers today! Small wonder! Now 
for the FIRST time the homemaker has 
color beauty in a major appliance that in- 
spires complete color harmony in kitchen 
cabinets, walls, furniture and even floor 
linoleum, or adds welcome brightness to 
utility room. 


No wonder the beautiful new Deluxe BEN- 
HUR Farm and Home Freezers win instant 
attention in Home Shows and on dealers 
display floors everywhere! New ‘BEN-HUR 


BLUE" is sparking thousands of freezer 


BEN- ansel MFG. CO. 


LIVING THROUGH 
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sales today ... 








































































sales that are clinched 


by a quick check of many other exclusive 
features that make BEN-HUR today’s top 


value in home freezers. 


CASH IN now on the nation-wide enthu- 


siasm for new 


“BEN-HUR BLUE” 


and the 


complete line of BEN-HUR Farm and Home 


Freezers. There's a model for every fam- 


ily — 9.2, 
capacities ... 


tionally known, proven in 


12.5, and 18.45 cubic foot 
Nationally advertised, na- 
thousands of 


households in cities and on farms every- 


where. Write today for selling plans and full 
details — for a Profitable BEN-HUR YEAR. 


Dept. EM, 634 EAST KEEFE AVENUE 


MILWAUKEE 


FROZEN 


12, WISCONSIN 


FOODS 
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most of them smaller concerns. One 
refrigerator manufacturer in southern 
California is among those absent. 

Los Angeles reports that television 
now stands at one set for every eleven 
homes—probably the second highest 
television saturation in the country. 
Opening of a second station in San 
Francisco early in May aroused much 
interest on the part of the public and 
has probably brought some hitherto 
blank areas into the possible market, 
but few dealers report greatly in- 
creased sales. The opening was cele- 
brated in various ways—a free set was 
given as a door prize, a free trial in 
the home was offered, television sets 
were offered at a monthly rental of 
$10. Most stores kept open for the 
initial evening broadcast. 

One major music store reports that 
radio sales have kept up excellently 
throughout the television promotion; 
particularly good are better-than-me- 
dium priced sets. Radio still accounts 
for seven times television volume for 
this store. 


Ironer Promotion Sells Refrigerators 


In addition to an impressive vol- 
ume of ironers sold during San Diego’s 
recent promotion of this appliance, 
there was a distinct upswing also in 
the sale of other major appliances, 
credited to the fact that customers 
were exposed to them when coming 
into dealer stores for their ironer dem- 
onstrations. It indicates that there are 
a lot of sales waiting around for those 
who will go after them. 

With the memory of past feuds in 
mind, it is encouraging to find the 
friendly relations existing in many 
western cities between the well estab- 
lished chain stores and independent 
dealers. Though chains do a volume 
business, partly on the basis of lower 
price, they do not cut prices as a rule, 
nor dabble in exaggerated trade-in and 
premium deals. In most cities they 
belong to the dealer organization and 
in general act the part of good citizens. 

Salt Lake City advertising men re- 
port that Utah dealers in electric heat- 
ers and oil-burning devices, water 
heaters, etc., have not taken full ad- 
vantage of the opportunity offered by 
the temporary restraining order se- 
cured by the local gas company bar- 
ring further gas connections for home 
heating purposes. Although connec- 
tions for ranges, water heaters and re- 
frigerators were still permitted, there 
was some reluctance on the part of 
new home builders to rely on what 
might prove an uncertain gas supply. 
However, little or no promotional ac- 
tivity was devoted to capturing this 
business. 


Plumber Trouble in Colorado 


Colorado, and to some extent Wy- 
oming, are fast becoming centers of the 
unfortunate feud between plumbers and 
electrical retailers over the installa- 
tion of dishwashers, garbage disposals, 
water heaters and automatic washers. 
One dealer reports a charge of $176 for 
the plumbing connection of an electric 
dishwasher. He finally paid $90 of the 
plumber’s bill from his own pocket to 
ease the customer’s complaints, but 
the owner is still dissatisfied. He now 
requires a written estimate of the cost 
of installation before selling a dish- 
washer—consequently has sold few. A 
Cheyenne plumber charged $40 for a 
washer installation which involved 
$3.48 worth of material and two hours’ 
work. 

A Colorado Springs dealer who had 
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delivered appliances for an entire elec- 
trical kitchen was called by the house- 
wife to take them back. She had been 
quoted an exorbitant price for instal- 
lation by her plumber, had finally ac- 
cepted his offer to install the items 
free if purchased through him. A 
group of dealers in one Wyoming com- 
munity hired a plumber to do their 
own installing. This worked well for 
two weeks, after which the plumber 
quit under pressure from his union. 
They have not been able to get anyone 
since to take the job. Colorado law 
now restricts hiring of a journeyman 
plumber to the ranks of master plumb- 
ers—and a man must have served for 
fourteen years as a journeyman before 
he can secure a master’s license. Colo- 
rado Springs dealers are suing for the 
right to hire a plumber to install the 
appliances they sell. Denver plumbers 
operate under a restraining order, se- 
cured by electrical dealers, forbidding 
them to refuse to install equipment. 
This does not seem to prevent them 
charging high prices. A Colorado 
dealer who recently installed a water 
heater in his own home paid full retail 
price to a plumber for a rival make 
because the plumber’s installation 
charge for installing one from the 
dealer’s store would have been greater 
than the entire retail profit, plus 
normal installation costs. A firm which 
specializes in complete kitchen jobs 
says sales would be 25 percent higher 
if plumbers would cooperate. 


Signs of Improvement 


There seem to be some signs that 
the situation in Denver is easing off. 
One large Denver firm reports that it 
can now secure installation quota- 
tions from a number of leading plumb- 
ers which, though high, are not im- 
possible. A firm has recently been or- 
ganized to specialize in installation 
work and promises not to sell either 
fixtures or appliances. 

Manufacturer selling of dishwashers 
through plumbing wholesalers has been 
criticized, but the statement has also 
been made that volume in dishwasher 
sales was not obtained until the plumb- 
ers came into the picture. Certainly 
a few large plumbing houses have 
made excellent sales outlets. Most 
plumbing firms, however, do not do a 
good job of display or sales and prob- 
ably make very little profit from the 
merchandise they sell. This group may 
get tired of the selling end. Or the 
public may become sufficiently aroused 
to end what is undoubtedly a situation 
of doubtful legality. Most industry 
people counsel moderation and attempt 
at cooperation rather than warfare. 


Promotions and Lack of Them 


It is encouraging to find many stores 
organized actively to meet a competi- 
tive year. However, there are others. 
For instance, one power company 
dealer contact man reports having 
given the name of a range prospect 
to one dealer, along with a side bet 
to a fellow official on the likelihood 
of the lead being followed up within 
two weeks. Three weeks later the 
woman had still not heard from the 
dealer. In this same city a recent 
sales training course brought out only 
a handful of dealers and employees. 

El Paso reports that the “Appliance 
of the Month” idea has been given up 
after a successful start because of lack 
of dealer and wholesaler interest. Pro- 
motions from now on will be centered 
on major load builders. 


End 
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3057 increase 


in our business in 





e last six months!" 


2 “This radio program has done an outstanding sales job for our firm. 


The last six months showed an actual increase of 305% in our business.”’* 


LOCAL DEALER profits by new 


method of radio advertising. 
Read how it can pay off for you. 





Now YOU can do something you never dreamed was possible! 
YOU can sponsor a big national network radio show! You 
sponsor the program in your own area... and you share 
the total cost with countless other dealers who are spon- 
soring it in other cities. You pay only a tiny fraction of 
the total... much less than you think! And you get all 
the added prestige, the added SELL, of having your own 


top-talent program. 


Think of the effect on your customers when they listen 
to one of their favorite radio programs and hear your local 
announcer giving our commercial message! You'll be the 
most talked-about man in town! 


This great new advertising method is already paying off 
for over 800 ABC “‘local-network”’ sponsors. It can do the 
same for you. Get the complete details today from your 
local ABC station, or write direct to ABC, 7 West 66th 
Street, New York City. 


ABC 
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FAMOUS NETWORK SHOWS 


High-rating, sales-producing network shows of 
all types are available on ABC for you to sponsor 
locally. Which one of the following is best suited 
to you? 


ELMER DAVIS (right), one of the foremost news analysts in 
. « America’s Town Meeting, Dorothy Dix, Martin 
Agronsky, Harry Wismer, Piano Playhouse, Mr. President, 
Breakfast in Hollywood, Bavkhage Talking, Headline Edition, 
George Sokolsky, Pauline Frederick, Irene and Allan Jones, 
and Nancy Craig. 


radio . 


RESULTS! RESULTS! RESULTS!* 


‘“‘NEW ACCOUNTS AND NEW BUSINESS” 

‘“This program has proved most beneficial in obtaining 
new accounts and new business. Customers have come 
in and stated that they were buying because we spon- 
sored the program.” 


“ADDITIONAL CUSTOMERS”’ 


““My first month with the program brought in enough 
additional customers that I was obliged to hire two 
more salesmen.” 


‘“‘MORE THAN ITS SHARE”’ 


“Radio has always done more than its share of selling 
for us. We feel that our advertising dollars have been 
well spent in radio and on this program.” 


*Names and addresses of local dealers on request 


COOPERATIVE PROGRAM SALES DEPARTMENT, 7 West 66th Street, New York City 





American Broadcasting Company 
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BURNER IS BETTER! 


It’s because no other heater can match the CLEAN- 
FLAME Burner, the hottest-firing, most efficient 
oil burner yet devised. 


The CLEAN-FLAME uses the blow-torch princi- 
ple to consume every bit of every drop of fuel .. 
to consume it so efficiently and with such terrific 
heat that there is practically no waste. 


This means MORE heat from LESS fuel. . higher 
flame temperature .. instantaneous warmth that 
reaches peak intensity in just two minutes. Simple 
design and sound engineering give greater depend- 
ability .. and that means fewer service calls to eat 
into profits. 


‘ 
7 
‘ 
‘ 
The CLEAN-FLAME* is easier ‘ 
to sell... because it's 
















WFASTER 

WMORE ECONOMICAL 
W SIMPLER 

CLEANER 





WMoRE DEPENDABLE 


Five Great Models — 
35,000 to 75,000 B.T.U 
Illustrated is the DC-750 Circulator, 
The famous 75,000 B.T.U. “‘Low-Boy.” 
All models burn No. 1 or No. 2 
Fuel Oil, Kerosene or Distillate 


*Reg. U.S. Pat. Off. 


Make a clean sweep of the oil heater market with Clean-Flame! 


THE 


GUIBERSON 


Ontos sy ghey 


tT & ae 
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i (Lean-Flame: 


WASHINGTON CURRENTS 


By Washington News Bureau, McGraw-Hill Publishing Co. 




















TELEVISION SHOT IN THE ARM 


The government is committed to giving television more room 
to grow. The Federal Communications Commission, egged on by 
Congressional criticisms and investigations, finally announced it 
will make available this fall about one-half the ultra-high-fre- 
quency band for commercial TV use. This is the band, now 
assigned solely to experimental use, that has been staked out to 
provide additional channels to ease the TV jam that’s lined up 
behind the present 12 channels in the very-high-frequency band. 

Present channels won’t be disturbed, and present sets won’t be 
out-moded. FCC is going to throw into the works a new nation- 
wide plan for commercial TV operations in both bands. It will 
be thrashed out in hearings this summer and fall. 

Part of the reason for FCC’s action is the development of 
improved converters to make present TV sets capable of receiv- 
ing the UHF signals. 

Color television may be moving ahead faster than anticipated, 
too, because of Congressional riding of FCC—but FCC won’t 
let either the new UHF black-and-white or color TV put a 
brake on television operation as it goes today. 

FCC said it will license color television in both the present and 
the proposed new bands if the industry can develop equipment 
that will permit color transmission within the present channel 
width, and color reception on today’s receivers. 


SERVICE STORES CUT BACK 


Army post exchanges and Navy ship’s stores are going to pull 
in their horns, restrict their operations that compete with outside 
retailers. 

Last month’s (May) Congressional hearing laid enough facts 
and figures on the line to get results. Rather than taking care of 
the situation through legislation, however, look for a meeting of 
retailer-military Congress representatives to work out a selution. 
This will be put into effect, then, through Army and Navy regula- 
tions governing the service stores. 

Retailers are after—and will get—two important restrictions. 

One will be a restrictive list of items that can be carried by 
the military stores—all others will be excluded. The permitted 
list will hew closely to the “convenience and necessity” items—but 
ban the luxury goods. 

The other restriction will set a price limit for any item. For 
instance, it might permit the sale ef a fountain pen for $5 or less. 
This would automatically ban the sale of the high-price luxury 
or gift pen. 

Setting these two limits will automatically take care of the 
third problem, retailer representatives feel. That’s the big issue of 
sales to non-military personnel—a big factor in boosting the 
volume of business done by the military stores. 

The question of removing the excise tax exemption on these 
sales, however, will take Congressional action—which may or may 
not be forthcoming. 


RETAILERS AND WHOLESALERS IN WASHINGTON 


Right after the end of the war, wholesalers and retailers weren’t 
much concerned with Washington’s impact on their particular 
fields. They were pretty busy getting goods and turning them 
over. 

Now, with the return of competition, Secretary of Commerce 
Sawyer’s retailer and wholesaler advisory committees are sharp- 
ening their interest, and it’s anticipated that more frequent meet- 
ings will be held in the future. 

At the recent meeting of the retailer’s group, two sub-commit- 
tees were created to report on the impact of excise taxes and 
minimum wage proposals on retail business. These Washington 
developments can change—for better or for worse—retail business 
in many lines, so the retailers are going to make sure that Sawyer, 
as spokesman for business in the President’s Cabinet, is kept 
posted on retail and distribution problems. 

Representatives of 32 retail associations attended. New chair- 
man of the committee is Maurice L. Nee, of the National Retail 
Furniture Association. End 
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You buy 
as you sell... 


with Samson 


FOLD-AWAY 
TRAVEL IRON 











TEMPO-FLEX TABLE RANGES 





SAFE-T-CIRCUIT 
HEATING PADS 


SAFETY-TILT AUTOMATIC IRONS 


WHY TIE UP your money in volume purchases of slow- 
moving merchandise? Stretch your dollars by concentrating 


on Samson—the fast-moving electrical appliances that 
TANDEM AUTOMATIC POP-UP TOASTER 


Shhewkened ts Suit! 


Samson electrical appliances are 
packaged in colorful, eye-arresting 
SHOWBOXES that, in your windows 
or on your counters, stop ‘em, tell "em, 
show ‘em and sell "em. 


your wholesaler will supply out of stock on short notice. 
This means that you literally buy as you sell... 
get a much faster turnover... and make a maximum 


profit on a minimum investment. 


Remember, too, that all Samson electrical appliances 
are distinctive in appearance, unique in features, 
and outstanding in performance—BETTER ...by Design 


to make them “best sellers” for you! 


SAMSON UNITED CORPORATION, ROCHESTER 10, N. Y. 
Samson United of Canada, Limited, Toronto 
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First we found out what washer features 
women wanted most — Then we wrapped ’em 


up in 


one great, fast-selling washer — 


WHIRLPOOL AUTOMATIC 


WITH 


exclusive “Suds-Miser” . . . Re-uses hot sudsy water 





WITH 


again and again as housewives prefer. 


time-tested agitator action . .. Proved best for washing, 





WITH 


best for clothes in 30,000,000 homes. 


no bolting down... Installs any place — simply, eco- 





WITH 


nomically. Unique suspension absorbs all vibration — 
assures quiet, smooth operation. 


fully automatic cycle — yet flexible . .. Does the whole 





WITH 


laundry with a single dial setting. Can be stopped and 
re-started, or cycle can be changed any time. 


savings of soap, water on partial loads... Has 9-lb. 





WITH 


capacity, but the WHIRLPOOL will wash partial 


loads in any amount of water desired. 


waist-high top-loading door . . . No stooping or 





WITH 


stretching. Spring-up finger-touch control door can 
be opened any time while machine is running. 


pre-soaking bother eliminated ... Unnecessary with 








WHIRLPOOL’S double-efficiency agitator action. 
However, flexible cycle permits pre-soaking. 


IN, ¢ ANADA STelstammealelik: 
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10 MOST-WANTED FEATURES 
IN —! AUTOMATIC 


Be 


























‘seven times clean” rinsing... Four pressure spray 





WITH 


rinses, one deep agitated rinse, two more pressure 
sprays remove every trace of soap — leave clothes 
sparkling fresh. 


simplified construction . .. Gives you and your custom- 





Teves 


WITH 


ers the assurance of more years of uninterrupted 
automatic operation. 


beautiful design ... Smart counter-level cabinet harm- 





SO.. 


onizes with modern kitchens. Finished in lifetime 
bonderized enamel, gleaming white, with chrome trim. 


. STOP worrying about the buyers’ market! Start selling 





WHIRLPOL 


NINETEEN HUNDRED CORPORATION sx. sosepn micuican, u.s.a.— 


For Over 50 Years Manufacturers of the World’s 


the ten features that make women BUY NOW! 


Finest Home Laundry Equipment 


; 


Watielate 
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and you speak with 
engineering authority 


when you sell 
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eal literally, the hottest line 
of space heaters on the market 


There’s a big dammed-up demand for space heaters 
that’s going to let go this fall... for in ’48 sales were 
stifled by “the oil shortage.” Things are different now 

. and alert dealers can turn back the clock and ride a 
sales boom again if they sell the right equipment. 





From this approach consider Preway, always a leader 
in the field, with a bigger lead now than ever before .. . 
for these outstanding space heaters give you premium 
performance to sell — performance supported not by 
claims, but by hard-hitting engineering facts that you 
can demonstrate and show. 

And when visual values like these are backed by a 
price tag that stops the eye, you can plainly see why you 
should be promoting Preway this season. Point for this 
red hot line at the July Market — or if you can’t wait, 





e write today for the full story. It packs a terrific mer- 
a. chandising wallop. 
S 


Incorporating 
many of the 
basic engineer- 
ing advantages 
of the Starline 
for high capaci- 
ty heat, the Pre- 
way Emblem is 
pitched as a sen- 
sational price 
leader. 


Loaded with a price punch that has 
merchandising impact, the Preway 
Starline heater is available in 
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SOMETHING \| WE HAVEALL THE LATEST TYPES. ONE THING ABOLIT AN ELECTRIC 
THAT'S ALL WHITE )| WOULD YOU LIKE TO LOOK AT THE RANGE IS YOU DON’T HAVE To LEARN 
WE WANT Y ...THAT‘LL BE ELECTRIC TO COOK ALL OVER AGAIN...YOU y 
TO LOOK AT /EASY TO KEEPCLEAN... )» RANGES < OH,I DON'T ) you SEE, JUST STREAMLINE THE OLD 
ANEW <\\ NOT TOO EXPENSIVE, A FIRST ?_/ KNOW...I'VE < MY WIFE WAY...1T/S THE MODERN AND , 
STOVE THOUGH NEVER USED ) LIKES To SIMPLE WAY 7 
A AN ELECTRIC / COOK IN A 
€ ae — RANGE HURRY 
>) - = ec 
v — Zz Z 4 g F 
(Cid , y y/ 
vi - L 
ar = | hy, 2) 
a  @ * = es > as / 7 5 \ & . 
2 , r ~ Sp -wes 97 = iN h 
g —— : \ 
lee © : wo S —_— 
: AW / : 
\ 
/ y} S —_ + i 
j . en 
1«e AND HOW AN ELECTRIC KANGEOVENIS ) 
oon mn 7, WE oe FAST, TOO... BECAUSE ITS — 
é KES AND HEAVILY INSULATED, NOT 3 LECTRIC 
ROASTS JUST PART-WAY, BUT ON ALL [om COMPLETES sot oy 
SIX SIDES. THIS, YOU CAN SEE, RANGE DEMONST COOKING” 
KEEPS THE HEAT IN THE OVEN’ Jie PROVING THE FAST E 
TO COOK FOODS, INSTEAD OF 4a) ce atees, NOT ONLY OF TH 
LETTING IT ESCAPE INTO UIRFACE UNITS AND. OVEN, 
\ THE KITCHEN rBUT POINTS UPTHE MANY 
' ES OF SPEED 
ADVANTAS 
N6 AS WELL. 
|) . Broil 4 
Se ad, (Ye EMPHASIZES THAT A 
x A SLecTRiCc RANGE |S NOT 
INTENDED 10 JUST BOW 
HURRY OR TO 
WATER INA ci 
START COOKING OPER eo I 
— — ICKLY, BUT THAT IT 
Vea : STOCOMPLETE THE pov F 
~ \ iz OPERATION IN THE SHORT 4 
LENGTH OF TIME. oe 
iS THAN ELECTRICITY FOR , 
A COOKING FOODS. 
Ff ac ; | 
‘ ¢ : ! ‘ 
When-cooking is fast—of course, it’s electric! That's why... | ELECTRIC RANGE SECTION a | 
Pa alt ‘ National Electrical Manufacturers Association 
another. million American families switched to electric cooking last year! 155 East 44th Street, New York 17, N.Y. 
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An Important 


essage for 
Appliance Salesmen 
























¢ THE ELECTRIC RANGE 


ONE WEEK (ATER 







IS NOT ONLY THE CLEANEST, 
SAFEST, ANP MOST 
ECONOMICAL, 
BUT ITS 
FASTER, 

TOO 









FASTER!!! 
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JANE, YOUR NEW RANGE IS 
CERTAINLY PRETTY... 


BUT ISNT IT... 





WOULD BE 








aide aaihemiei Ee B | 


GENERAL ELECTRIC .- GIBSON HOTPOINT 


KELVINATOR - LEDO + MONARCH + NORGE 


QUALITY UNIVERSAL + WESTINGHOUSE 


ADMIRAL + COOLERATOR + CROSLEY + FRIGIDAIRE 








BELECTRICAL MERCHANDISING—JULY, 


1949 


YES...THERE'S NOTHING FASTER. 

THAN ELECTRICITY FOR COOKING 
FOODS. ACTUALLY, AN ELECTRIC 
RANGE COULD BE MAE TO COOK 
FOOP SO FAST IT 


OH, I LIKE EVERYTHING 
Bots 








ACTUAL CONTACT... THE HEAT 
GOES DIRECTLY INTO THE 










WHAT TEMPERATURE 
DOES IT COOK WITH $ 







T IT, AND IT'S REALLY 


FAST, 100... ACTUALLY, I USE 
THE HIGH HEAT MUCH LESS 
THAN I 90 ALL 

THE OTHERS 


_ 
be ad 
Vv 


THERE ARE SEVERAL COOKING 
HEATS. YOU SEE, SINCE THERES 
NO FLAME, THE UTENSIL SETS 
RIGHT ON THE UNIT AND MAKES 


UTENSIL WHERE IT’S WANTED, 
THAT'S ONLY ONE 
REASON WHY ITS 

FASTER. 







































TAKE IT FROM ME, THE 
FASTEST WAY TO SELL 
ELECTRIC RANGES IS 

9... 10 DEMONSTRATE... 
THERE'S NOTHING FASTER 

THAN ELECTRICITY FoR 
COOKING FOODS” 
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Announcing 


(Pm tit: wuih wpe wvey sive 


The Newest Fully Automatic Washer 


HORTON LAUNDELUXE AUTOMATIC WASHER 
Model 490 


The newest is the best! The Horton Laundeluxe Automatic 

Washer washes clothes clean! Completely, fully automatic. 

Three rinses with two deep water rinses! Double tumble wash- 

ing action. Ten pound capacity. THE HANDSOME HORTON 
PN tem leohiimuliicet-to Mul -lesulelileltiileMuliurel tome iisl lola tieltite, AUTOMATIC CONSOLE IROWER 


Capacity 20 pounds of wet clothes —sim- lelaliolaMalelaccl Mei Miil-Muelem@ acobas-Molaiia-Mel mel ldlile Mim @ulixelelo With the exclusive BREATHING ROLL that 
ply set dial for “damp-dry” or 'fluff-dry”’ 


NEW HORTON AUTOMATIC 
CLOTHES DRYER 


Furniture Mart at space 511. Your area may be available for Sree ewe OF Re aoteriat being 
and the dryer stops at degree of dryness Mechon the mt commlate ti at he ET ne Se ironed—gives quicker drying and faster 

—_— in me iau Ul : : : 
wished. Dial the dryness desired—don't me ° . an “ ia ironing - -single control lever— double ther- 


guess the time! HORTON MANUFACTURING COMPANY, Fort Wayne 1, Indiana mostatic heat control dials 








KLEENETTE HORTON WASHER HORTON WASHER HORTON WASHER PORTABLE IRONER AUTOMATIC PORTABLE 
No 410 No 491 No 492 No. 493 No. 640A IRONER No 547 


(avoilable with Kleenette, and pump) available with Kleenette, and pump) (available with Kleenette, and pump 
Attention: Canadian Dealers: The trade name HORTON ELECTROHOME distinguishes Horton designed and engineered 
products manufactured and sold by Horton's affiliate, Dominion Electrohome Industries, Ltd., of Kitchener, Ontario. 
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QUALITY 
112913 ))—— 


FINISH— Baked-on enamel is further protected by a Bonderizing 
process which helps prevent chips, cracks, stains and rust. 
There is no better finish on any kitchen cabinet made. 

STYLE—Smoothly rounded corners enhance the lasting beauty of 
these carefully planned units. 

INSULATION— All drawer and door fronts are sound-insulated to 
eliminate metallic sound. 

SHELVES— Adjustable on 2” centers. Strong and rigid, yet easily 
removed for thorough cleaning or rearrangement. 

DOORS—with tap-o-matic handles, doors are positively latched 
but open at a light touch. 

DRAWERS— Ball bearings insure smooth operation, eliminate fric- 
tion and wear. Positive stop prevents accidental pull-out, 
but drawers are easily removed for cleaning. 

FILLERS— Wall and base cabinets made in sizes in 3-inch multiples. 
Scribing fillers are provided to fill in 
spaces less than 3” giving a “‘custom- 
built”” appearance. 

DETAILS— Platter grooves, drawer partitions, 
cutlery trays, cup hooks, many such de- 

tails add to the convenience—and sales 

appeal—of Lyon Kitchen Cabinets. 









A PARTIAL 
LIST OF 


_ LYON | 


PRODUCTS | 


MERCHANDISING—JULY, 1949 











@ Beauty where it shows — extra 
value in the parts you don’t see— 
that’s the Lyon idea of quality. 
It means easier sales—more satis- 
fied customers—profitable busi- 
ness. 

A few dealerships are now avail- 
able. Get in touch with the LYon 
District office nearest you or write 
direct to us at Aurora. 


LYON 


METAL PRODUCTS, 
INCORPORATED 


General Offices: 721 Monroe Ave., Aurora, Ill. 
Branches and Dealers in All Principal Cities 


te 
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he - 9 New EOQREKRA 
., With Sensational New 
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the New 
EUREKA 
Be *60 

RUG NOZZLE 
positivély operatss 
easier on all types of - 
fugs and carpets than . 


“any nozzle you have - 









Long “‘floating” brush in- 
stantty removes surface litter. 
Can be locked into “up” ‘or 
“down” fixed position=-;... 






New ‘glider * “shoes” 
© nozzle oper- 

ote basily—no tire- 

some arm-action. 








as 2 












Serrations in nozzle aid 
surface cleaning. 






merely throw 
away the paper 
bag. 


light and lightning fast! 


,QUIET! YOU CAN HARDLY HEAR IT! 





- A SUPPLY OF 
—E/ “THROW-AWAY”’ 
PAPER DUST 


BAGS WITH 
EACH CLEANER 


‘“*Throw-away”’ paper 
dust bag sets inside pro- 
tecting cloth bag. To 
empty, stand cleaner 
upright for convenience 
—detach end cap and 
remove paper bag. 
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T00 BIROMATIC! 
Kuq Nozzle . ee 

































™ “Sa ..... P ; 
‘ ee Y ~S ii Switch —juse =" a 
eo ks ay IT’S All-Steel Body. ‘ease 7 “Y 
: : F nee ty on or off. » my 
; Bein ; ti ms 
SALES MAGIC IN STORE beautiful = ase 
green and i” ; Phy an om ¥ 
AND HOME DEMONSTRATION “zzz soray Paint, 


insecticides, 











How, you can show and talk about new beauty in light jade green ‘ bg yr “~~ 

and dazzling chrome. New quiet operation with increased power re / 

and deep, thorough cleaning. = 

inn . ’ 8 stan, 0 ; Dark green 

nd, the sensational new Eureka No. 60 Rug Nozzle cleans like ‘‘60. <= Vinylite strap 

With its new glider “‘shoes’’ it operates, oh! so easily on any kind of ee “*pandie— = 

rug or carpet—eliminates tiresome arm-action and the usual “‘jumpy”’ flexible and De-Mother 

action of sliding nozzles on long napped rugs. ——— and Compound. 

And, the new, long “‘Floating’’ Brush is really something! Adjusts diane . dee 

itself to any rug—does a super job of surface cleaning, and can be Prey) | Le , very effective 

locked into either an “‘up’’ or “‘down’”’ fixed position to suit the -——- =" in combating 

cleaning job. . : moths. 

And, that’s not all. The new paper dust bag is a whale of a ‘“‘demo”’ 

in itself. Fill it up and throw it away. No dust bag to empty—but as - 

always, the cloth bag is there in emergencies—can be used at any time. - 

With its complete set of beautiful dark green cleaning tools, green i@ 

rubber hose, and the handy attachment caddy kit, the new Eureka Soft, round 

“700” Airomatic is the last word in beauty, performance, and value dusting brush 
: é “ : - has fine design. 
in this type of cleaner and takes its rightful Bristles are 
place alongside the famous Eureka Automatic thick and 

(Upright) Model S-246. extra long. 


~ 
Ea 


_ “SS N 
lll a\\' gs _ NN 
1iise E - “as . 
2 Light-weight —_ a4 7 7 | ' 
Aluminum = Lp | ; a ec 
Wands with 
beautiful 
satin finish. 










Full 8’ length 
of flexible 
dark green 
rubber hose. Ses <easeapeseammmas 
New Eureka #60 Rug Nozzle. \ Beer repent 
/ and floor 
psp o 
t wt 
‘a swivel joint 
equipped with for easy use. 
“floating Lo all 
ing” ng, specially 
brush to loosen lesigned 
surface lint. qrouine teal 
to clean 
radiators, 


crevices, etc. 


The Cleaning Tools are Finished in 



















° r A I I i ee | is | 
Beautiful Jade Green : 
A New Touch—A New Color—Add New Appeal to the 5 EUREKA WILLIAMS CORPORATION j 
Cleaning Tools of the Exquisite New Model ‘‘700” Bi ington, Illinois j 
! 
| We are interested in your beautiful New Eureka Model “700” Hl 
, AIROMATIC. Please have representative call on us at once. , 
Your Eureka Distributor or C opsasme i 
Branch Office. Request Sample i i 
or Demonstration At Once. \ aponess \ 
! 
EUREKA DIVISION | on staTe_ ‘ 
Eureka Williams Corporation , 
Bloomington, Illinois ! 
= Ce Oe al 
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RVIN Visible Value Television is here! It 

will be introduced in Chicago within the 
next few weeks and in other television markets 
as rapidly as expanded production permits. 

The line includes every popular size of tele- 
vision receiver—10-inch screen table and con- 
sole models, a 12-inch screen console and, later 
on, a giant 16-inch screen console. 

Arvin Television is not just another television 
line. It is, in reality, a completely new line of 
improved design offering better performance 
and greater value. It represents years of re- 
search and development and is the logical cul- 
mination of Arvin’s 15 years of successful expe- 
rience in radio and electronics. 

Arvin Television was developed around three 
major premises. We told our designing engineers 
that Arvin Television sets must: (1) give the 
customer the most for his money; (2) be de- 
pendable in operation—service calls must be 


ARVIN VISIBLE VALUE TELEVISION. . 





Arvin television 
15 here! 


minimized—and (3) provide a sound profit 
structure for the dealer. 

Arvin Television meets all these basic re- 
quirements—and more. 

If you are now, or soon will be, in a television 
market, it will pay you to inquire immediately 
about an Arvin Television Franchise. For, in 
the months and years ahead, the Arvin fran- 
chise will become more and more valuable. 
Arvin’s sound financial structure and 30-year 
background of producing for America’s mass 
market is your assurance of more salable mer- 
chandise, protected profit and minimum servic- 
ing requirements. 

We sincerely believe that Arvin television is 

. and will continue to be. . . the best value 
both in today’s television market and in the 
foreseeable future . . . the most satisfactory set 
to own, the most satisfactory set to sell and 
service. 


i—aeaa: manila 


NOBLITT-SPARKS INDUSTRIES, INC. 
COLUMBUS, INDIANA 


- YOU CAN SEE THE DIFFERENCE! 





SULY, 
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dollars in each issue of the Journal than in any other magazine edited for 


The advertisers listed below know that your business—and theirs— Ladies’ Home 
depend upon brand-minded STORE TRAFFIC 
They know, too, that 47.2%* of your customers read Ladies’ Home Journal. 
That’s why electrical appliance advertisers spend more advertising <~ r 
for tore *# taffic 


women—to help you sell their products quickly and profitably. 


Davis Ironing Cord 


Frigidaire Refrigerators 


FOR YOUR PART } STOCK } PROMOTE } DISPLAY } ADVERTISE THESE Cte Destite Reran ond 


FAMOUS BRANDS ADVERTISED IN THE JULY, 1949, ISSUE OF LADIES’ HOME JOURNAL. Refrigerators 
Hotpoint Electric Ranges 


Telechron Electric Clocks 


*On the average, for 2885 women shoppers interviewed at 28 electrical appliance stores in 28 cities and towns across the country. 
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FREEZER 


Holds 70 Ibs. of 
frozen food! 
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Check this list of great features 
I find in Frigidaire Refrigerators ! 
All were first in Frigidaire ! 


— the “brain” that 
atures without at 


you 


matic Cold Control main- 
tains desired temper tention. 
f your refrigerator — Pre 
ee — means low operating 
able life- Only Frigidaire 


—the “‘heart’’.0 
-built, trouble-fr 


cision 
ong, depend 


cost and \ 

has it! 

r— fully refrigerated, keeps fruits, vege- 
in super-moist cold ! 

‘re double-easy —the press 

ay — ice cubes pop 

nly Frigidaire has 


Hydrato’ 
tables fresher 1" 


Quickube Ice Trays—they 
of a handle releases the tr 
out when you lift lever. © 


them ! 
Cold-Wall Compartment -— cc 
walls. Cold, still air kee 
o defrosting neede! 


yoling coils are right in 
ps uncovered foods fresh 
longer. N d. Frigidaire in- 
vented it ! 

— safest refrigerant known. Developed by 
Frigidaire and General Motors. 


One-Piece Steel Cabinet—rigid, firm CO’ 


twisting OF sagging- 

Exterior — finest of all finishes. 
iscolor — grease-prool, stain- 
f, purn-proof. 


Freon 
nstruction, no 


Lifetime Porcelain 
Doesn’t age oF d 


prool, alcohol-proo 
One-Piece Food Compartment — all-porcelain, all 
corners rounded, easy to keep clean. 
acciden- 


d Compartment — 


in in Foo 
harm or stain 


Stainless Porcela 
{ acid foods won't 


tal spills 0 
porcelain. 
Solid Brass Super-Fre 


ezer — prov ides faster 


One-Piece, 
freezing- 

ressed Solid Alumin 

ill never rust ! 


um Shelves — strong, 


One-Piece P 
beautiful, W 
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Match or Challenge. 


FRIGIDAIRE. 


PROOF that more people find more features, more value 





nn AMERICAS No.1 REFRIGERATOR/ 


, * 11 million refrigerating 
units built by Frigidaire! 
Think what that experience 
means to Frigidaire Dealers 
and their customers ! It’s ex- 
perience only Frigidaire can 
i give. And it’s proof —11 mil- 
lion times over—that more 
people have found in Frigid- 
aire the features that count. 
They get the dependability 
of the famous current-saving 
Meter-Miser —beauty inside 
and out —safe cold from top 











to bottom — more room — 
long-lasting economy! No 
wonder Frigidaire is Ameri- 
ca’s No. 1 Refrigerator —it’s 
America’s No 1 value! No 
wonder more Frigidaire Re- 
frigerators serve in more 
homes than any other make. 
No wonder nearly three mil- 
lion have been sold since the 
war! Yes, when people buy 
on proof of value, not ciaims, 
they buy a new Frigidaire 
Refrigerator ! 

















AMERICA’S BIGGEST LINE OF REFRIGERATORS! 
3 TYPES—14 MODELS 





MEET THE METER-MISER 


Simplest cold-making mechanism ever built! 


er 





ng 





Frigidaire offers a refrigerator to 
fit every need—in style, in size, in 
price ! There are 3 types —the thrifty 
Master Refrigerator, the feature- 
packed De Luxe Refrigerator with 
its full-width Super-Freezer Chest, 
and the two-door Cold- Wall Im- 
perial, 14 models in all — all offering 








more food storage space in less kit- 
chen space ! And every one of them 
provides all the great, basic Frigid- 
aire advantages — the result of expe- 
rience that is unsurpassed. And now 
— Friszidaire is first again in offering 
the famous Frigidaire Lifetime Porce- 
lain exterior finish. 
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Only Frigidaire has it! 


Here’s the new Frigidaire Meter-Miser 
—the “heart” of every new Frigidaire 
Refrigerator. Look at how compact, 
how simple it is! Far more powerful 
than before— yet still uses just a trickle 
of current ! Precision-built like a fine 
watch — sealed in steel against dirt, air 


Frigidaire 
now to “Buy 
And Fri a 


adve 


rp: alers are 
ulding Volume With > 


Demonsty 


D 


ations. 


and moisture — oiled for life. Has no 
belts or pulleys, runs quietly, trouble- 
free. The Meter-Miser provides safe 
cold from top to bottom even in hot- 
test weather — and remember — it’s the 
temperature that counts. Only Frigid- 
ure has the Meter-Miser ! 
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COMPANION 
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Fewer babies will die 


»». because women acted! 


STORY 





NUMBER TWENTY-THREE 





Sitio 





RESULTS 


IN ADVERTISING — 


Products advertised in the Com- 
PANION have a big advantage — the 
NUMBER ONE editorial boost! No 
wonder dealers find it more profit- 
able to display these Electrical 
Products! 








Camfield Automatic Toaster 





THIS IS SCANDALOUS — decided women readers of 
the recent COMPANION aarticle, ‘‘Too Many 
Babies Die.”’ The desperate lack of proper care 
and facilities throughout the maternity cycle was 
dramatized in this significant feature — and 
aroused women went to work! Requests for 


This Companion reader 


will be your next customer — 


thousands of reprints poured in —civic and busi- 
ness leaders warmly commended it —a nationally- 
known radio commentator highlighted the article 
on his coast-to-coast program—and the National 
Safety Council gave it an award for exceptional 
service to safety! 


(UR STORE 


Domestic Sewmachines 
Frigidaire Automatic Washer 
Frigidaire Electric Range 
Frigidaire Refrigerator 
G-E Clocks 

G-E Flatplate lroners 

G-E Irons 

G-E Wringer Washers 
Maytag Washer & lroner 
Nesco Electric Roaster 
Philco Freezer 


if you display the many ironing aids 
featured in the July COMPANION 
article, “Ironing Can Be Easy.” Wise 
appliance dealers will also arrange 
merchandising tie-ins with the two 
refrigerator stories, “I Like to Plan 


by the Day” and “I Have to Plan Way 
Ahead.” No doubt about it, the Com- 
PANION is THE magazine for sales- 
stimulating features. You'll find it pays 
to display CoMPANION-featured ap- 
pliances! 


WOMAN’S HOME COMPANION 


THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 


TE PAGE 28 
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Regina Electric Polisher 

Speed Queen Washers & lroners 
Sunbeam Coffeemaster 
Sunbeam Mixmaster 
Westinghouse Laundromat 
Westinghouse Range 
Westinghouse Refrigerator 





White Sewing Machines 
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For longer than most people in the housewares business can remember, 
the name Nesco has beena magic word to both retailers and homemakers. 
To retailers it has meant unvarying quality and acceptance, fast turn- 


over and better-than-average profit. To homemakers it has meant 





more value, more beauty, better construction and longer service. 





In the future, as in the past, Nesco will continue to build the world’s 


a finest housewares, sell them at fair prices, merchandise them aggres- 
he ° ° ° ° : 

_~ IF sively, and provide the kind of service that both wholesalers and retailers 
fit- y 

-al throughout America need and appreciate. 







1899 — 1949 
Al ¢ 


Golden Jubilee 


50 years of service 


to America’s Homemakers /, 









rs << J 
NATIONAL ENAMELING AND STAMPING COMPANY 
270 NORTH 12TH STREET, MILWAUKEE 1, WISCONSIN 
' Sales Offices: 1166 Merchandise Mart, Chicago ¢ Western Merchandise Mart, San Francisco ¢ 1430 Candler Bidg., Atlanta 
1 200 Fifth Ave., New York ¢ 901 Ambassador Bldg., St. Louis 
NG 
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GAS HEATERS 





WHEN IT’S AN ARMS TRONG ovepeno on 11, 


For any kind of gas. 12,000 to 40,000 B.T.U. Radiant and 
circulating, vented or unvented. ‘An attractive line of styles and 
sizes in the moderate price range—fast sellers at good profits 
to dealers. Every one an outstanding value. 


Model 900. Specially designed to in- 
sure proper combustion and to produce 
both radiant and circulating heat. No 
disagreeable odors. AGA approval. 
Comes in beautiful brown porcelain en- 
amel, the lifetime finish. 19” high. 


Model 2205. Well constructed, for any 
gas. One-piece body with brown base, 
backwall and radiants brown and ecru. 
Finished in porcelain enamel. Reflector 
and dress guard chrome plated. 17%” 
high. 20,000 B.T.U. 





SPRINKLERS 


Carefully designed with few moving parts to last for years. There are 4 styles, Original 
Fountain, Half Fountain, Special Fountain and the Aero-Mist. All will spread water 
evenly over a large area. All profit makers for dealers. 


FOUNTAIN — Produces a mist- 
like spray as beautiful as a 
fountain. Made entirely of 
brass. 8” in diameter. Net 
weight, 12 ounces. Packed in 
individual boxes, 72 to ship- 
ping carton (44 pounds). 





AERO-MIST— Can be oper- 

ated under high or low pres- 
em, sure without adjustment. Made 
with brass top and cast iron, 
non-tippable base. Revolving 
vane is 11” across. Fits %4” 
hose nipple. Individually boxed. 
12 to shipping carton (32 
pounds). 
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IT’S THE BEST OF ITS KIND! 
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PORTABLE ELECTRIC IRONERS 


The only comebacks are compliments, because women can sit down while 


















ironing. An Armstrong irons anything—can be carried to any room in the 
house and stores in small space. Has easy elbow control, 21° roll, thermostat 
control, red light indicator, entirely enclosed motor and non-slip rubber guard. 








Finished in gleaming white enamel with chromium 
trim. 26%" long, 834" high, 15° wide base (with 
arm lever removed). Packed in carton (Ship. wt. 36 
pounds) with 8 ft. cord and instruction booklet. 
Retails for $49.95. Slightly higher west of Rockies 
and Canada. 


ELECTRIC HEATERS 


No. 514 Portable Heater is a little gem that looks well anywhere in home, 

store, studio or office. Made of 24 gauge iron finished in walnut or white 

porcelain enamel—the lifetime finish. AC or DC, 1320 watts. 15° high, 12” 

wide, 52" deep. Retails for $6.95 Plus Tax. Slightly higher west of Rockies 

and Canada. 

Help us celebrate our 50th Anniversary. Order 

from your distributor or send for literature on any 

or all of the above products. We'll let you be the 

DEALERS f judge as to how well our line will dress up your store, 
make sales and add to profits. 


DON’T OVERLOOK—the free mats, electrotypes and 
display material available to you. 





Bee we 7 Ol RI 
ARMSTRONG PRODUCTS CORP., 
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VISIT the General Electric SEE— 
Exhibit at the Music Merchants 
Show, July 25-28, Hotel New 
Yorker, Rooms 721-2-3, N. Y. C. 








MODEL 817—New Turn- 
about Console! Unique sell- 
ing feature. Cabinet is ad- 
justable to any angle for 
perfect viewing! Big 121% 
tube. Daylight bright, day- 
light clear, daylight sharp 
pictures. Full-height cab- 
inet, veneered in genuine 
mahogany. Model 817. 

_ $369.95* 





@ MODEL 821—Sells itself on sight! 
Lowest-priced G-E Daylight Television 
model with big 1214" tube—biggest day- 
light picture yet! All active U. S. channels. 
Long range reception. Simplified tuning. 
Genuine mahogany veneered cabinet. 
Model 821. $329.95* 


MODEL 805—Sensational seller! > 
More picture per dollar! Big screen 
—nearly as wide as the cabinet it- 
self! 10" conventional tube. Gets 
distant stations in fringe areas. 
Rich rosewood plastic cabinet. 
Priced for fast turnover! Model 805. 

$239.95* 
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L AOU can foul your 
GENERAL 








THE GREATEST 
ELLING FEATURE 
IN TELEVISION! 


What a feature! You can demonstrate the difference in an 
instant! The vital, extra brightness that permits viewing in full 
room light, as recommended by the medical press and leading 
eye specialists! Yet this provably finer product is priced on the 
nose with ordinary television. What a setup for lush profits! Call 
your G-E television distributor today. Or write General Electric 
Company, Receiver Division, Electronics Park, Syracuse, N. Y. 
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‘@ MODEL 818—Complete 
home entertainment center. 
Everything your customers 
want—in an exquisite, gen- 
uine mahogany veneered 
cabinet. G-E Daylight Tele- 
vision on a big 1214" tube 
—powerful FM-AM radio 
—two-speed automatic pho- 
nograph for 78 and 3314 
rpm records. Model 818. 

$499.95* 


"Plus tax. Installation extra. 
Prices slightly higher West and South— 
. , 
subject to change without» 


ELECTRIC 
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GET A HELICOPTER LIFT 





w COROAIRE 


The Major Appliance with the Expanding 





ic MPrA CTH Fi te Va g . Ler eg v > A P 
ING Ne ASEL J Til WU i i & JVENI a | KTRA JAL 
Postwar development—new—different Market unlimited—homes new and old, apartments, shops, 
Patented exclusive Venturi Tube offices, restaurants, business places of all types 
Packaged—complete home heating system Sells year ’round—No repossessions—No trade-ins 
Size of console radio—priced less than home Tens of thousands sold since the war by major household 
refrigerator appliance distributors and dealers 
, Heats for cost of electric light bill Installation simple—trouble-free service 


Write now, for franchise details: 
THE COROAIRE HEATER CORP. « 1422 EUCLID AVE. 


Cleveland 15, Ohio Ti Hi 7, [yl 
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POWER SUPPLY CORDS 7 









You know that an appliance labelled -with a 
known brand name often sells itself. 


There's another label, too, that can help you 
sell and help keep your customers sold on the 
electrical appliances and lamps you handle. It’s 
the “Flag Label.’’ On a lamp or appliance cord, 
or on a cord set, it indicates to your customers 
that they’re buying a high quality product. They 
are told that it has been tested and approved by 
Underwriters’ Laboratories, Inc.—has passed 
gruelling tests of electrical properties; for re- 
sistance to pull; crushing and impact; abrasion, 


This little label 


helps you 


WAKE 


BibGbh 
~ SALES 


wear; and for general all-around fitness and 
quality. 


Through a national educational campaign in 
magazines and newspapers, direct mail, and 
through the cooperation of local school, fire de- 
partment, and electric power company groups, 
your customers are being asked to look for the 
“Flag Label.” 


Safety is a good selling point. It means repeat 
business, steady sales and profits. 


SAFE ELECTRICAL CORD COMMITTEE - 155 E. 44th St., New York 17, N.Y. 


MARK YOUR ORDERS “ELECTRICAL CORDS MUST BEAR UNDERWRITERS’ FLAG LABEL” 
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4 3 out of 4! That's how many 
American families will see these 
beautiful Youngstown Kitchens 
—in full color—in our national 
advertising for 1949. And many 
¥ ; of these families are live pros- 
3 [ (AND THAT'S NOT ALL) pects, ready to be sold. 
) 
i” m ES = | 1 
‘ That’s good news for the Youngstown dealer . . . and here’s ] 
4 a 2.The line is complete— 
5 : 
; 3.Stocks are balanced— | 
’ 4 1.Productien’s going up! 
Esl 
4 . - ‘ ‘ 
Youngstown Kitchens are way-and-ahead the leader in this dy- 
namic, growing field. Now see what’s being done to help the 
Youngstown dealer keep Youngstown Kitchens (and his profit) 
on top in 1949—with record-setting, sales-getting ... 
SMASH PROMOTIONS! : 
Six high-powered promotions, to top off tremendously increased ad- Kitchens with custom-built rill 
i vertising pressure, will back the man with the Youngstown Kitchen pearance — at mass-production || ' 
: franchise in 1949. prices! You can plan one for any || fe 
/ These all-out, national promotions are focused right on the Youngstown prospec t with flexible Youngs- | F 
dealer’s front door. They’re planned to bring the customer right into town units. iy 
, his store. i ae , 
: ? j ~e 3 ’ : Ten Kitchenaider models, 42” 
| It’s the biggest promotion in the field. It’s the top opportunity of °49 ” . : i 
ae | ; A asain ge, rake wide and up. build maximum | 
‘ F for the Youngstown Kitchen dealer—and for salesmen looking for the eee : 
‘ 2 line with the greatest profit. utility into every kitchen, from 
Ae smallest to largest. 
oer MULLINS MANUFACTURING CORPORATION * WARREN, OHIO 
1 Another “must” for the modern b 
e P kitchen is paying off for Youngs- bs 
4 Of Vf y/ town dealers. It’s the efficient, 
+) f f ? ? . . . 
j OM MGS CHET ¢ (7 C1L€ 70D easy-to-use Mullinaider electric 
2 | a y garbage disposer. Every house- 
aaa , T Aa a am ° 
oe BY MULLINS wife who dislikes garbage is a 
World's Largest Makers of Steel Kitchens prospect. 
= 
,-#" % - a4 
, Ss 
a 
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Here’s a modern, streamlined National Cash Register—plus a 
built-in adding mechanism which you can use at any time without 
disturbing the cash register records. All at a price within the 
reach of any retail business! 

Stops mistakes in addition. Speeds service. Shows separately 
the price of each item in a purchase, and the mechanically- 
added total of all items. Prints a record of every transaction— 
automatically distributed in separate columns for any 8 classi- 
fications, such as departments, selling employees, services, com- 


MRE ALE SOE TE EG, EOC! Rta 30 000 
— EOE * 


modities, etc. Notations may be written opposite any entry. 
By mechanizing your cash control and record keeping, the 
National “200” gives you a better, simpler, easier way of pre- 
paring accurate and complete business records. You get in- 
formation that makes money for you, as well as protection that 
saves money for you. 
See the National “200” 7 
at your local National Cash 
Register office today! 


CASH REGISTERS « ADDING MACHINES 
| ACCOUNTING MACHINES 


THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO - tal 
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IN ANY KITCHEN 
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' oS b Ts. 
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Back of heater is recessed to receive inlet and outlet 
pipes. Table top is removable so that all connections 
are made at table height! 


MN 








This John Wood model is sensationally different .. . different because it's been 
designed to enable you to bring water heating convenience right into the kitchen 
and INSTALL {T STANDING UP! You simply (1) Bring pipes up to table height, 
(2) Push heater against wall and connect pipes at waist-level to heater tank, 
then (3) Slide table top of heater into position and secure. It's as simple as that! All 
controls, electrical connections and the drain valve are located behind the removable 
front panel for easy adjustment and servicing. And of course the table top 
heater retains all quality features of John Wood's standard models . . . the famous 
hot dipped galvanized Electric Weld tank with built-in heat saver baffle, snap-action 
thermostat, efficient heating elements, magnesium anode, and gleaming white finish 
. plus anti-siphon cold water inlet. Write for complete details and specimen 
warrenty plans providing up to 10 yeors projection, 
JOHN WOOD MANUFACTURING COMPANY, INC, 


' Conshohocken, Pa., Chicago 9, lil. Toronto, Canada 


Le v0.00 


QUALITY-BUILT WATER HEATERS FOR 48 YEARS 











HERE THEY ARE! BIG NEWS FROM THE 


two brand new 


the automatic 
coffee brewer 
America’s been 
waiting for 








exclusive 
Cory 
"Coralume” 
finish inside 
and out 





Satin-silver 
finish... stain 


resistant 





America’s | 
greatest coffee | y 
brewer value— | 
bar none! 
detachable . . | FE ee 
\ 3 : “4 Cory’s done it again 
ot (a to 8 \ a % ‘ a ..-Yes, here it is! A 
cup markings f ame P —_ * new all metal—all 
SN | aie J automatic coffee | 
heat-proof “a brewer priced to cap- 


plastic base ture mass market 


- sales. It is Cory-de- 
--.and, believe 


it or not! only 


Cory-quality through- 
out. In a class by it- 
self—appearance- | 


looks like 


: 

| 

signed, Cory-built, 

no buttons! aw fine silver; | 


no switches! great 


completely for gifts 
automatic - 


Plus $1.00 wise, price-wise, 


Fed. Tax 


sales-wise. 












’ 


Lory automatics ! 


NATIONAL 
ADVERTISING | 
ON NEW CORY / 
AUTOMATICS 
COMING 

SOON! 

WATCH 


FOR IT! 
> MN 











Cory gives you this all new 


(26 


copper-chrome 


h0 “custom model 


Yes, here's another new Cory Automatic 
Coffee Brewer—a strictly ‘‘deluxe”’ unit 
from every standpoint. Sparkling heavy 
duty chrome finish on copper formed 
bowls. Beats anything on the market in 
performance, quality or style .. . yet 
priced at only $28.50 plus $1.45 federal 
excise tax. 

Although mechanically ‘this unit is 
identical to the mass market model shown 
at left, it’s built of special heavy weight 
construction throughout—it’s com- 
pletely chromed—and has a special 
highly polished lustre finish—deluxe, 
plastic fittings . . . It spells “Quality” in 
every respect—and gives you a Cory 
Automatic with which you can cash in 
on the high ticket gift sales to the 


carriage trade. 


SEE YOUR CORY DISTRIBUTOR 
OR WRITE DIRECT TO 


CORY 


CORY CORPORATION, Chicago I, Illinois 


Also makers of the famous Cory All-Glass Coffee 
Brewers, The Cory Electric Knife Sharpener, and 
Fresh’nd-Aire Fans, Air Circulators and Humidifiers. 
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DELCO 
MOTORS 
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Here at Delco Products we recognize the 
importance of modern machinery. The 
completeness of our up-to-date mechanical 
facilities attests to that. Physically, we’re 
more than equal to the swift production 
pace manufacturers are setting today. 


But Delco Products also believes there is an 
ingredient far more integral to service than 
even the finest machines. It’s a human ele- 
ment—the faculty of regarding each cus- 
tomer as an individual. It’s an awareness of 
his particular requirements, and the disposi- 
tion of all our resources to help meet them. 


That’s why Delco Products is organized 
primarily to accommodate our customers. 
That’s why our scheduling procedures are 
flexible enough to handle last - minute 
changes in design or quantity. 


And that’s why appliance manufacturers 
who require quality motors produced in 
quantity trust Delco to deliver. 


\DELCO PRODUCTS DIVISION, GENERAL MOTORS CORPORATION, DAYTON, O. 


SEE YOUR LOCAL AUTHORIZED DELCO MOTOR DISTRIBUTOR 
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GUARANTEED FOR 1 YEAR. 
Approved by Underwriters’ Laboratories 
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Steam and oie 4 Iron 
of STAINLESS STEEL— CAN'T RUST, CORRODE OR STAIN! 
Jf HOLDS 50% MORE WATER-—YET NO BIGGER THAN 


AVERAGE DRY IRON! Py 


/ LIGHTER—weichs ONLY 3% LBS! — FED - ax 


/ STEAMS LONGER —WELL OVER AN HOUR! , IR TRADED 


SMARTLY PACKAGED 


op SPITTING AND DRIPPING POSITIVELY ELIMINATED! Jeane Scose “IN EXCLUSIVE 


Jf EXCLUSIVE FABRIC-SELECTOR DIAL—onty casco “= PLAID GIFT BOX 
CAN DIAL ALL FABRICS, STEAM OR DRY! 


vA INSTANT-ACTION THERMOSTAT— ACCURATE TO 15° F. 
—ALL OTHERS TESTED SHOW A 30° OR MORE VARIABLE! 


DISTILLED WATER UNNECESSARY! 
J FILLS EASIER! —FLip-uP TO FILL-UP TOP! 

ONE IRON DOES ALL—witHouT ATTACHMENTS, PLUGS OR FUNNELS! 
J NEW, FATIGUE-PROOF, COMFORT-COOLED HANDLE! 


* World's most efficient heating element © Scorch-proof heel rest — tip-proof © 7 ft. 
cord — not usual 6 ft. © Mirror-polished sole plate with button nooks ¢ Super-heated 
steam from concentrated vents © Fully-tested. 
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Remember the ‘‘lemon”’ days of 1945 and '46? 


Remember the ersatz, the shortages, the beefs about 
quality? Remember the grief without gravy? Who 
could forget that nightmare! 


But look, friend, are you sure you haven't forgotten 
the lesson you learned then? If you’re toying with the 
idea of loading up with a lot of off-brand, liquidation- 
priced home heaters, perish the thought! 


Sure, it’s a terrific temptation, and price és important! 
But why gamble on potential “lemons” when you’ve 
got a consistently strong selling line like Duo-Therm 
Fuel Oil Heaters available? 


You haven't forgotten—we know you haven't 
forgotten that quality counts most when dollars 
are hardest to come by! 


1 


So you need Price Leaders for Price Promotion? Do 
you think Duo-Therm got to be America’s most pop- 
ular home heater line without ‘em? Take another 
look at the book. What have we got? Just the most 
complete line in the business! 


Take the big Duo-Therm Model 712, for example. 
Prospects come out of the woodwork when you 
feature this full-sized, 4-5 room heater. It's not 
a strip job—but a complete circulator with large 
radiant doors and all the famous Duo-Therm 
features. Retail price? Only $79.95, less tank. 


And once that Duo-Therm price leader gets prospects 
in your store, you can really hit ’em with the book! 
Because you've got a heater for every kind of buyer. 


You can trade ’em up from the Model 515 for one 
room to the wide selection of furniture styled models 
for 3, 4 and 5 rooms to the giant Royal Model 815 
that heats up to 6 rooms. Retail prices run from 
$59.95 up to $139.95. 


And man, what a feature story you can feature! 
Duo-Therm’s exclusive Power-Air Blower that 
saves up to 1 gallon of oil in every 4. Plus the 
famous Dual Chamber Burner—the most imitated 
burner in the business. And a raft of others! 


What’s more, we back you up with advertising support 
right in your own back yard, where your customers 
live. Add merchandising, plus point of sale displays, 
plus store helps. And count on a national advertising 
campaign in books like Look, Country Gent, Farm 
Journal, True Confessions, Pathfinder and Household. 


Private label heaters? We wouldn't be caught 
dead making ‘em! Why should we make things 
tough for our own dealers? 


Gas space heaters? You bet your balance sheet we've 
got em. Brand new, big, beautiful, furniture-styled, 
quality-engineered gas heaters. They’re the hottest 
merchandise of their kind to hit the market since the 
World’s Fair was lit by gas light! 


So what's it going to be, pal? Lemons? Beefs about 
quality? Grief without greenbacks? Or Duo-Therm— 
the sweetest-selling home heater line inthe business, the 
line that moves consistently, even in a buyer’s market? 





Deo-Therm is « registered trade mark of Motor Whee! Corp., Copyright 1949 
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Division of Motor Wheel Corporation 
Lansing 3, Michigan 
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MEDIUM-HEAT ELEMENT 
(Cutler-Hammer Detign) (Conventional Design) 





THIS! NOT THIS! 
TWO-WAY HEAT FLOW © ONE-WAY HEAT FLOW 


Hot in center Hot in center 
and hot ovteredge cold outer edge 


BOTH ELEMENTS TOGETHER 
(Cutler-Hammer Design) (Conventional Design) 
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LOW-HEAT ELEMENT 


(Cutler-Hammer Design) (Conventional Design) 





THis! 
’ f 
Heat flows both ways NOT THIS 
from median position of Hot outer edge 
C-H multiwave e'ement cold center 


Any well-built surface cooking unit provides good 
heat distribution when both elements are used to- 
gether. But 90% or more of all cooking is done at 
o controlled-heat switch position using only one of 
the two elements. The four vital cooking heats 
where C-H design provides obviously better heat 
distribution for better cooking are: 

1. Low-Heat Element At Full Voltage. 

2. Low-Heat Element At Half Voltage. 

3. Medium-Heat Element At Full Voltage. 

4. Medium-Heat Element At Half Voltage. 


REPLACE - MODERNIZE 


J with the Cutler-Hammer Pyroflex 
Range Surface Units. Their 
New Design and New Performance 


are Backed by a Known Name 


Cutler-Hammer Pyroflex 2-Way Heat Flow 
Range Surface Units are now available for 
replacement and modernization purposes. 

The obviously better design, better per- 
formance and better construction of these 
units make prospects of all but the most 
recent buyers of electric ranges. 

The unique 2-way heat flow design pro- 
vides a more even distribution of heat over 
the entire cooking utensil bottom. The result 
is better cooking where 90% or more of all 
electric range cooking is done. 

Maximum speed is provided where fast 
cooking is wanted. Inconel heating elements 
are self-cleaning. The reflector pan automati- 
cally tips up to lift out for cleaning. The heat- 
ing elements are long-lived...are anchored at 
18 points to positively stay flat. 

Pyroflex units are easy to install, are quickly 
interchangeable with those on electric ranges 
now in use. Only 8 adaptor rings are needed 
to stock the complete line. They are the prod- 
uct of a manufacturer whose trademark has 
been advertised for years in the Saturday 
Evening Post, Time, Newsweek, Better 
Homes & Gardens, House & Garden, etc. 

There is a tremendous market in replace- 
ments and especially the modernization of 
old style ranges. There are some important 
Cutler-Hammer distributorships still open. 
Get your inquiry in now, and ask for the new 
book that fully illustrates and describes the 
new C-H PYROFLEX Range Surface Units. 
CUTLER-HAMMER, Inc., 1280 St. Paul 
Ave., Milwaukee 1, Wis. 
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CUTLER’ HAMMER 
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Some important distributorships still open - sEND IN YOUR INQUIRY AT ONCE 
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A MESSAGE TO AMERICAN 


“Give us the tools...” 


INDUSTRY @® 76th OF A_ SERIES 


YOUR ONLY CHANCE 
of Getting Ahead 


Where is the “brave new world” so glowingly 
promised us by the politicians during and after 
the war? We were told then that postwar America 
would live 50% better than it had before. Why 
has that promise faded out? Why are men today 
discouraged and frustrated? 


We have not yet made good 1944’s promises 
because the American worker turns out no more 
in an hour now than he did in 1941. We are get- 
ting more total production in our country — but 
only because we have more people working. Not 
because each one of us is producing more. Amer- 
ican industry’s ability to turn out more and more 
goods — with less of each worker’s time and effort 
—has been stymied for eight long years. 

Progress has been blocked because in some 
cases workers have not been willing to work as 
hard as they did before the war. In other cases 
unions restrict the use of labor-saving machines 
and methods. In some places obsolete building 
codes and ordinances prevent advances. In still 
other cases progress has been blocked by collu- 
sive practices between unions and manufacturers 
or operators. 


But the biggest block to progress is the fact that 
our industry in the United States has been un- 
able to provide our workers with all the new tools 
and equipment that they need. 


Increasing productivity — that is, each one of us 
turning out more in each hour of work—is the 
key to higher living standards. Productivity de- 
pends directly upon the kind of tools workers use. 


His tools, more than anything else, determine how 
much a worker can turn out; and what his pay- 
check will buy depends in large part on what he 
turns out—not on how long or how hard he works. 

Look what happened in our country in the 
forty years from 1900 to 1940. Productivity of the 
United States more than doubled. It doubled 
because: 

Business investment in capital equipment gave 
workers new tools—tools that had three and one- 
half times as much power— 

So— Americans’ living standard rose almost 
50% while the average work week was dropping 
from 61 to 43 hours. 

Industry did continue to raise its output per 
man hour, even in the depressed 1930's. But it 
did it because, with unemployment widespread, 
companies used only their most efficient equip- 
ment. Actually the great depression saw industry 
fall far behind in the job of providing workers 
with new tools. 

Then came World War II. Few new tools for 
peacetime industry were produced. As a result 
of depression and war, the U.S. fell behind in 
needed investment in new industrial facilities by 
more than $100 billion. 

Since the war business has spent almost $60 
billion for new plants and equipment — 

But the greater part of that money went to 
expand production to take care of the needs of 
our bigger population, and to replace plants and 
equipment that were worn out and ready to be 
junked at the end of the war. 
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Only a small fraction of the $60 billion went 
to modernize equipment — the equipment that in- 
creases efficiency and improves productivity of 
the individual worker. 

Right now industry is desperately trying to do 
the job of increasing efficiency of machines so 
that each worker can turn out more. 

McGraw-Hill’s national survey of Business’ 
Needs for New Plants and Equipment shows that 
manufacturers plan right now to spend in the 
5 years ahead three-quarters of their capital 
funds to replace and modernize facilities. The 
biggest part of the more than $55 billion indus- 
try plans to spend on its plants and equipment 
will go directly to improve efficiency of the in- 
dividual. 

If industry can carry through its plans — and 
expand them as it would like to and as it must 
do — the U.S. can catch up on its depression- 
war-time lag in progress within a few short years. 


If American industry is allowed to earn the 
money to buy the equipment, it can raise the 
American standard of living 50% in our genera- 
tion — in the next 25 years. No other nation can 
promise its people that much — and deliver on 
the promise. 


But the promise can only be fulfilled by Ameri- 
can industry. Wherever you turn, industry has 
dramatic new ways of doing things. Using oxygen 
by the ton, steel makers are increasing production 
from blast furnaces by 20%. New high-speed 
machine tools are doing three times the work 
of 1940 tools. A new coal-mining machine will 
multiply a miner’s daily output 10 times. Diesel 
locomotives do the work of three steam loco- 
motives on many jobs. 

New products — and larger production of stand- 
ard products — are already making their impact 
on American life. Two million Americans will 
get new television sets this year. Automatic wash- 
ing machines, electric dishwashers, and home 
freezers are easing the daily tasks of thousands 
of housewives. Millions of homes that did not 
have them before the war now have telephones, 
automatic heat and refrigerators. Frozen foods, 
nylon clothing — these and many other things 


coming along now — will shape the real new 
world for Americans. 

But industry can provide them only if it can 
keep on investing at least $15 billion a year now 
—and more in future years—in new plants and 
equipment. 

Today Washington is taking a course which, 
if pursued, will make that investment by indus- 
try impossible. Government spending now strains 
our resources to the limit, and more multi-billion 
dollar spending proposals are being piled on. 
But government spending cannot improve Amer- 
ican living standards. It never has, and it never 
will. Increasing government spending now will 
only block progress, because the government pro- 
poses to pay for its plans by taxing away the 
profits industry is using, and must continue to 
use, to improve and expand its plants and equip- 
ment — our only hope for greater worker produc- 
tivity and higher living standards. 

Better living can only be paid for with more 
production. And we can only get more produc- 
tion by increasing productivity — by each one of 
us producing more for each hour of work. 

The first thing is to get the production — in 
peace and in war —for better living — for se- 
curity. Industry is planning to provide it — and is 
using $13 billion of its profits this year to improve 
and expand its facilities. 


The only sensible, the only safe national policy 
is to make it possible for American industry to 
do its job — not to terrorize private industry with 
proposals of ruinous taxation and paralyzing con- 
trols and threats of nationalization. For Ameri- 
can industry is not a thing apart from the 
American people any more than is government. 
American industry is the lifeblood of the Ameri- 
can people and whatever makes industry do its 
work better contributes more to the common 
welfare than a bureaucratic government can ever 
hope to do. 





President, McGraw-Hill Publishing Company, Inc. 
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It’s getting so you can’t go any place without bumping into an 
Admiral Dual-Temp Refrigerator advertisement!” 
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PEOPLE GLADLY BUY WHITE’S 
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«+e AT NO EXTRA PRICE! 


What this market needs is a dramatic plus value at no 
extra cost—and that’s what White’s got. And that’s why 
alert dealers everywhere are cashing-in on White's 
national sales upswing. 


It’s Easy! Tell ’Em and You Sell ’Em! 


““Water-Hotter” is White’s exclusive baffle, designed to 
keep incoming cold water from diluting the hot water. 
Result: Up to 6.9% MORE steaming hot water at the 
faucet than utility requirements. That’s what people want, 
. that’s what sells White in volume. 


d 3 WHITE PRODUCTS CORPORATION, Middleville, Michigan 
a" Specialists in Electric Water Heating Since 1930 
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| EZ _ eo 
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Copyright 1949 White Prod. Corp. i’ Ws 
*Patents Applied For. i 





New 80-gal. Models 
Complete the Line of 
White Cylinder and 
ro Table Tops. All 10-year 
Guaranteed. 
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Ask your Coolerator Dis- 
tributor for details on the 





New Lollipop Promotion that’s 
really getting traffic and low-cost 
store demonstrations 




















A new deluxe refrigerator which offers something new—something better 
—in step-saving convenience and space-saving storage. Revolutionary 
interior flexibility—faster freezing—two kinds of freezing cold—new 
quick chilling—a double supply of ice cubes in the hottest weather— 
are only a few of the self-apparent advantages that will meet your pros- 
pect’s eyes every time you open fhe door of this brand new Select-O-Shelf 
Coolerator. It is America’s most adjustable—adaptable—refrigerator. 


To round out your program for bigger summer sales, there’s the 
new 10.3 cu. ft. ““Family-Size” Freezer. It combines real capacity with 
unusual compactness and includes every deluxe feature that can be 
built into a really fine freezer—yet it’s priced so you can sell it for only 
$35.00 down. That’s a “pays-for-itself’’ story that makes every family a 
freezer prospect. See the big colorful national advertising program— 
check the local promotions—get the facts on Coolerator’s man size profit 
margins. Then you'll see why these new Coolerators have what it takes 


to put muscles in your drive for fall and summer sales. 
Copyright 1949, The Coolerator Company 


thew Coolerators 


3 The Select-O-Shelf Space-Saver Refrigerator 
~ —and the 10.3 cu. ft. “Family-Size” Freezer 











SEE THEM AT SUITE 11-107 IN THE MERCHANDISE MART DUR- 
ING THE JULY SHOW AND AT YOUR COOLERATOR DISTRIBUTOR 
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THE COOLERATOR COMPANY, DULUTH 1, MINNESOTA 
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SELLING [3 
SEASUNAL 


A comparison of prewar and 
postwar trends in monthly sales 
of appliances and radio based 
on actual reports to western 
power companies 


By CLOTILDE G. TAYLOR 


P to and through the first months of 1948 
| | most dealers were able to sell practically 

all appliances within a very short time of 
their receipt. The backlog of customers who repre- 
sent the pent-up demand of the applianceless war 
years were still eagerly awaiting the opportunity 
to fill in their long standing needs. The number 
of sales made by any store in any given month was 
dependent, not upon seasonal demand, nor even 
upon sales effort, but rather upon how many deliv- 
eries it was allotted by the manufacturer. 

And then, first for one appliance and then an- 
other, the picture changed. Deliveries were easier, 
sales rocketed as the waiting orders were filled 
and then fell off markedly, in some instances almost 
overnight. By September a good many dealers 
began to be disturbed. The honeymoon voyage 
appeared to be over; perhaps that long prophesied 
day was at hand when frailer craft could no longer 
keep afloat. The newer dealers, insecure because 
the shoals which were appearing were a part of 
the river they had not yet navigated, felt worried 
when their inventories of radios began to swell in 
the summer months, when ranges were harder to 
sell in the fall—and some of them sought to keep 
up sales by cutting prices. 


Back to Normal 


The more experienced dealers recognized that 
the fact of the marter was that buying was again 
on a normal seasonal basis. Looking back at pre- 
war conditions, when buying was not forced by any 
unnatural demand but resulted from a combination 
of the customer’s need and desire to purchase 
assisted and reinforced by the dealer's efforts to 
sell, they remembered that the curve of sales for 
any one appliance was always up at one season and 
down at another in a fairly regular pattern. 

There is nothing mysterious about this. A little 

(Continued on next page) 
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1948 MONTHLY SALES OF MAJOR APPLIANCES 


(Based on 3 California Utilities and Inland Empire Electrical Dealers Assn.) 


thought would enable anyone to prophesy that 
auxiliary air heaters would sell better in the winter 
months and fans in the summer; that refrigerator 
sales would begin to speed up when hot weather 
was in sight, whereas radios would be purchased 
when familities were at home in the winter and 
evenings were long and programs good. Washers, 
ironers and other laundry equipment sell some- 
what better in the summer. Ranges and water 
heaters have their peak during the months when 
home construction is at its height. Christmas is 
obviously the season for small appliance sales 
which are bought as gifts. 

It is clear also that this will vary somewhat 
from region to region. In areas where winters are 
mild, refrigerator sales do not drop off so markedly 
in the fall and they start somewhat earlier in the 
spring. In such a region as California’s Imperial 
Valley, where summers are hot enough to ripen 
dates, the extensive migration of inhabitants to 
cooler areas during this period naturally introduces 
variations into the pattern of selling as compared 
with a year-round cool area such as the San Fran- 
cisco bay region. Rural areas have different pat- 
terns from cities, even variations in the type of 
crop which result in different times of harvest are 
apt to affect the pattern, 


Comparative Curves 


In order to investigate some of these variations, 
sales by dealers as reported by a number of western 
power companies were analyzed Figures for the 
three prewar years of 1935, 1938 and 1940 were 
selected, as representing one depression year, one 
fair and one good selling period. Figures for 
dealers in the territory of the Pacific Gas and 
Electric, the San Joaquin Light and Power, the 
Southern California Edison and the San Diego 
Gas & Electric Co. were available for all three 
years; Los Angeles figures were included for one 
year only, records for the other years being in- 
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complete. In order to provide a contrast, figures 
were used for the same period from the Idaho 
Power Co., the Utah Power and Light and the 
Washington Water Power Co., as representing 
areas where winter is less mild than in California 
and where the high saturation of electric ranges 
and water heaters provides a somewhat different 
type of market. The figures for the three years as 
reported for the dealers in the territories of these 
companies and of the California companies were 
averaged by months and then reduced to percen- 
tages for fairer comparison. This was done for 
each of the major appliances. 

In the case of small “traffic” appliances, a short 
cut was made by taking the figures from three com- 
panies for the one year of 1938. Two of these were 
California companies, one from Idaho. These were 
averaged and reduced to percentages in the same 
way. This in some measure ironed out any 
irregularities which might have been due to special 
local promotions, although the entire curve may 
differ slightly from that of another year because of 
different weather conditions, affecting the sale of 
such items as heaters and fans, or because of vari- 
ations in the economic picture. The sales curve of 
these appliances, however, showed such small vari- 
ation as between one company and another, that it 
may be regarded as reasonably typical. 

The first fact which becomes apparent is that 
there is a regular pattern which holds generally 
true for each appliance. This not not a rigid 
curve—it may vary slightly in different territories, 
or even as between years in one area. Cold weather 
in one year may hasten the sales of heating pads 
or delay the purchase of refrigerators. A flood or 
a crop failure may level off what might otherwise 
have been a peak. The curves of any one company 
vary slightly from year to year and the curves of 
the different companies for the same year were not 
quite the same. But when they are superimposed 
one upon the other, it becomes apparent that there 
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is a definite type of curve for each different item. 
Radios sag in the summer and rise to a peak in 
December. Ranges, water heaters and refrigerators 
are highest in the spring and early summer, lowest 
around Christmas time. Ranges and water heaters 
are spring and autumn sellers, with a fair volume 
even during the summer. Washers, ironers and 
vacuum cleaners are up and down through the 
year, depending apparently upon timing of sales 
effort. The months from April to October or No- 
vember represent better than average months for 
laundry equipment of all kinds, while vacuum clean- 
ers have a Christmas peak most of the others do 
not show. 


Small Appliances 


Small appliances, as might be expected, are 
most of them largely Christmas merchandise. There 
is a slight increase in sales during July, affected 
more by the sale of fans, hand irons and table 
stoves for summer cooking than by any June Bride 
promotions, apparently. In studying individual ap- 
pliances, it becomes apparent that these three ap- 
pliances alone show the summer rise. Most of the 
others actually show slight dips during June and 
July. Auxiliary air heaters, heating pads and sun 
lamps are winter sellers, quite aside from their 
Christmas appeal. To this list should of course be 
added electric bedding, were figures on this avail- 
able. It is quite possible to follow the weather chart 
by noting how long into the spring the sale of 
heaters remains high. 

Curves as between California and the Inter- 
mountain areas are essentially the same. However, 
it is clear from the charts that most of the Cali- 
fornia curves are somewhat less acute in their 
angles and that the selling of most appliances in 
the more uniform climate is more equally dis- 
tributed through the year. In other words, re- 
frigerator sales in quantity continue longer into the 
fall and radio sales are somewhat higher in the 
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POSTWAR (red) MONTHLY SALES OF MAJOR AND SMALL APPLIANCES COMPARED 


summer. February is low month for most appli- 
ances everywhere—and the vacation period of sum- 
mer shows a dip even in the curves with summer 
peaks. There are two sales peaks in total business 
during the year, one at early summer, and one at 
Christmas time. Fortunately refrigerators and 
radios have almost reciprocal curves, balancing 
each other nicely to keep up the dealer’s volume. 

Figures for 1948 were available from-the terri- 
tory served by the Washington Water Power Co., 
where they were compiled by the Inland Empire 
Electrical Dealers’ Assn. and for three of the major 
California companies—the Pacific Gas and Elec- 
tric, Southern California Edison and San Diego 
Gas & Electric Co., and averages from these were 
converted into percentages for comparison with the 
prewar curves. It should be noted that percentages, 
although they show truer comparative “patterns”, 
do not in any way convey the differences in total 
sales volume as between years. Where regular al- 
lotments from manufacturers and back orders com- 
bine to even out seasonal differences, as during the 
early months of the year for many appliances which 
were still in short supply, this tends to lessen the 
peaks and valleys from a percentage basis, as shown 
during the remainder of the year. However, the 
essential pattern is still evident. 

In the case of ranges and refrigerators, the early 
months of the year show a higher than normal 
average, probably due to the fact that deliveries, at 
least of some wanted models, still remained short 
and volume was governed by pent-up demand. Then 
came a more generous supply, which was followed 
by a sharp upcurve, not entirely in the standard 
pattern. This was followed by a drop as orders 
were filled—and thereafter the pattern was quite 
similar to that of previous years. Water heaters 
and radio seem to have followed the normal 
Seasonal curves (with variations for the peculiari- 
ties of the year 1948) for the first of the year. 

The individual dealer can make use of these 
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curves to judge the state of his own business. If 
his water heater sales fell off somewhat in August, 
he knows that this is the pattern for most areas and 
puts his efforts into selling something else. He 
builds up a reserve during the good months to 
carry him over the dull ones. He trains his sales- 
men to “double in brass” by teaching them to sell 
more than one appliance, putting their efforts into 
the appliances most in season at the time. And he 
schedules vacations for the regular low periods. 

The wise dealer, however, will use the charts 
here given only as general patterns, from which to 
make charts of his own for his own community and 
for his own business. Dealer reports as totaled by 
power companies will help him to assay the com- 
munity picture—and he will have the figures from 
which to draw the curve of his own business. The 
vacation habits and the type of home of the clientele 
to which he sells have some legitimate effect on the 
design of his selling, 


Promotions Can Change the Curve. . . 


Most important perhaps is the use to which such 
a pattern of selling can be used in determining 
when sales promotions can be most effective. Oc- 
casionally, in comparing the figures as between 
different years for the territory served by one 
utility, it was possible to see the effect of a known 
range or water heater promotion in advancing or 
increasing the peak of sales. A roaster, or a waffle 
iron, or a vacuum cleaner campaign might appear 
in the form of a slight upward hump in the curve. 


. . - But Are Most Effective at the Peaks 

A few of such sales efforts may be responsible 
for filling in what might have been still lower 
valleys. There is no telling how much the drop in 
February business might be, were it not bolstered 
by the sales and special inducements to buy which 
seem to be current at that period. However, most 
promotions are staged at the period of peak buying, 
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rather than when natural desire to purchase seems 
to be low. This apparently is sound practice. 

A recent discussion at the dealer convention of 
the San Diego Bureau of Radio and Electrical 
Appliances in January brought out the fact that 
the best time to push an appliance is when the cus- 
tomer is in the mood to buy. The experience of a 
shoe company was quoted, which for years had 
done extensive advertising during its slow season 
in order to level its sales curve. And then one day 
it began to check back to see the effect of its 
efforts. The curve had been changed practically 
not at all! As a result of this study they started 
to concentrate their advertising around the regular 
buying season when sales were normally high. This 
practice brought real success; sales almost doubled 
at the height of the season. 

There are fortunately always people whose need 
leads them to buy any given appliance—and these 
make up the cushion of sales which keeps up even 
during the slack period. But for most appliances 
there are certain months of the year when selling 
is easiest. That is the time when extra sales effort 
will reach people whose need was not great enough 
to bring them into the store of their own accord. 

There are some appliances whose curves are 
more evenly distributed through the year which 
seem to respond to promotions at almost any time. 

But January and February will remain low 
months for most items, no matter what effort is 
put into their promotion; March and April, al- 
though tax months, are nevertheless on the up- 
grade. May and June should be good sefling months 
on any man’s calendar and can be made better by 
effective sales effort. Around Christmas is the time 
when advertising small appliances wilf show real 
returns. 

The curve of selling, in other words, can be 
raised by joint effort to better the level of total 
sales. And the individual dealer may, if he will, 
improve the share which he himself obtains. But 
through it all the pattern remains seasonal. End 





PAGE $3 














INCREASED COSTS and reduced discounts make it impractical to put DISTRIBUTORS ond manufacturers have been telling dealers to ‘Get 
go 


appliances out on free trial, no one helps dealer bear damage losses. * back to pre-war sales practices,’ but the real need is to 
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IMPROVING HIS OWN selling methods is one of author Davidson’s primary objectives. Here he shows a couple that a 
G-E automatic washer spins clothes so dry that no water can be rubbed from the washed garment on to his shirt cuff. 





By C. M. DAVIDSON 


President 
Davidson and Co., Inc. 


N the preceding article I discussed 

retailers’ complaints. Distributors 

and manufacturers also have 
grievances, all of which can be brack- 
eted into one category: They feel that 
retailers are not making the proper 
efforts to sell. Under this heading you 
can list lack of adequate or proper 
displays, untrained and inadequate 
sales forces, insufficient advertising, 
and unattractive stores. I am frank to 
admit that if I were a distributor or a 
manufacturer, I would raise the same 
complaints. I believe there is a great 
deal of room for and need of improve- 
ment on the part of the retailers. 

But where do we retailers look ior 
leadership and suggestions on these 
subjects, and what advice have we 
been getting? Distributors and manu- 
facturers have been shouting “Sell or 
be sold out!” “We have got to get 
back to prewar sales practices!” “The 
honeymoon is over. Let’s get back to 
work.” And so on, ad nauseam. 

I am, personally, very, very tired of 
hearing so much advice about going 
back—back—back. I wish every dis- 
tributor and manufacturer would in- 
struct every employee to eliminate the 
phrase ‘“‘get back” from his vocabulary. 
I can’t recall anyone making progress 
by going back. I think it is high time 
we started going forward with some 
new selling ideas. I hope this con- 
tinued urging to “get back” to old 
selling methods is not an admission on 
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CONSUMERS are now extremely finicky about the condition of appliances. 
The slightest mar brings loud demands for a new appliance or a rebate. 


the part of the distributors and manu- 
facturers that they have no “forward” 
suggestions to offer. 

Let’s get down to cases. A Jackson- 
ville dealer explained it this way. He 
sells a line of washers. The distributors 
and/or manufacturers’ representative 
had just told him he should get back 
to pre-war methods and put a dozen of 
these washers out on free trial as he 
did pre-war. That might be a logical 
suggestion if we could go back to pre- 
war conditions, but we can’t. Dis- 
counts have been reduced and the cost 
of doing business has greatly increased. 
The cost of putting these washers out, 
bringing them back and overhauling 
them would amount to several times 
what it did pre-war and the profit from 
those sold would be less. Moreover, 
the distributor and/or manufacturer 
did not offer to share in any of the 
expense or bear any of the loss which 
might occur. 


Don't Scratch It 


Distributors and manufacturers do 
not seem to know or else ignore the 
fact that consumers are now extremely 
finicky about the appliances they pur- 
chase. The slightest mar brings loud 
demands for either a new appliance or 
a substantial rebate. Where an appli- 
ance has been put out on free trial and 
the consumer agrees to purchase, he 
almost invariably demands a_ new, 
crated appliance because he believes 
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the appliance he has on trial has been 
used as a demonstrator before. 

Retailers seem to agree that where 
distributors and manufacturers want 
them to place appliances out on free 
trial, the distributor and manufacturer 
should agree to participate in the cost, 
at least to the extent of furnishing the 
necessary parts to put the appliance in 
good condition, if returned, and to re- 
finish it, if necessary. 

Of course, if the retailer is willing to 
sell all the returned appliances as used 
equipment and pocket the loss, it’s a 
nice deal—like price cutting—for the 
distributor and manufacturer as long 
as they can get it. Washing machine 
sales are tough now, so perhaps we 
shouldn’t criticize the representatives 
for trying even if it’s going backward 
instead of forward. 

A similar plan was worked hard by 
another distributor. This distributor 
told a big city dealer group how a small 
dealer put a large number of home 





RETAILERS are not receptive to advice to ‘’get more salesmen out beating 
the bushes,” because they have never found money growing on bushes. 


Improve Qur Selling Methods 


Distributors and manufacturers may be justifiably critical of dealers selling efforts, says 
the author, but they should help them go forward to new merchandising techniques 
instead of urging a return to prewar methods which are no longer practiced 


freezers out on a free trial plan and 
sold about 80 percent of them. The 
theory advanced was that if this little 
fellow could do it, you can do much 
better. Subsequent questioning brought 
out that the dealer referred to was an 
exclusive dealer in a small rural com- 
munity. He knew everyone personally 
where he placed freezers on trial. Al- 
most everyone in this community pro- 
duced his own meat and vegetables. 
There was no competing dealer for the 
customer to approach for a better price 
if and when he decided to purchase. 
The large city presented just the op- 
posite conditions. 


Need for New Techniques 


Ever since the end of the war I have 
felt that we must develop some new 
selling techniques to improve our sell- 
ing. My own plan included the installa- 
tion of a complete work kitchen and 
laundry with every major appliance 
in actual operation; a better and more 





EDITOR’S NOTE 


The first of two articles by Mr. Davidson, “Are Appliance Dealers Scared?”, 


appeared in the July issue and discussed what he believes to be the retailers’ 


most pressing problems—price-cutting, parts shortages, time payment reg- 


ulations, inflated trade-ins, short discounts, and too many dealers. 
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effort 
towards selling all the people who 
come into my store, at the time they 
come in or by following up immediately 
afterward, I am, personally, opposed 
to cold canvassing. | am opposed to 
going back to old, outdated methods 
of selling. 


attractive display; and more 


To those retailers, distributors and 
manufacturers who doubt there is any- 
thing new to suggest in the retail sell- 
ing of appliances, I suggest they read 


“Lost Sales Opportunities in Retailing” 


by Harrie F. Lewis in the January 
1949 issue of Harvard Business Re- 
view. 

[ don’t know whether Harrie Lewis 
is a Miss, Mrs. or Mr., but, in my 
opinion, she or he has come up with 
the most forward and constructive 
thinking on selling I have seen or heard 
to date. 

Very briefly, Lewis says that major 
appliances and home furnishings are 
the items most frequently shopped for 
in more than one store. The survey 
showed that for each 100 sales com- 
pleted, 43 more looked in your store 
and then bought somewhere else. This 
survey, which was made for a group 
of department stores, shows that cus- 
tomers tried to spend $25,000,000 in 
downtown stores, but finally bought 
in neighborhood stores, as compared 
to customers who first tried to spend 
$20,000,000 in neighborhood stores and 


(Continued on page 88) 
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HOW SELF-SERVICE LAUNDRIES 


HELP SELL AUTOMATIC WASHERS 





SELLING NEW IDEAS, as well as laundry service, self-service laundry operators cooperate with appliance 
dealers by demonstrating appliances other than washers. In this instance, an lronrite ironer stops a crowd. 


HE Department of Commerce 

estimates that since the closing 

days of the war more than 4,000 
self-service laundry stores have been 
opened. The rapid public acceptance 
and the almost immediate success of 
most of these stores are due to the 
needed service they perform. The au- 
tomatic laundry’s chief appeal is that 
it enables the customer to do her laun- 
dry more easily than she could do it 
at home and generally more econom- 
ically than she could have it done out- 
side. While the automatic washer is, of 
course, the heart of the self-service 
laundry, most of these stores also make 
available extractors, dryers and, to 
an increasing extent, ironers, thus 
rounding out a complete service, en- 
abling the customer to launder, damp- 
dry and iron her wash in one contin- 
uous operation. 

Since the automatic laundries make 
all these appliances available on a 
rental basis, it would appear at first 
glance that the laundry is a competitor 
of the electrical appliance retailer. 
Nothing could be further from the 
truth for these stores are, in effect, a 
gigantic promotional aid to retail sales. 
This is a fact which has been proven 
ever since these stores have been in 
existence, and it has been substantiated 
with adequate surveys. 

In explaining the theories on which 
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these laundries have been established, 
it might be well to go back to the De- 
partment of Commerce figure of ap- 
proximately 4,000 stores. Since these 
stores have been in existence about 
three years, it becomes apparent that 
this is an average of about 1,300 stores 
a year. This would certainly repre- 
sent a nice market for a manufacturer, 
but there are many manufacturers of 
automatic washers. When this busi- 
ness is divided up among these manu- 
facturers, it is only a very small frac- 
tion of the total sales; it is but a small 
fraction of the much more important 
sale of these same machines to con- 
sumers. In fact, considering the 
amount of money spent to promote this 
new business of automatic laundries 
(which has been contributed almost 
entirely by manufacturers), it is 
questionable whether all of them have 
found this profitable. If it isn’t a profit- 
able market or more than a break even 
proposition, why expend so much 
effort, time and money to develop 
these stores? The simple answer is— 
demonstration. 


Customer to the Machine 


The accepted method of selling any 
heavy electrical appliances has always 
been demonstration. This has been 
especially true in the case of washing 
machines. In the days of the conven- 


tional type washer, it was a relatively 
simple matter to take the machine down 
to Mrs. Jones’ house on Monday morn- 
ing to do a wash for her. In the case of 
the automatic washer, this is no longer 
practical. The automatic washer is 
generally heavier, and it requires 
special installation which ordinarily 
cannot be accomplished by the sales- 
man. To make the problem even 
tougher, the automatic washer re- 
quires the proper temperature hot 
water and the proper soft water, 
neither of which are always present in 
the average consumer’s home. Since 
it was no longer practical to bring 
the machine to the customer in order 
to demonstrate it, the various manu- 
facturers studied the idea of bringing 
the customer to the machine. While 
the manufacturers did not originate 
the idea of the self service laundry, 
they were quick to see the possibility 
of this development as the answer to 
the need for mass demonstration of 
automatic washers. 

The idea of self service community 
laundries where women congregate to 
wash clothes is not new. It started 
back with the women washing on rocks 
at the river bank. In depression days, 
many self service laundries were es- 
tablished with wringer washers and 
christened “helpie selfies” or “wash- 
aterias.” Coin metered washers were 
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Westinghouse experience shows 
that the nation’s 4,000 self- 
service laundries can be a potent 
selling force—particularly when 
their activities are coordinated 
with the advertising and mer- 


chandising of local dealers 


By CARL PETERSEN 


installed in apartment houses as early 
as 1929. The self-service laundry, as 
such, was not a postwar idea, but it 
was a chance to demonstrate a new 
product under ideal conditions to thou- 
sands of prospective buyers. 

Westinghouse Electric Corp. found 
that, before its own authorized Half- 
Hour Laundries were established, 
many Laundromats were being used 
in multiple applications in a haphazard 
and unorganized way and often were 
not being properly serviced and main- 
tained. A survey in 1941 and another 
one in 1944 disclosed that users in the 
multiple installation field were dis- 
satisfied with the Laundromats. They 
either didn‘t know how to properly 
use the machines, or there was not 
sufficient hot, soft water to get the 
clothes clean. The installations did 
more harm than good to Laundromat 
reputations. 


Pilot Laundry 


When the company made the de- 
cision to develop the Half Hour Laun- 
dries they set up a pilot self service 
laundry in Mansfield, Ohio. There the 
whole operation could be watched in 
detail; the requirements necessary to 
guarantee a good wash in such a com- 
mercial application could be deter- 
mined what was needed in the way of 
supplementary equipment, layout, de- 
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tergents, how the laundry should be 
run, what to do and what not to do. 
In the end, there was fact, not theory, 
about what would be successful. A 
special organization was selected to 
carry through the establishment of 
laundries on a national scale. This 
organization, ALD, Inc., of Chicago, 
Ill, made available in one package 
the results of the studies so that suffi- 
cient hot, soft water was available. 
Store layouts were made efficient and 
attractive, service adequate and cour- 
teous. In short, to ALD went the task 
of seeing that Laundromats in commer- 
cial applications were demonstrated 
under ideal conditions. 

It is obvious that manufacturers 
view the laundries not so much as a 
possible market for their machines as 
a means of demonstrating them to the 
larger mass market. This approach is 
slanted towards the solution of the 
manufacturer’s problem, but it works 
to the advantage of the store operators, 
too. Conditions which make for a good 
demonstration of the machine simul- 
taneously insure all the requirements of 
a good retail business,—giving the con- 
sumers a needed service whereby they 


promotion as an appliance sales operation. 











can wash their clothes easily and 
quickly for a small sum, and making 
all this available in pleasant surround- 
ings. 


Not All Are Buyers 


Many Half Hour Laundry customers 
will be sold on the Laundromat, and 
some will buy, but the economic fac- 
tors involved insure a large group 
who would like to buy but can’t afford 
the machine. Since this group will 
always be the larger of the two, the 
store operator is assured of a steady 
market. Has this demonstration policy 
produced the desired results to date? 
In the case of Laundromat equipped 
stores, the answer is definitely yes. 
The increased sale of Laundromats to 
the home consumer shows a definite 
correlation to the existence of Laun- 
dromat Equipped Half Hour Laun- 
dries in such areas where these stores 
have been established in numbers. Not 
only is the sale of Laundromats im- 
proved, but also it has an effect on the 
sale of all Westinghouse appliances. 
Since it was possible for this correla- 
tion to be either accidental or affected 
by other conditions, it was only sensi- 





GETTING PEOPLE to use self service laundries, and thus subject them to demonstrations, requires as much 
This store got a crowd by demonstrating how not to wash clothes. 


ble to test the apparent results with an 
adequate survey. Such a survey was 
conducted recently by Fact Finders, 
Inc., a nationally known independent 
survey agency. 

This survey was conducted in 43 
Half Hour Laundries located in 35 
cities in all sections of the country. A 
total of 2,135 patrons, double what 
survey experts said was needed, were 
interviewed. All interviews were made 
during the waiting period in the Half 
Hour Laundries. Interviewers stressed 
the fact that the patron’s name was not 
wanted, only a candid opinion. The 
questions asked and their answers are 
reproduced here in their entirety, as 
follows: 


QUESTION 1: How long have you used 
the Half Hour Laundry? 


Length of Time % of Total 
Less than 1 month 19.7 
1 to 6 months 45.4 
Over 6 months 34.9 


The answers of those who had patron- 
ized the laundry less than one month, 
and, therefore, had used the Laun- 
dromat less than four times are not 
tabulated in Questions 2, 3, 4, 6 and 7. 


QUESTION 2: Do you like the way the 


Westinghouse Laundromat washes 
your clothes? 

Reply % of Total 
Yes 97.7 
No 19 
Declined Answer 4 


Note: This level of user satisfaction 
from a washability standpoint is much 
higher than the manufacturer has ever 
been able to achieve in the domestic 
field, due chiefly to the fact that so 
many homes don’t have a good, hot, 
soft water supply as do the laundries. 


QUESTION 3: If you were going to buy 
a washer, sometime in the future, do 
you think you would choose a Laun- 
dromat? 


Reply % of Total 
Yes 64.8 
Undecided 24.2 
No 10.3 
Declined Answer 7 
Note: It is surprising that two out of 
three people had reached a definite 


conclusion that they would buy a Laun- 
dromat if and when they were going 


to buy a washing machine. No other 
(Continued on page 84) 
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For pictures of how laundry-dealer cooperation works, turn the page 
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~~ 
MRS. HOUSEWIFE does her weekly wash under ideal conditions planned by Westinghouse to make every washing a personal demonstration of automatic washer } 
efficiency and convenience. Placards provided by a local dealer promote other appliances. 





4 PAYING HER BILL on the way out she is exposed to the name of her local cooperating dealer SOLD by satisfactory use, she heads for Clark, the name she’s 
and sees a sample of the appliances, radios or television sets which he sells. seen in the laundry, to buy her own automatic washer. 


a, gpamsenere _ y 
SOAP 

BLEACH 

BLUING 
EXTRACTION ONLYo.ss 
DRYING rR OAD 
SPECIAL HANDLING \O 













PAGE 58 JULY, 1949—ELECTRICAL MERCHANDISING f 





all 
—~ \ REASONS 
"_) PRereR Wasim 


sey nai 
RS ae 


ON HER WEEKLY VISIT she passes point-of-sale material encouraging use of the laundry— WHILE THE WASHER works she can relax and read a maga- 
one way of bringing the prospect to the demonstration. zine—or literature available through the cooperation plan 


Hete Serr Auromatic Wasners 


SINCE she’s already pre-sold on the company’s products because of her SHE DOESN’T need much selling. She knows all about the washer because 
laundry experience, dealer Clark finds her a willing customer for an iron. she’s used it for months. It’s just a question of writing the order. 
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This FRIGIDAIRE 
METER TEST STARTED 


Check the meter for 
ctual kilowatts used 


| kilowatt costs about 


2.6 
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PROOF POSITIVE of the operating economy of today’s new refrigerators is offered 


by W. Curtis Busher of the Emerson Piano House, Decatur, 


which clocks consumption 


Ill., with a meter 


And W. T. Reace (upper right), vice-president of Chi- 


cago’s Commonwealth-Edison, says size and economy improvements in the new 
refrigerators offer a new sales leverage to dealers. 


Every old refrigerator can be replaced, say indus- 


try experts, if dealers exploit plus value of boxes 


offering more space at lower operating cost 


ALF forgotten by refrigerator 
dealers is the fact that one year 
the market was taken by storm 

by the operating economy of a certain 

brand of compressor. 


rt 


Every prospect 
asked the question “how much does it 
cost to run?” 

with a 


Coming tilghtening 


Ssensitiveness to oper- 


again, 
economy, is a 
ating cost. 

In the opinion of W. T. Reace, vice- 
president of Commonwealth Edison 
Co., Chicago, the improvements that 
have crept, unnoticed, into the manu- 
facture of electric refrigerators, are 
offering retail salesmen a new leverage. 

“I think the domestic refrigerator 


market has a complete replacement 


ahead of it,” said Mr. Reace. “The 
two temperature box obsoletes the re- 
frigerators used in upper income 


homes, and will replace them. In lower 
income levels, many people made the 
mistake a dozen years ago of buying 
small size refrigerators because of their 
lower prices. These cannot adequately 
take care of a family’s needs. 
“Today, we have 8, 9 and 10 cu. ft. 
refrigerators that employ less current 
to operate than the old 4, 5 and 6 sizes. 
a change and 
get a bonus of 4 or more extra cubic 


\ customer can make 


feet of refrigeration at no increase in 


operating < ost.” 
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That is leverage. Everyone who has 
sold knows that it is hard to persuade 
a housewife to throw out an appliance 
that is running, unless there is a plus 
value in the new devise that takes its 
place. 

Because of the existence of so many 
ways of testing it is hard to obtain 
side-by-side comparisons. Nor is it 
possible to quote dollar savings, because 
rates vary with localities. 

ELECTRICAL MERCHANDISING has 
dug up from a number of sources data 
on the kw.-hr. power consumption for 
a 24-hour day for older models. It is 
easy for a dealer to hook up a meter 
with the new, big boxes on his floor, 
and discover what it takes to run them. 
Multiply this by the rate in your town, 
and you have some sales dope that will 
get attention. With saturation running 
80 percent in some places, it takes 
something like this to make an owner 
of an old refrigerator prick up his 
ears. 

W. Curtis Busher of the Emerson 
Piano House in Decatur, Ill. ran some 
tests in customer homes a dozen years 
He’s starting out again to dis- 
cover the that have taken 
place and to make use of them sales- 
wise. 

Here are records of a few of his 
customers : 


ago. 


changes 


Today's Refrigerators 


COST LESS 
TO RUN 


Customer, year 


: S aeEe re 
Walter Leoberiski, 1937.............0.06. 
ee  ), . . Ree eee re 
ae err errere 
Mrs. Geo. W. Shelton, 1938.............. 
ee a ee 
Ne ae 
I so oc nwe dona dace ainlan 


Mrs. J. W. Harper, 1939 


Pe RINE I iss sicieie nu wntiene ewe 
a 8 nee 
Mrs. Harry Wilson, 1939................. 
Richard Hlunan, 1939... .........0.ceeces 


Roy L. Kelly, 1949.......... 
Mrs. Lester Randolph, 1949. . 


Mr. Busher’s readings were taken 
under home operating conditions, and 
he has no records of room tempera- 
tures, as is the case with the laboratory 
tests. 

“An important thing to remember,” 
declares Howard Hallas, speaking of 
his product, “is that 1937 refrigerators 
had belt driven, forced convection con- 
densing units which would duplicate 
the consumption figures above only 
when new and with clean condensers. 
Present day models will duplicate or 
approximate this performance even 
after several years’ use, since there 
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Power consumption 


Size kw-hrs. per 24 hours 
eer 4 cu. ft. 1.08 
pines 4 cu. ft. 0.78 
cinelGeiare 4 cu. ft. 0.91 
per itacs 4 cu. ft. 0.73 
eyiur 4 cu. ft. 0.71 

5 cu. ft. 1.1 
pieadares 5 cu. ft. 0.44 
ere 5 cu. ft. 17 
ator 5 cu. ft. *1 
Pe colaae 6 cu. ft 0.82 
osaiets 6 cu. ft. 0.97 
Bey 6 cu. ft. +7 
etoaoe 6 cu. ft. 0.97 
sprang 11 cu. ft. 1.05 
a nenere 9 cu. ft. 0.65 


are no condensers to clog up with lint 
and dirt.” 
He adds a laboratory report: 


Power consumption per 
24 hours in Kw-hrs. 


1937, 1949, 
6 cu. ft. 1949, 8.5 
Re- Re- 
frigerator _frigerator 
70 degreeroom... .087 .066 
90 degree rooms. . 135 113 
110 degreeroom... .218 .192 


Few utilities have reports on late 
(Continued on page 158) 
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Sewing 


Ap 1} 


plianc 


AN the average retail appliance 
dealer do a satisfactory and prof- 
itable job of handling a line of 

sewing machines? If the electrical ap- 
pliance retailer can enter this field 
which for so many years has been al- 
most the exclusive domain of the de- 
partment stores and the “sewing ma- 
chine stores”, what must these dealers 
do to develop their organizations as 
profitable sewing machine sales and 
service organizations ? These questions 
were presented as the basis for a dealer 
study by ELEctRICAL MERCHANDISING 
as far back as 1946, but not until late 
in 1948, when sewing machines came 
into full supply, was it possible to at- 
tempt a study of a sewing machine- 
appliance store. 

During this time, however, the firm 
of Hubbard’s, Richmond, Calif., was 
always tagged as a logical concern to 
be presented as the example of a prof- 
itable combination of electrical appli- 
ances and sewing machines. 

“Sewing machines can be a very 
profitable line for many electrical ap- 
pliance retailers,” says J. O. Hubbard. 
“But they must realize in the beginning 
that it is not a line that can be taken 
or left alone. The appliance dealer can- 
not take on a line of sewing machines 
as he would a line of roasters, adding 
them to his current display, handing 
descriptive literature to his salesmen 
and technical data to his servicemen, 
and feel that he is all prepared to make 
a killing. 

“While sewing machines are an elec- 
trical appliance—probably the oldest of 
them—they require separate attention 
and special effort in display, selling, 
promotion, advertising, service and ac- 
cessories. Obviously, some appliance 
dealers can’t provide these essentials 
and must be content to stay out of the 
field. But those dealers who can provide 
them, must provide them, or they will 
lose money on the operation.” 

Before any attempt to sell sewing 
machines can be made, the dealer must 
be prepared with facilities for display, 
arrangements for adequate service and 
a supply of parts, special sales training 
ior the staff, aff an inventory that will 
back up his advertising, promotion and 
Sales efforts. As a rule, no dealer can 
get a sewing machine franchise with- 
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in the 


Sewing machines can be a profitable line and 


can help build appliance sales as well, says 
expert J. O. Hubbard of Richmond, Calif. But 
he warns that there are certain requirements 


which must be met to insure success 


By HOWARD J. EMERSON 


out fulfilling the requirements, so he’d 
better know in advance what will be 
required. 


Service is a Must 


Every dealer taking on a line of 
sewing machines must have provided 
for the servicing of the machines he 
sells. He need not set up a service 
department of his own, and many 
smaller dealers could not do it profit- 
ably, but he must make arrangements 
with an outside service concern of good 
reputation to handle any service that 
his customers require. Hubbard has 
always maintained his own sewing ma- 
chine servicing department and has 
developed over the years into one of the 
largest independent servicers of sewing 
machines on the West Coast. At pres- 
ent, Hubbard services not only his own 
machines — Free-Westinghouse and 
Domestic — but every type of machine 
made. And he does it not only for him- 
self, but also for 20 other retailers in 
that section of his county just north of 
Oakland and Berkeley. In addition, he 
has a contract to handle the servicing 
of the sewing machines used in the 
public schools in that area—a business 
that nets Hubbard several hundred 
dollars a year. In all, the servicing of 
sewing machines amounted to more 
than $25,000 to the Hubbard concern 
in 1948. 

But it required an investment and 
preparation, and that is the problem 
facing the average appliance dealer 
who looks to the green pastures of the 
sewing machine field, and the reason 
why most of the dealers will farm out 
their service. Sewing machine repair- 
men are hard to find. It takes nearly 
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two years to train a mechanically 
minded, able man before he is worth 
the salary that he must get, says Hub- 
bard. And the dealer must have a man 
familiar with all makes of machines, 
for two reasons. First, there won't be 
enough repair work on only the ma- 
chines the dealer sells to keep the man 
busy. Secondly, unless the dealer is 
able to take the servicing of all ma- 
chines, he is losing contact with the 
best possible number of prospects for 
the machines he wants to sell. And then 
there are the parts that must be on 
hand. Hubbard maintains a stock of 
sewing machine parts worth $2,500. 
However, the present size of his op- 
eration warrants his purchasing parts 
in quantity at a lower price. The 
average, new dealer could set up a 
one-man service department with a 
$200 inventory of parts by keeping 
about one part ahead of his daily needs. 

In addition to facilities or arrange- 
ments for servicing sewing machines, 
the appliance dealer should have an 
adequate inventory of machines to back 
up his sales efforts. Hubbard maintains 
an inventory of about 50 sewing ma- 
chines which provide enough for his 
complete operation in which machines 
are used in display, in sewing classes, 
on free trial, and in stock for immedi- 
ate delivery of any model. The smaller 
dealer operation would require less, 
but must provide enough for display 
and for immediate delivery. The pros- 


Machines 


COTE. 


pect for a sewing machine may have 
used an old machine for 20 years with- 
out complaint—then she sees a new one 
at a neighbor’s, or in a window or an 
advertisement, and when she 
into the store she wants to see it right 
then and there, and if she buys it she 
wants instruction and delivery so she 
can start some fancy dressmaking that 
night. Sewing machine stores will al- 
Ways meet those customer require- 
ments and the appliance dealer had 
better have enough stock if he wants 
to compete. 


comes 


Display is Important 


Several factors in displaying sew- 
ing machines in the appliance store are 
emphasized by Hubbard. To get max- 
imum attention, there should be a sep- 
arate display in which the machines 
get proper arangement in the proper 
setting and atmosphere for the prospect 
and salesman. This need not be a large 
but it should have at least a 
screen, or backdrop, that sets it off 
from the appliances and provides space 
for one of each model that the dealer 
carries—usually that will mean not 
more than four machines if he carries 
two lines and displays a console and 
a portable of each. And then, if pos- 
sible, one or two machines should be 
located strategically in the area where 
the major appliances are displayed to 
get the attention of the appliance shop- 
per. Hubbard carries out this idea 
with the use of four machines dis- 
played in an area close enough to the 
window to serve as a window display 
and yet large enough to serve for 
selling. Backdrop for this display area 
is a combination of the displays sup- 
plied by Domestic and Free-Westing- 
house. A new console model 
played, with cover closed, at the point 
where the prospect enters the appliance 
sales and service areas. Several feet 
further on, a console model, with cover 
open and machine in readiness for 
operation serves two purposes—it 


space, 


is dis- 


catches the attention of the appliance 
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MACHIN ES (Continued) 


the courses with varying degrees ot 


knowledge and ability, therefore some 


ad to sit through elementary parts in 


already 


W IL 1¢ they were \ proficient. 
Today, Hubbard’s maintains a con- 
tinuing series of sewing classes in 
which all instruction is on a personal 
isis. Three days a week classes are 


held from 10 to 12 a.m. and again in 





e evening. The women who attend 
eceive no class lecture or mass imstruc- 
1 to work either on one 
of tl hines made available by 
Hub on their own portable 
it they wish to bring it to class, and 


personal attention and 
euidance in their sewing work of Mrs. 


, } ] 


SCsslon 


they get the 


costs the woman 


Women Sell Themselves 


do these courses serve to 


. nly 
the sewing machines more val- 
ible to the women who buy them fron 
Hubbard’s, but they bring in women 


makes and older ma 


> OW! othe1 


Iles Regular exposure to the latest 
nodel machines and attachments is in 
and selling 

\ Te] , 


tool. Although Hubbard develops most 


tsell a strong etfective 


ot the customers tor his sewing classes 


through advertising, the women who 
ittend become saleswomen through 
their discussion of the courses and the 


And, fur- 


thermore, the sewing room is reached 


achines to their friends. 
Vv passing through the appliance store, 
so that each session—six times a week 


about 


2U housewives expose them- 
selves to the complete major and traffic 
appliance displays in a store where they 
have already established confidence in 
the owner and personal contact with 


t 


Tile salespeople. 


Notions and Accessories 


Another proven sales builder for the 
appliance-sewing machine store is the 
display and sales of accessories and 
the odds and ends that women 
their work. It 
has long been a standard practice for 


notions 


must have in sewing 


the sewing machine stores to carry 
a line and women expect it from 
The 
is two-fold. It 
g into the 


floor traffic for 


inv store that handles machines. 
Hubbard, 


onl 


Vaiue, savs 


ke eps women Cc 


store ; 


builds this sewing 


lachines and the full appliances lines 
The 


can 


t little or no advertising cost. 


ppliance-sewing machine dealer 
set up such 


epartment 


an accessories and notions 
of be- 
Most impor- 


with an inventory 
een $1500 and $2000. 
tant to the new dealer is the selection 
of the inventory. Hubbard warns that 
hould be made to determine 


selling items in that dealer’s 


study s 
the fastest 
be turned over rapidly and profitably. 
Hubbard's well-established department 
has a turnover of six to eight times a 
vear, and the mark-up on these items 
uns tro 40 to 50 percent. Fastest 
most 
traffic and profit, are thread, zippers, 
shoulder pads and seam binding. 
(Continued on page 80) 


selling items, which »oroduce 









What a Good 


Sewing Machine 
Dealer Needs.....% 








COMPETENT SELLING on the floor and in the field is necessary to get profitable 
volume. Howard Ball, left, demonstrates a Free-Westinghouse machine in small 
sewing machine shop operated by Hubbard in downtown section. 





FULL INSTRUCTION in mechanical use of sewing machine must be given all 
purchasers by an expert. J. O. Hubbard, above, demonstrates use of attachments 
to sewing class, does same for public scohol and college classes, as promotion. 
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A GOOD LOCATION is helpful because there are many traffic items that build ADEQUATE DISPLAY should include a separate location for sewing machines 
sales, produce prospects. Hubbard’s Mira Vista store is advantageously spotted only, as in far corner where J. O. Hubbard is demonstrating, plus strategically 
between hardware and drug store. Sewing machines get front of window. located machines, as in foreground, to catch attention of customers. 





"1 ws —_ 


“ 


wm / 


2» 


A & 


RELIABLE SERVICE by the dealer must back up all sewing machine selling. Hub- CLASS PROMOTIONS, of which sewing classes are most effective, build prospects, 
pay for themselves. Hubbard’s daughter, Harriet Ball, a trained home economist, 
Women pay $1.25 a session. 


bard services all makes for himself and 20 other dealers, carries $2500 inventory 
of parts, employs experienced servicemen like Gerald Johnson, above. holds six classes a week in this room over the store. 


SEWING ACCESSORIES and notions are a two-way profitable operation for the SPECIAL SERVICES are profitable sales and service builder, but limited to large 
appliance-sewing machine dealer—in building store traffic and prospects, and from dealer operation. At Hubbard’s, above, women can get professional sewing on 
commercial machines. Buttonholer, background, cost $2,000. 


their own sales. Hubbard’s daughter, Doris Johnson, supervises here. 
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By TOM 
F. BLACKBURN 






ROP sTErweNses 
PRANK GureyY 


¢. 6. Cowen 
FRANK WOLFE 


The L. J. Winchells of Fort 
Scott, Kansas, carry the 
freezer fight right to the 
prospect with everything 
from free trials to free 
samples. They've even 
made their store into a kind 
of free locker plant and put 
salesmen’s wives to work 
demonstrating freezing 


¢ processes 


A “WHO'S WHO” of Fort Scott is the tablet containing all the names of Mr. and Mrs. Winchell’s customers. Winchell 
believes that the appliance business is a specialty businessand he tries to run it that way. As a result, mail order competi- 
n is no obstacle as far as he is concerned, and he doesn’t let it bother him. . 


HOW WINCHELL MAKES 








TRIED AND TRUE way of getting people, especially farmers, interested in a OUTSIDE SALESMEN make use of the facilities of their own homes, often 
? freezer is to offer them samples of frozen foods. Mrs. Winchell keeps o con- 3 taking prospects there just to show them how their wives make pies in quan- 

tainer of frozen strawberries handy to show prospects that they are as tasty tity and store them in the freezer. This is Mrs. Tom Coblentz, who works right on 
frozen as fresh. top of the freezer itself. 
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Farmers Fall For FREEZERS 


FARM woman walked into the 

Winchell store one of those hot 

Kansas afternoons when the sky 
was like a copper bowl. She balanced 
a big roast in her hand. 

“Let me put that roast in our home 
freezer until you’se ready to go home,” 
said Mrs. L. J. Winchell. “If you 
keep carrying it around in all this 
heat, it’s likely to turn.” 


Something for the Boys 


The farm woman acquiesced, 
watched Mrs. Winchell deftly do it 
up in cellophane, and then went happily 
off to a movie. Later she took home 
her first quick frozen meat and found 
it tasted as good as anything fresh. 

The local 4-H club chapter was go- 
ing to hold a feed in Fort Scott and as 
rural youngsters do, bought a couple 
of turkeys on foot. Mrs. Winchell sug- 
gested they dress them and put them 
in the freezer until the time of the ban- 
quet, which the boys did. Again, an 
admiring throng of boys watched the 
two turkeys wrapped up in cellophane 
and later took home word that they 
were as good to eat as the fresh 
product. 

Winchell’s, in Fort Scott, Kans. 
(pop. 11,000) is a Maytag store with 
a franchise for the entire county. Its 


location is out of the shopping district, 
yet within handy walking distance. 
When the home freezer came along Mr. 
and Mrs. Winchell had to figure out 
ways and means of selling it. Being 
specialty people at heart, they went at 
it exactly as they had other items. They 
got people to use it by means of demon- 
strations and free trials. 

In the first place, everybody was in- 
vited to bring in stuff to put in the 
freezer in the store. Invitations were 
particularly sent to families with kids. 

Farm people caught on to the meat 
idea readily enough. The fruit and 
vegetable freezing came later. Fortu- 
nately, there was a man near Fort Scott 
who had quite a berry patch. He froze 
blackberries, strawberries, raspberries 
and dewberries. He bought two freez- 
ers to hold his product and his wife 
baked these frozen berries into pies 
which the family sold to the town’s 
best restaurants, out of season, and at 
twice the price of canned fruit pies. 

It was the first time that a farmer got 
the idea of making money with a 
freezer, and it made him blink. 

Right away it was discovered that 
75 percent of the home freezer sales 
were going to the country. Visitors to 
the store liked the idea and the way 
Mrs. Winchell reached down into a 


FRIENDS FOR FREEZERS 





WHENEVER he gets a chance, salesman Tom Coblentz invites a prospect to 
4 his own home and offers him a dish of ice cream, thus opening his eyes to 
freezer possibilities. Tom himself is not above a dish now and then, as he 
willingly demonstrates here. 
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box and brought out five samples of 
frozen strawberries. At times the 
store would give away a package of 
frozen blackberries, just to inoculate a 
good prospect with the understanding 
that frozen fruit is just as good as the 
best fresh fruit. 

Salesman Tom Coblentz, who has 
beaten the highways and _ byways 
around Fort Scott selling washers, be- 
gan a new tune on his good prospects. 

“Have you a home freezer ?” he asks 
genially. “We've been reading about 
them,” replies the farmer. “But we're 
not going to spend $400 for one.” 


Look for a Place to Put It 

Next trip, Tom sees the wife. Get- 
ting inside the house he measures up 
a likely place in which to set a home 
freezer. It could be in the kitchen, 
basement or back porch, even the 
garage. 

“Let me put a home freezer in here 
for display purposes. You are well 
known in this neighborhood. We're 
not putting it out on trial, we’re using 
you as a display depot.” 

If the farmer demurs, Tom goes on, 
“The tractor saves you time and 
money, so does a freezer. Give it a 
trial at least.” If the farmer wants to 


rent it, he can have it for $1 a week. 





oa 


If he is 
a big oper; - he uallv te mare 
a Dig operator, he usually wants more 


Eventually the farmer buys. 


Rather than sell him 
a walk-in cooler, Tom Coblentz sells 
him two freezers.” 


than one freezer. 


Plug the other one 
in whenever you need it,” he advises. 
Sometimes Tom Coblentz is able to 
give a prospect a lift to town 
“T’d like to have you see a new bird 
dog I’ve got,” he suggests, and with 


that he drives into the vard of his 


home. Eventually he gets the farmet 
into the kitchen. “What flavor 
cream do you like?” he asks. 


To the farmer’s surprise, he dishes 
him out exactly what he hones for, and 
sits him down in a chair to eat it. 

“How long has this been going on?” 
is the usual remark by the prospect. 

While the prospect is eating his ice 
cream he usually gets an earful about 
the freezer and how handy it is. 

Sometimes Tom Coblentz gets a vir- 
gin prospect who says, “Sure, we’rt 
going to buy a refrigerator. We don’t 
want a home freezer yet.” 

“Look,” 


whole ball of wax at one time.” 


advises Tom, “get the 
“No, we have a problem keeping ow 

milk and eggs; 

frozen up.” 
“That's simple,” 


we don't want them all 


declares Coblent 
(Continued on page 160) 


MOST UNUSUAL of sales tricks employed by Coblentz is this portable ice 
box which he uses to sell prospects who think they must have a refrigerator 
first. ‘Put anything you want to keep cold, but not frozen in here,’ he says, ‘’And 
put it in the freezer.’ 
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READY FOR DEMONSTRATION or delivery are the appliances in this traveling 
sles room, developed by R. N. Campbell and Jerry McFadden (above right 
f the Northern Furniture C Garland, Utah. A shelf across the front permits 

while bulkier equipment stands in the rear. Ice cream, 


tored in the freezer, serve to demonstrate convenience 


the display of small iten 


frozen foods and meat 


the farm 





AS A TIMESAVER for his two salesmen, Scott Baulos in Decatur, Ill., hires girls 
to canvass appliance prospects. When the housewife opens the door, she is 
shown a folder containing a photo of the luxurious front of the Baulos store. 
After a short talk, the girl leaves a return postcard indicating appliances which 
might interest the homemaker. The salesmen at the store make up presentations 
for the prospective customers in one area from this mail. 


Testimonial 
Sells Irons 


During the public ceremonies which marked the 
ypening of the new store of the General Appliance 
Co. of San Franesico, a little old lady walked in 
with an old fashioned iron in her hands. “I thought 
ou'd like to see the General Electric iron | bought 

1907,” she volunteered. “I am still using it.” 
Carl Hagstro one of the proprietors ot the store, 
nsed the possibilities of Mrs. Amelia Motzkan’s 
vy and stec red het over to the master of cere- 
nies who persuaded her to put her story over 

e air. She told of buying the iron for $6.25 (“an 





LISTENING to Mrs. Amelia Motzkan tell over the 


air how her 1907 iron is still serving her are George 
Drew (left), sales counselor of G-E Supply Corp., San 
Franc ind Bill Baldwin, master of ceremonies. 
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exorbitant price when sad irons were selling for 
10¢ a pound”) in a little Nevada town and of 
using it for three summers as main cooking unit in 
her home, as well as ironing with it. Electricity sold 
at the flat rate of $3 per month, no matter how 
much or little was used. Later six other families 
shared its use with her. The iron had never been 
repaired and was still giving good service. As part 
of the celebration, she was presented with a new 
model iron amid the cheers of the spectators, while 
the store acquired the antique. Later on she was 
persuaded to incorporate her story in a letter which 
now has become magnificent sales ammunition for 
Mr. Hagstrom. When anyone is in doubt as to 
whether the iron they are looking at will give them 
satisfaction, he brings out the picture of the old 
timer and the letter which accompanies it. It 
always is read with interest. And its story of 
dependability and good service usually sell the iron 
now being made by the same company. 


Sell Portable 
Washers Separately 


The apartment-size washer just a toy? You 
won't think so once you see it in action, says John 
Hruby ot the Brandt Electric Co., St. Louis, Mo. 
By giving demonstrations to housewives in a sepa- 
rate department, Mr. Hruby, manager of the de- 
partment, has found that he can take the mystery 
out of the appliance and win respect for it. 

In the showroom, a dozen models of nine differ- 
ent makes are displayed, with running water con- 
venient, a stock of clothes for washing demon- 
stration, soaps, booklets on their use, and com- 

rtable chairs added. 





IN THIS SEPARATE apartment washer display at 
Brandt’s, St. Louis, department manager John J. 
Hruby can convince a housewife through demon- 
stration that the small washer is not a toy. 


The firm had a chance to find out just how well 
the apartment washer sells as a gift. The depart- 
ment opened just before last Christmas, and the 
firm went all-out with newspaper ads, gaily deco- 
rated window displays, etc., to promote small 
washers. “We surprised ourselves. by selling out,” 
Hruby grins. 

Mr. Hruby has found that newlyweds, often 
attracted by the firm’s classified ads, are the best 
customers. “Where possible, of course, we sell the 
full size machine,” he says, “but the apartment 
washer helps to make a sale where otherwise there 
would be no possibility of one. We point out that 
the customer can bring it back and trade the little 
machine in on a big washer when she has a perma- 
nent home. It’s a powerful selling tool.” 
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WHEN YOU’RE ON A MAIN THOROUGHFARE the way Willett’s Maytag 
Service, Henderson, Ky., is, sidewalk demonstrations are a good bet. Leonard 
Willett claims this system is the best way to find prospects and distribute sales 
literature. He got an audience of nearly 500 the first day, partly through adver- 
tising in newspapers and on the radio, and several sales followed. Here a 


Perfection home heater is being demonstrated. 


"Tele-trade’ Boosts 
Radio Sales 350 Percent 


In five weeks, Nides General Electric Appliance 
Co., Denver, Colo., increased its radio and radio- 
phono combination sales 350 percent, through a 
“tele-trade” idea developed by owner Sam Nides. 

Last winter radio sales in Denver were as cold 
is the weather. Customers were saving their 
money for television, which is still over the horizon 
in that area. To move the expensive console radios 
and radio-phonograph combinations which were 
cluttering up his sales floor, Sam Nides cooked up 
a trade-back offer which clicked from the begin- 
ning. 

Late in March, readers of the homemaker’s pages 
of Denver newspapers began to see small, unsigned 
ads reading, “When will Denver get television? 
Denver gets tele-trade in 7 days!” and “Want 
television? You'll want tele-trade coming to Den- 
ver in 6 days!” The ads appeared every day for 
a week, along with radio spot announcements and 
1 huge sign on the Nides store front reading sim- 
ply, ““Tele-trade ?”’ 

On the seventh day, a full-page ad in the Denver 
Post headed “An open letter to all people waiting 
for television” gave details. A customer could buy 
a cabinet model radio-phonograph for $283.95, 
with a guaranteed trade-in allowance of $255.55 on 
any combination television, radio-phonograph 
model to be offered by the store within 12 months 
irom the radio purchase date. 

Sales of radios at Nides doubled in two weeks, 
then tripled, finally shot up to three and a half 
times what they had been. With telecasting still in 
the offing, the firm has extended the trade-in allow- 
ance indefinitely, with no gamble involved ; no mat- 
ter how long it takes television to get to Denver, 
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IF IT RAINS while you're shopping at the Porter Furniture Co.'s store in Racine, 
Wis., take an umbrella from the cart at the entrance. They've got 72 of them. 
If you don’t return it within two weeks, you'll get a postcard simply stating that 
it hasn‘t been received, without any attempt to bring pressure to bear. Nearly 
16,000 people have returned them; only nine haven't. You'll find a lot of traffic 





OR ARAINY DAY 

3 ‘Just Stop |» Ara 

; Borrow An Umbreila 

Return & A: Your Coneeniexe 
“OI Course 


in the Porter store on rainy days 


the radio customer will get a good trade-in deal 

\iter seeing sales spurt on big radios which had 
warmed the floor for months, Sam Nides has shown 
his satisfaction with his “tele-trade” plan. He has 
had it trademarked. 


"Price Bond" Pulls 
Reluctant Prospects 


Noting recent price cuts by many manufacturers, 
customers are inclined to say, “I'll wait a little 
longer—prices may come down even more.” 
Harold Lederman, appliance buyer for Goldman 
Jewelry Co., Kansas City, didn’t wait for them to 
think it over—he developed a “price bond” which 
guarantees purchasers refund of any amount they 
might have saved by waiting over the period of one 
year. 

The “price bond,” printed in bright royal blue 
ink on heavy paper, has a space at the top for the 
name of the purchaser and a description of the 
item. The guarantee below reads, “The above 
lescribed merchandise is guaranteed against any 
lactory price reduction for one full year. During 
the term of the bonded agreement, the amount of 
reduction will be credited to your account or re- 
funded.” 


Sales Jump Fast 


Displays of the bond in the window, along with 
newspaper ads, have resulted in an immediate in- 
crease of refrigerator, washer, ironer and range 
sales, according to the store. 

Result of offering the price bond has been big- 
ticket sales, containing two, three, and even four 
units, the Goldman Jewelry Co. has found. “With 
the certainty that he will be credited with any price 
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reductions which come along, there is no longer 
any reason for the prospect to withhold purchas- 
ing.” Mr. Lederman emphasizes. 

“That the promotion actually did the job of con- 
vincing customers of the wisdom of going ahead 
and buying now is seen by the fact that almost 
every appliance purchaser since we made the offer, 
has insisted upon the bond with each appliance,” 
savs Mr. Lederman. 
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ELECTRIC ORGANS AND PIANOS ore often sold to 
churches, schools and other large organizations, with 
the purchase requiring the approval of several mem- 
bers of a committee. Sherman Clay & Co., San Fran- 
cisco, sends out its ‘‘Musicoach,’’ equipped with four 
spinet pianos, a Hammond organ, a Solovox and a set 
of Maas Vibra-Chimes, to remote locations. Melvin T. 
Edgar, the demonstrator-driver, will move any instru- 
ment into the home for a demonstration. 
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A REFRIGERATOR IS filled with cold Coca-Cola, free to the customer. He can 
drink while he signs for the sale with A. L. Bango (left), president. 














DEMONSTRATION is what it takes to move the hard-to-sell appliances, says 
Mr. Bango, who illustrates. 





How to Move the 
"Hard-to-Sell" Appliances 


“It takes three things to sell hard-to- - 


move appliances,” says A. L. Bango, 
president of the Bango-Salzer store in 
New Orleans, La. “They are 


traffic flow, a relaxed, receptive cus- 


: a heavy 


tomer, and demonstration.” Mr. Bango 


believes he sells a heaviet percentage 
of hard-to-move appliances than any 
itther dealer in New Orleans. 

In the Crescent City, the appliances 


that can be moved only bv real selling 
¢ dis washers, garbage d 


sposal units 


1 


“The usual order of advertising, 
especially when the objective is to pull 
in a flow of traffic, is to advertise hot 
leaders and appliances that have a 
known demand,” Mr. Bango explains. 
“That is sound merchandising, and we 
follow it. But we reverse it somewhat, 
and with good results. 

“We must pre-sell slow-moving ap- 
pliances to some extent by breaking 
down the customer’s initial sales re- 
sistance,” he continues. “We do this by 


tising. We do not short-change them 
when the time comes to pick the mer- 
chandise to be mass-sold.” 

A gimmick which furnishes a con- 
tinuing source of traffic for Bango- 
Salzer is a paying service which 
allows people to pay their utility bills 
in the store. Bills come up month after 
month, and customers come into the 
store the same way. 

In the upstairs room above the main 
floor of the store are a number of tele- 
vision sets, operating all the time 
video programs are being broadcast. 
Easy chairs and lounges surround the 
sets. Advertisements invite people to 
come sit down, relax and enjoy a show, 
with no obligation to buy and no sales- 
man’s spiel to sit through. It has paid 


terms of traffic. As a further relaxer, 
Mr. Bango and Herman Salzer (vice- 
president of the firm) keep a refriger- 
ator always full of cold Coca-Colas, 
which make prospects much more re- 
ceptive. 

The big item in the Bango-Salzer 
program is demonstrations. 

“The customer knows what refrig- 
erators and radios are,” says Mr. 
Bango, “and knows what they will do 
for him. But he doesn’t know what a 
dishwasher, ironer or garbage dis- 
posal unit will do for him until you 
show him. Remember, though, that 
you’re not merely demonstrating how 
the appliance works—you're demon- 
strating the pleasure that the cus- 
tomer can buy, and the better living 








ind electric ironers. 





HOME TOWN NEWSPAPERS like to publicize local 
boys who succeed, so Bob Hitner, sales manager for 
Graybar in Tulsa, Okla., cooperates. In a series of 
‘Dealers of the Month” pieces, he sends news stories 
from Tulsa to newspapers in particular towns where 
a dealer is highest on his Hotpoint quota. They’‘re 
usually printed, along with a photograph and other 
material which he supplies. 
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carrying these appliances in our adver- both in terms of video sales and in 


He Gives Trade-ins 
To Charity 


Instead of putting trade-in refrigerators, ranges, 
washing machines, etc., through expensive recon- 
ditioning processes, or attempting to sell them 
“as is,’ K. W. Friend, head of Friend’s Appliance 
Co., Denver, Colo., has settled the entire problem 
by donating all trade-ins to the Goodwill Indus- 
tries, a Denver charitable organization. 

Mechanics of the Goodwill organization clean 
up old refrigerators, washers and other appliances, 
and place them in tip-top operating condition to 
be sold for the cost of the work to many families 
who otherwise could not afford appliances at all. 

“Naturally, it might be possible to extract a 
few dollars profit through reconditioning and 
reselling trade-ins,” Mr. Friend indicated. “How- 
ever, we consider this an operation which requires 
a lot of space and time, and which detracts con- 
siderably from the prestige of the store from a 
new-appliance standpoint. Therefore, we are 
giving away all trade-ins as fast as received.” 

The store’s policy has won it plenty of good will. 





it makes possible.” 


— 


< 


TO CONQUER THE PROBLEM of demonstrating an 
automatic garage door opener without an actual 
installation, the J. W. Earl Co. of Logan, Utah, 
built the portable and demountable unit which Clair 
Roberts, salesman, is shown demonstrating. The 
Earl firm has used it at county fairs and for personal 
demonstrations. In both cases it has proved to be an 
effective sales clincher, 
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It’s a national habit among 
American homemakers to look to 
Betty Crocker for advice on house- 
hold tasks. In her 27 years of 
service to homemakers Betty 
Crocker has become the best known 
homemaking authority in America. 
During trying summer weather 
women will be more eager than 
ever to listen to her suggestions for 
easing their work—especially 
ironing. 

PERFECT TIMING DOES IT! 


In talking about ironing Betty 
Crocker has chosen perhaps the 
most distasteful duty women have 
to face during summer heat. If 
there’s a psychological moment for 
convincing women to acquire 
modern ironing equipment, this is 
it. And General Mills is making the 
most of this moment by combining 
service with sell in an ad that should 
make summer days big days for 
iron sales. Depend on Betty 
Crocker to bring in customers for 
the Tru-Heat Iron and Steam 
Ironing Attachment. 





NOTE: This ad will appear in full 
color in the following magazines: 
SATURDAY EVENING POST (July 23 issue) 
WOMAN’S HOME COMPANION (August issue) 
BETTER HOMES AND GARDENS (August issue) 


In black and white in: 
SUCCESSFUL FARMING (July issue) 
COUNTRY GENTLEMAN (July issue) 
HOUSEHOLD (August issue) 
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Save ironing time with the General Mills Tru-Heat TIron- 
the iron with the tapered heel for ironing backward as easily 
as forward. Longer, larger surface makes ironing go faster. 
And what a relief to have energy-saving side rests! 
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Save sprinkling time with the Steam Ironing Attachment for 
the Tru-Heat Iron. Instead of dampening many washables, e* 
simply slip the Attachment on your iron and it’s ready in 2-4 | 
minutes. Steams up to 45 minutes without refilling. 4 












Save pressing time by refreshing clothes with the Steam 
Ironing Attachment. No pressing cloths needed! Don’t go 
through another summer with an old-fashioned iron and 
old-fashioned methods. Get this modern ironing team! 


General Mills Tru-Heat Iron 


Steam Ironing Attachment cd 


Steam Ironing Attachment is for use only on model GM 1B Tru-Heat Iron 





The General Mills Automatic Toaster — 
Exquisitely styled! It’s all you want in a toaster 
-..and more! Pops toast up extra-high; gives 
you crispy, evenly brown toast, slice after slice. 


Betty Crocker ie a trade name of General Mills, Inc. 
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THE DUCHESS MEETS 
ANY PRICE COMPETITION 
PROFITABLY 


You can compete with anybody, with the 
complete Duchess line, and make money. 
The better discounts you make belong to 
you. You keep your profits too— you 
don’t dissipate them on expensive service 
calls . . . Feature for feature, the Duchess 
equals or surpasses in every price class. 


At their new low prices, these easily dem- 
onstrated Duchess values will outsell 
competition on any direct comparison .. . 
That's why you should date the Duchess 
NOW! 


Your Customers Get 
More for their Money 
in the Duchess 


GREATER VALUE 
The Duchess is built by the world’s largest 








2 %: “— manufacturer concentrating production and 
_ , { pp mn mo amt sales on wringer-type washers. This specializa- 
D <= » KX wes tion brings greater manufacturing efficiency 
os . ‘2 oad and economies with substantial savings to you 
e = > «< ~ > a and your customers. 
Be ee - TRIPLE FLEX SPIRAL AGITATOR 

I] Scientific spiraled fins all the way up the center 
4 ~ J i 4 post wash ALL the clothes ALL the time. Faster 

4 washing — easier on clothes. 


LIFETIME GUARANTEED 


Guaranteed against defective materials and/or 
workmanship, to the original user, FOR LIFE. 


LIFETIME GUARANTEED 


“Zone No. 1 Price 


«ent - 


You can’t buy a better washer at any Price 


hal 


“APPLIANCE MANUFACTURING COMPANY ®@ ALLIANCE, OHIO 
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EALERS caught in the squeeze 
D between lowered discounts and 

rising expenses got some com- 
jort during the April NEWA conven- 
tion when W. A. Blees, general sales 
manager for Crosley, recognized the 
seriousness of their problem with the 
statement, “Factories must do some- 
thing about discounts to assure a rea- 
sonable and satisfactory profit being 
made by distributors and dealers.” 

Heartening as this recognition was, 
retailers still needed cold facts to back 
up their case for presentation to the 
production end of the industry. 

Then in May they got them, neatly 
wrapped and delivered by the Inland 
Empire Electrical Dealers Assn, Spo- 
kane, Wash., which made public the 
results of its fifth cost ratio study, 1948 
Operating Ratios. 


The Trend 


“The study,” says [EEDA’s own 
news letter of May 24, “reveals a strik- 
ing trend of increasing operating costs, 
decreasing net profits and stationary 
operating margins.” 

The figures show that average net 
profit dropped from 10.2 percent in 
1947 to 5.3 percent in 1948 while sell- 
ing costs were rising from 6.7 percent 
to 8.6 percent and overhead expenses 
were jumping from 12.6 percent to 
15.1 percent. In brief, dealers covered 
in the study suffered an average 4.4 
percent rise in operating expenses and 
a 4.9 percent drop in net profit. Gross 
margins, meanwhile, had dropped from 
29.5 percent in 1947 to an even 29 per- 
cent in 1948, were substantially below 
the 1939 figure of 35.1. 


Vanishing Profits 


Diehards might base a case for the 
present low discounts by pointing out 
that, although gross margins had de- 
clined, average net profits had gone up 
from 2 percent in 1939 to 5.3 percent in 
1948. But this kind of logic would com- 
pletely overlook the basic fact that one 
more annual increase of 4.4 percent in 
operating costs would knock net profits 
down to a miniscule 0.9 percent. And 
it was obvious to dealers and manu- 
facturers alike that in early 1949 the 
rise in operating costs had just begun, 
that increased selling effort made 
necessary by a buyers’ market would 
quickly jump costs to 1939 levels or 
beyond. With all conditions and costs 
stabilized at the 1939 level, but operat- 
ing under the present 29 percent dis- 
count, dealers could only hope to realize 
a 1.65 percent net profit. 

“The study of 1948 operations,” says 
the news letter, “shows that the dealer’s 
net profit was squeezed about as far 
as it can be to permit continued sur- 
vival. Income taxes took 21 percent to 
38 percent of the 5.3 percent net profit. 
There was not much left over in 1948 
to invest in additional stock, to use for 
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Operating Ratios of Inland Empire Appliance and Radio Retailers 
Average Percentage of 
Net Sales During Year Change 
Item | | 1946 «| = 1947 
1939" | 19464 | 19474 | 1948% to to 
1947 1948 
DB Glas, . occ ccccccsccccdh.. | 100% 100% 100°; 
Il. Cost of Goods Sold............... 649 | 729 | 70.5 71.0 —2.4 | +0.5 
(Gross Margin)............-....--.-| (35.1) (27.1) | (29.5) | (29.0) (+2.4) | (—0.5) 
| 
ill. Operating Expenses | | 
A. Administrative and General....... | ) | 61 78 |) | 
B. Proprietors’ Salaries........ AS 12.4 } 8.8 | 3.4 4.4 +07 
C. Selling Expenses | 
0 ree 7.7 3.1 3.7 4.6 +0.6 $0.9 
(Avg. of reports listing cost of 
EE rene, are re es (4.3) (5.8) pad ae 
2. Advertising and promotion... .. 2.6 0.8 1.8 2.3 +1.0 +0.5 
3. Other Selling Costs........... 3.7 0.9 13 1.7 +0.3 +0.5 
Total Selling Expense............) 14.0 4.8 6.7 8.6 +1.9 +1.9 
D. Occupancy Expense............. 3.5 34 | 20 2.0 —1.4 ; 
E. Other Operating Expense. ....... 3.5 0.1 1.1 0.9 +1.0 —0.2 
Total Operating Expense.........| 33.1 17.1 19.3 23.7 +2.9 +44 
IV. Net Profit............. 2.0 | 10.0 10.2 5.3 +0.2 ~4.9 











* From a study of 24 U. S. electrical stores, ELECTRICAL MERCHANDISING, September, 1940. 


# Cost Ratio Studies, Inland Empire Electrical Dealers Assn. 


The fifth cost ratio study made by the Inland Empire Electrical Dealers Assn. 
provides facts for the argument that rising costs and lower trade discounts are 


putting the... 


Squeeze on the Dealer 


store improvements, and to pay owners 
for the use of their money.” 

Biggest individual cost increase in 
1948 and in 1947 was in total selling 
expense, up almost two percent in each 
year. In 1948 salesmen’s compensation 
was up 0.9 percent while advertising- 
promotion and other selling costs were 
up one-half of one percent each. In 
1947 the greatest increase was in ad- 
vertising-promotion costs with a one 
percent rise while salesmen’s compen- 
sation was up 0.6 percent and other 
selling costs rose only 0.3 percent. 


How Fast Can Costs Rise? 


Total selling expenses in 1939 were 
14 percent of net sales while in 1948 
they were only 8.6 percent, but at the 
current rate of increase, 1.9 percent per 
year, total selling costs will equal the 
1939 figure by the end of 1951. In prac- 
tice, they could well reach the 1939 


1949 


level much earlier, because the 1.9 per- 
cent increases came about during a 
seller’s market and today’s competitive 
conditions practically guarantee that 
selling costs will climb much faster and 
could reach the 1939 level of 14 percent 
of net sales as early as January, 1950. 


1939 Level Is Here 


Administrative and general expenses, 
including proprietor’s salaries, are al- 
ready up to the 1939 level, largely as 
a result of a total 2.7 percent rise in 
1948. 

As the table on this page shows, most 
costs in 1948 were still below those of 
1939. But the trend was already up- 
ward in 1947, Total costs for that vear 
were 2.2 percent greater than in 1946. 
The percent of increase doubled to 
4.4 in 1948. If it doubles again to 8.8 
in 1949 without an adjustment in dis- 
counts it will leave dealers with a hypo- 


thetical 3.5 percent loss before taxes. 

“What will happen in 1949 and fu- 
ture vears,” asks the IEEDA, “when 
competitive conditions and reluctant 
customers require further increases in 
selling costs, when reduced volume in- 
creases the percentage allocations to 
overhead, when slower turnover will 
require more capital to carry inven- 
tories, when more capital will be re- 
quired to carry increased credit busi- 
ness 7” 


Whither Net Profit? 


Answering its 
association 


own question, the 
says, “Unless trade dis- 
counts are increased the time-honored 
institution of net profit is likely to 
become extinct in the retail appliance 
business. . . . Practically every prewar 
condition has returned. Every one, 
that is, but prewar discounts.” 


End 


PAGE 71 








D. E. WESTON, assistant television sales manager for G-E, presents one model in the company’s new line of television 


receivers to the 92 dealers of Havens Electric Co. 


present G-E’s new line of receivers to dealers, found it sold consumers, too 


HE Havens Electric Co. Inc., 

distributor of General Electric 

radio and television receivers in 
he Albany-Troy-Schenectady area of 
New York, recently introduced a new 
ine ot low priced television sets to its 
92 dealers simultaneously by an un- 
usual telecast. 

Che program achieved the added 
ie ot arousing the interest of a large 
portion of the general public through 
il demonstration of this new 
handise. 


Decision to present the new line by 


means of a television program was 
ile by H. E. Van Alstine, assistant 

‘ . ] 
pliance sales manager at Havens, 
» felt that dealers, with the excep 
+1 1 - | @. 
% the larger ones and those who 
earest to the center of the city 


found it inconvenient to be away 

trom their places of business to at- 
t protracted meeting 

Van Alstine sent out a letter to 

of his television dealers explaining 

Havens was planning a full-hour 

program over Station WRGB, Sche 

nectady, to introduce General Electric 

dels 805, 806, 807, and 809 and a 

re-stvled line of clock-r idios. “For the 
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first time television will be used to 
present visually to our dealers and to 
the public the amazing features of 
these value-packed models. The pro- 
gram will be interspersed with top en- 
tertainment features.” 

The following week, he sent out a 
second letter announcing that time had 
been purchased on Station WRGB and 
indicating when the program would be 
heard. He explained that three adver- 
tisements supporting the telecast would 
be run in each of 13 daily newspapers 
serving the area and urged all dealers 
to tie in with this promotion with ad- 
vertising of their own. Furthermore, 
; 


he suggested that each dealer invite 


| 


hy ' 
lls 


prospects into his store to witness 
the program. Those dealers who could 
leave their stores in the care of em- 
pl yvees were invited to attend the 
studio broadcast. 


The Program, Step by Step 
When the program went on the air, 
40 dealers were in the-~ studio with 


members of G-E’s Receiver Division 


headquarters staff, district men and 
members of the press. 
D. E. Weston, assistant television 


The hour-long show sold out the distributor’s stock. 


Telecast Introduces New IV Line 


Havens Electric Co., Albany distributor, used an hour-long show to 


sales manager of the Receiver Divi- 
sion, Syracuse, then introduced the 
new television receivers. Three table 
models and one console were shown. 
During Mr. Weston’s presentation, the 
cameras were brought to focus upon 
the portions of the receivers under dis- 
cussion. 

An outline of extensive field tests 
made with the new television line by 
General Electric engineers in the Capi- 
tal District was given by Lawrence R. 
Perlee, president of Havens. He ex- 
plained to dealers, both in the studio 
and viewing the program in their 
stores, that these tests proved that 
the new line functioned with excellent 
results in their areas of operation. 

Between the speeches, acts by pro- 
fessional entertainers were presented. 
The telecast ended with questions from 
the dealers present. At a dinner fol- 
lowing the telecast, dealers were given 
an opportunity to place their orders. 

In commenting upon the program, 
Mr. Van Alstine said that it was he 
most successful promotion ever con- 
ducted by Havens. “By the end of 
business on the day after the program,” 
he said, “we were completely sold 
out of television receivers and were 
accepting orders for future delivery. 
Even before our consumer advertising 
appeared, our dealers were feeling a 
benefit from the telecast.” Francis 
Franke, president of Meginniss Elec- 
tric Corp., reported that an order was 
taken from a customer who saw the 
program in his store. R. C. Sowers, 
radio and television department man- 
ager at the John G. Myers Department 
Store, said that on the day after the 
program two customers, who had seen 
the telecast in neighbors’ homes, came 
in and ordered sets. Other dealers 
throughout the territory were just as 
enthusiastic. They reported that inter- 
est was so high among their customers 
that they were able to sell their sets in 
a comparatively brief time. End 





CONSUMERS crashed the telecast in homes, stores and on the sidewalks. Result: 
Dealers reported consumers started to buy even before the program was over and 
all sets were sold in comparatively brief time. 
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Model 9013 — 13 in. POT TYPE Circulating Heater 
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NESCO 


Fuel Oil and 
Kerosene Heaters 











ITH the public now demanding more value and 
quality for each dollar, Nesco Fuel Oil and 
Kerosene Heaters are proving to be the /eading line for 
’49 on these important points. Yet, that’s only half the 
Nesco story! The models shown here, with the addition 
of various Nesco accessories, make many different mod- 
els that enable you to fill ’most any heating requirement 
— yet save you plenty on warehousing and handling! 
Latest addition to the Nesco line is the beautiful 
Model 9013 for larger-than-average homes. It actual- 
ly produces 75,000 B.T.U.’s and is literally loaded 
with advanced features. Like the other Nesco Fuel 
Oil Heaters, it makes possible NESCONTROL 
HEATING, which means more heat for less money. 
Write for complete information on the ’49 Nesco 
line and the aggressive national advertising and mer- 
chandising program behind it! 


MODEL 4215 PORTABLE KEROSENE HEATER 
Ready to operate at a moment's notice. Chases chills 
from any room — bathroom, nursery, play room, living 
room or work shop. Produces 11,000 B.T.U.'s. Portable. 
Very economical — operates for few pennies a day. 
Has accurate fuel guage, convenient wick-raiser, large 
filler opening, cold handles and brass flame spreader. 
leaded steel fount has actual 31/2 qt. capacity. Upper 
and lower cylinders of blued steel with black japanned 
trim. One of several models. 


NATIONAL ENAMELING AND STAMPING COMPANY 


EXECUTIVE OFFICES: 270 N. 12TH ST., MILWAUKEE 1, WIS. 
Sales Offices: Merchandise Mart, Chicago - Candler Building, Atlanta . 200 Fifth Avenue, New York 
Ambassador Building, St. Lovis - Western Merchandise Mart, San Francisco 
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Blackstone, the first Agitator Action 
Automatic, is simple, efficient, quiet 
and vibrationless. It is the only Auto- 
matic Washer with positive, mechan- 
ical control. It carries a top bracket 
rating by two independent consumer 
testing organizations. Its design and 
functional superiority become more 
and more apparent as each new Auto- 
matic Washer appears on the market. 
It is setting the standard for compari- 
son. Today, it is the finest Automatic 
Washer that money can buy! Dealer 
profit on the Blackstone is several 
times the dealer profit on the lowest 
priced automatic washer and greater 
than on any other. 


BLACKSTONE 


ee 
AMERICA'S OLDEST WASHER MANUEACTURER 
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R LACKSTONE believes that a retailer, to be a “‘live”’ 


dealer, must be able to sell Blackstone merchandise 


at a profit. In contrast to some manufacturers, Black- 
stone’s distribution and pricing policies make this 
belief an actuality. P 

Many manufacturers, in an attempt to reduce list 
prices, have cut dealer margins to a point where 
mounting operating overhead and selling expense do 
not leave sufficient net profit for the dealer to exist. 
Blackstone has steadfastly maintained adequate and 
equitable profit margins for the dealer on every item 
in the Blackstone line of Home Laundry Equipment. 
Blackstone’s retail prices are consistent with the qual- 


ity offered. Continuous improvement of product values 


has had the effect of consumer price reductions, with- 
out loss of dollar profit to Blackstone dealers. Black- 
stone dealers enjoy the added security of factory price 
protection. 

‘In its completeness, the Blackstone Line offers deal- 
ers a broader market . from the finest Automatic 
Washer that money can buy down to a quality Wringer 
Washer that is tough competition for even the cheaply- 
constructed price leaders. Whether it be automatic or 


conventional washers, dryers or ironers, Blackstone 


dealers have a full profit margin opportunity at several 


price levels. 
Yes, for MONEY... wot Marbles or Chalk, Black- 


stone is the direct line to greater profits ! 














Model 3N Ironer. Big value, com- 











petitively-priced merchandise to 

design ma performance standards 

that makes sales easy. Good dealer 
profit. 














SEE THE BLACKSTONE EXHIBIT 
Space 544-A, American Furniture 
Mart, July 5 to 16, Chicago, Ill. 














Blackstone Wringer Washers. Two 
models, each representing big val- 
ue. Competitively priced . .. again 
more dealer profit. 






The Blackstone Combination Laundry. 
Masterpiece of functional design... 
Automatic Washer, Dryer and Ironer. 
Opens new and wider markets for 
Blackstone dealers only. 


oe MONEY Lie 
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They sell more ironers! 
They sell themselves! 





> 
> 
> 
Folding lroner 
Table 

















a7 COSCO Posture Back lroner Chairs: Four hand- 
. some, all-metal models—every one “restful as a 
= rocker.” Seat height (1634”) just right for ironers 
of all makes. Back adjustable up and down, with 
¥ —— special rocker action that “cradles the back”’ in 
any position. All models of tubular steel construction, with 
all-plastic Duran upholstery—red or black. Models 9-B and 9-D 
have white, baked-on enamel finish; 9-C and 9-E, chromium 
finish. Gliders on 9-B and 9-C; casters on 9-D and 9-E. 


COSCO Folding Ironer Table: Perfect for any port- 
able ironer. Sturdy, steady, with legs that lock 
open; fold fat within 2” top for space-saving stor- 
age. Extra large, 24” x 34” top finished in baked- 
on enamel—choice of five colors. Just the right 
height (25'/2”) for use with Cosco Ironer Chair. Tubular steel 
legs, constructed in pairs for greater strength and rigidity, 
are chromium-plated and tipped with floor-protecting gliders. 















Stock! Feature! Both These COSCO Ironer Essentials 


Make extra profits by featuring Cosco’s great, new “package” 
for automatic ironers. Display chair and table with the ironer, 
just as the home maker would use them. See how these Cosco 
ironer essentials sell more ironers . . . see how they sell them- 
selves! Carry all models, all colors. Order from your Cosco 
distributor, or write: 


HAMILTON MANUFACTURING CORPORATION + COLUMBUS, INDIANA 


By the Makers of 


COST BOTS 


and Utility Tables 
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PROSPECTS for washers sold by Bell’s in Denver get free tickets entitling them to 


use the machines at a neighborhood self-service laundry. 


operator for use of the machines. 


Bell pays the laundry 


He Demonstrates Washers 
Aft a Self-Service Laundry 


NEIGHBORHOOD self-service 

automatic laundry is proving an 
excellent source of automatic washer 
prospects for Bell’s, General Electric 
appliance dealership in Denver, Colo., 
under a novel co-operative promotion 
plan, whereby the laundry serves as a 
“demonstration room” for hundreds of 
Denver housewives. 

Operating on the theory that “noth- 
ing will sell the housewife on the auto- 
matic washer as thoroughly as putting 
through her own laundry”, Bell’s an- 
nounced the plan with a newspaper ad 
headed, “Do your own laundry—we 
will pay the bill!” A sub-head read, 
“Stop in our showroom, or drop us a 
line, and we will give you a ticket 
which will entitle you to do your whole 
family wash free at the Do Your Own 
Laundry at 72 Pennsylvania Ave.” 

The appliance dealer pays the owner 
of the self-service laundry the same 
amount which the ordinary commercial 
customer pays for use of the equip- 
ment, and in return, is supplied with a 
steady stream of prospects, all of 
whom are later followed up by out- 
side salesmen. 

“Although we maintain a complete 
model laundry, connected for active 
operation, in our showroom, we have 
found that such demonstrations do not 
carry nearly so much weight as letting 
the housewife actually do her own 
wash,” Lawrence Bell, head of the 
organization, said. “On the other hand, 
when the housewife carries her fam- 
ily’s clothing to the self-service plant, 
and puts through her wash with no 
salesman hovering over her shoulder, 
or any obligations whatsoever, she is 
bound to receive a far better impres- 
sion of the machine’s efficiency.” 

As rapidly as women drop into the 
showroom to request free self-service 


JULY, 


laundry tickets, or write in through the 
mail, their names and addresses are 
added to a growing prospect file. All 
of these are followed up by specially- 
trained “estimators” who determine 
costs for plumbing installation, mount- 
ing of the automatic washer, etc. 


Cooperation from the Laundry 


The Bell company gets excellent co- 
operation from the owner of the seli- 
service laundry, inasmuch as the appli- 
ance dealer is providing a profitable 
stream of extra laundry-service users. 
“We both sold and installed all of the 
automatic washers, dryers, water heat- 
ters, and ironers used in the laundry,” 
Bell said, ‘and the owner is an en- 
thusiastic booster for the entire line. 
He has given us plenty of co-operation 
by spending extra time with each cus- 
tomer, demonstrating the features of 
the automatic washer, and actually rec- 
ommending the purchase of home 
equipment by the prospect. At first 
glance, it might seem that the self- 
service laundry owner is diminishing 
his own possibilities of regular patron- 
age—but our experience has been that 
there are enough regular users of auto- 
matic laundry service to keep him well 
supplied, even if we sell half of the 
patrons developed during the promo- 
tion. 

“We find that the customer who is 
sold an automatic washer through this 
means is among the most valuable 
prospects of all. It is an easy step from 
the washer to water heater, water 
softener, dryer, sit-down ironer and 
other appliances. By consistently fol- 
lowing up each lead which is developed 
in this way, we may wind up with 
sales of anything from qn automatic 
water heater to complete package 
kitchen.” —End 
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See how easy it is to sell niesiteaiad 


3/4 b. p. window 
1 HT odels available ix 
Fedders Room Air Conditioners a 
with burl walnut. 
Just follow these three simple steps: 
1. BLOW ON YOUR HAND 2. NOW MOISTEN IT 
3. BLOW AGAIN 





FEEL THE DIFFERENCE? How much cooler the air felt on your 
hand after you had moistened it! 


That’s the same way the Fedders Room Air Conditioner works. 


It takes only a second to show a prospect the extra comfort he gets. 
Now is the time to cash in on this unlimited market. Here are six 
good reasons for selling and promoting Fedders for extra profits: 


1. READY MADE ProsPECcTs Everyone knows and wants the benefits of 


air conditioning. But most people don’t realize how cieaply they — om 
can get it—with Fedders smart new line of room air conditioners. a all 


cabinet in 
mahogany 
finish. High 
cooling capa- 
city. 


2. UNTAPPED MARKET Every home, every office, restaurant, hotel and 
institution is a prospect for one or more Fedders units. 





3. NO TRADE-INS No allowances to plague you. Every Fedders sale 
is a clean, full-profit deal for you. 


4. PACKAGED UNIT SALE Each unit is a complete system of electrically 
refrigerated air conditioning. Just install it in the window and 
plug it into any standard outlet. No ducts, no piping, no building 
alterations. 


5. IT'S A" NATURAL” FOR YOU You'll sell it to the same people who are 
customers for washers, refrigerators or other appliances. And it’s 
a high-profit item loaded with specialty selling features your 
salesmen willlove, cee — 


_-— 
-——-— 
”“_——_—o 
_ 
_— 


6. BACKED BY 53 YEARS’ EXPERIENCE You can sell Fedders with conf- | = = $.—©—©_Lia---=-= n TO 

neal , : - couPo 
dence. Fedders has specialized in heat transfer equipment since 
1896. Don’t delay. Mail the coupon now for full details. 
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“Most successful of all 
our promotions! 


“And I’m Not Just Quoting Myself!” said Ray Miller 

















“Our recent promotion of LIFE-advertised Westinghouse ap- advertising in LIFE!” The speaker was R. E. Miller (deft), 


pliances was the most successful we’ve ever had! The Sales Promotion Manager of Westinghouse Electric Sup- 
advertised-in-LIFE idea really put the promotion over ply Co., Newark, N. J. He was talking to LIFE’s Lee 
and left our management and salesmen with a better Heffner (right) about a promotion which made 169 appli- 


knowledge of how to use and merchandise our national ance dealers unanimously pleased with the power of LIFE. 
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Miller and Heffner first discussed the advertised-in-LIFE promotion last 
November. Miller wanted to convince his salesmen that Westinghouse 
had provided the most effective advertising available by using LIFE 
consistently. He wanted to show them how national advertising can be 
put to work at the point of sale (above). 





Dealers said: “There was high inte rest on the part of the customer and 
we think it is a great idea!’ “We had to sell things right out of our win- 
dow!” “Traffic in the store picked up immediately. So did sales!” The 
simple device of displaying advertised-in-LIFE signs, as above, at Oil 


Burner Distributors, Newark, N. J., seemed to work miracles. 











Miller's sales organization contacted Westinghouse dealers like Lonnie 
Masters (left), owner of Ridge Appliances, Newark. Hal Hunt (center), 
Westinghouse salesman, shows Masters how simple it is to make national 
advertising individual store advertising. Lee Heffner (right) explains that 
a lot of LIFE’s 26 million readers live in Newark! 


ADVERTISED in 


LIFE 


“ue da 


CG - 
-_ 


| Se 


eee 


Dealers got up displays that said, in effect, “Here's the Westinghouse 
line that you read about in LIFE!’ Above, the window at Modern Elec- 
tric, West New York, N. J. 


salesmen and dealers of the power of LIFE; 


The promotion convinced the distributor's 
pleased the advertiser, the 


distributor, the dealers, and their customers! Try it! 


THESE ARE THE PRODUCTS WHICH WILL BE ADVERTISED IN LIFE IN COMING WEEKS 


Tell The LIFE Readers In Your Neighborhood Where To Buy Them! 


MAJOR APPLIANCES 


TV, RADIOS, RECORDS 


Columbia Sun Glasses—' page 
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July 11 Kelvinator Appliances—page, color 
Youngstown Kitchens—page, color 
Hoover Cleaner—page 
American Gas Association—]y page 

July 18 Crosley Appliances—page, color 


SMALLER APPLIANCES AND 
HOUSEWARES 


July 4 Eveready Radio Batteries—)4 page, c. 
Nichols Never-Stain Aluminum Nails— 
4 page 
July 11 Sunbeam lronmaster—]4 page, color 
Clorox—\ page 
July 18 Dutch Boy Wonsover Paint—)4 page, c. 


HOMES AND HOME FURNISHINGS 


July 4 Welsh Juvenile Furniture—!4 page 
July 18 Playtex Pillow—page 
July 25 Imperial Hobnail Bedspread—l4 page 
Lane Hope Chest—]4 page 
Perm-A-Lator Padding—% page 


1949 


AND INSTRUMENTS 


July 4 RCA Victor Portable Radios 
G-E Radios—)4 page 


—yage, C. 


July 11 RCA Home Instruments & Victor 


Records—page, color 
Sylvania Radio Tubes—'4 page 
July 18 G-E Radios—)4 page 
Lester Piano--l4 page 


JEWELRY, CLOCKS AND WATCHES 
July 4 Elgin Watch—!4 page 
July 11 Watchmakers of Switzerland— 
July 25 De Beers Diamonds—page, color 


page. ce 


SILVERWARE 
July 25 1847 Rogers Bros.—page, color 


CAMERA SUPPLIES AND 
OPTICAL GOODS 
July 4 Eastman Kodak—page, color 
Ansco Film—page 


July 11 Ansco Film—'y page 

July 18 Ansco Film—page, color 
Eastman Kodak—page. color 

July 25 Bell & Howell Camera—!) page 
Polaroid—Yy page 
Columbia Sun Glasses—' page 


SPORTING GOODS 
July 4 Spalding Golf Balls—' page, color 
July 11 Wilson Golf Balls—Y2 page, color 


ADVERTISED IN 





LIFE, 9 Rockefeller Plaza, New York 20, N.Y. 
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MONOTUBE Swivel-Action “ 


HELPS BUILD BIG REPLACEMENT SALES! 


Yes, modernizing old ranges offers you big 
profit opportunities—and the TK Monotube 
with exclusive “Swivel-Action” is your best 
replacement bet. 

Here’s a cooking unit that really sells! Mrs. 
Housewife sees at a glance that it makes her old 
cooking units—no matter what type—look obso- 
lete. And, she’ll want Monotube Swivel Action 
. . . just demonstrate that the coil swings up for 
quick, easy cleaning of spilled foods, even when 


the unit is hot. Point out the flat coil that insures 
a bigger utensil-contact area; faster and lower- 
cost cooking. 

The Monotube is the one unit that offers you 
all these easy-to-demonstrate, easy-to-sell fea- 
tures, plus simple installation. It’smadetofitevery 
type of range opening—and when you order the 
Monopack you get a selection of Monotubes to 
handle practically any modernizing job. See your 
distributor today! 




















Here are other MONOTUBE features 


Single coil construction with twin resistance wires insure even distribution 
of heat to cooking utensil—at all switch positions. Better cooking results. 


MODERNIZE 





WITH MONOTUBES 








*TM.Registere 
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They Stand Alone 


New terminal block simplifies installation; makes wiring 
foolproof. No soldering necessary. 


This catalog solves your replacement problems 
—Gives you complete information on adapting 
Monotubes to practically all electric ranges, old 
or new. Write today for your free copy. 
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Sewing Machines in 
the Appliance Store 


CONTINUED FROM PAGE 62 








Most of the promotional activities, 
it will be noticed, take place in the 
store. However, it is not the full ex- 
tent of Hubbard’s selling activities and 
cannot be for any dealer who wants to 
reach the full market. Hubbard feels 
that it is essential for the dealer to be 
able to offer some sort of free trial 
in order to close a sale that couldn’t be 
done otherwise. And the dealer must 
never overlook the handling of used 
sewing machines. With about 24 mil- 
lion sewing machines already in use in 
the homes of the country, it is logical 
that the replacement market is the re- 
tailer’s biggest market. It is ironical, 
but the homes that most need a good 
sewing machine can least afford it. So 
there is a continuing market for the 
dealer who will accept older sewing 
machines at a fair price in trade for 
the new ones he sells, and who can 
recondition these used machines and 
offer them for sale at prices within 
the reach of the lower income groups. 
The handling of used sewing machines 
is as essential to any sewing machine 
dealer as is the handling of used mer- 
chandise in the washer and refrigerator 
side of his business. 

Hubbard’s makes .two uses of the 
large quantity of old sewing machines 
that are taken in trade. Not only does 
the firm keep a variety of models for 
prospects from the lower income 
groups, but it operates an extensive and 
highly profitable rental business. At 
present, Hubbard keeps 500 sewing 
machines for rent, and at the time of 
this interview, all but 10 were rented 
at $5.00 a month. In 1948, this rental 
business realized about $25,000 gross 
for Hubbard’s. Hubbard feels, from 
his experience, that a dealer with an 
actively promoted rental operation can 
convert one-third of the rentals to per- 
manent residents into sales. 

With such a complete sewing ma- 
chine business, that altogether will 
gross nearly $500,000 in 1949, it is 
difficult to believe that the Hubbard 
organization would have time to run 
an appliance business. Yet, as men- 
tioned before, it has been in third place 
in Maytag washer sales and service for 
three of the past four selling years. End 
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“IT SAYS TOAST IS DONE” 
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WIN afine new 49 FORD! | 


Win this New Ford or any one of 
101 other wonder prizes in the 


HAMILTON BEACH 
“Get Acquainted” Contest 


Open ONLY to retailers and salespeople! 





NOTHING TO BUY! - - - NO SELLING TO DO! 


FIRST PRIZE... 49 Ford Tudor Sedan delivered to winner’s door. 








NEXT 5 PRIZES... Choice of complete men’s wardrobe 
or women’s apparel. Suit, overcoat, hat, shoes, shirts, ties, 
hose (all leading brands)—retail value, $275—OR women’s 
apparel of equal retail value. 


NEXT 10 PRIZES... Matching set of famous Wheary Lug- 
gage—‘‘2-suiter” and 20-inch case in smooth two-grain, air- 
line cowhide—retail value, $115—OR 3-piece set of women’s 
airplane luggage. 


HERE’S ALL YOU DO! 


Simply run through these 
seven features of the Hamil- 
ton Beach Food Mixer in 
your store. They’re the fea- 
tures that make Hamilton 
Beach the food mixer mil- 
lions endorse. 


reading. 


ONE-HAND PORTABILITY. Mixer slides 


off stand for use anywhere. No triggers, catches, 
latches. 


wes NAMILTON BEAC 


Then, check one feature against 
the other. DECIDE WHICH 
YOU THINK IS MOST IM- 
PORTANT—to the customer 





MIXGUIDE puts 10 tested speeds under the BOWL CONTROL permits shifting the bow! 


thumb, under the eye, magnified for flash 





ONE-PIECE GUARDED BEATERS ore 


full-depth, all-in-one unit. Easier to clean. 


NEXT 15 PRIZES... Hamilton Beach ‘‘Deep-Clean” Cylin- 
der-type Vacuum Cleaner with eleven cleaning tools—retail 
value, $72.50. 


NEXT 20 PRIZES... Hamilton Beach “Champion” Upright 
Vacuum Cleaner—retail value, $52.50. 


NEXT 51 PRIZES... Hamilton Beach Food Mixer with 
Juice Extractor—retail value, $38.50. 


a 
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FULL POWER AT ALL SPEEDS, even in 


while beaters are turning. Exclusive! heaviest, most hard-to-mix batters. 





EVER-TURNING BOWL revolves on ball- 


bearing turntable. Assures even mixing, always 


FREE-FLOWING STRAINER keeps jvice 


free of seeds and pulp. Lifts out—rustiess. 


FOOD MIXER 
“GET ACQUAINTED” CONTEST 


—to you as a salesperson. Tell 
us WHY you think so in 25 
words or less. That’s all! It’s 
simple, it’s easy. No boxtops 
.-. nothing to buy... no selling 
to do! But don’t delay, time is 
short, send in your entry today. 
No entry blank needed . . . any 
sheet of paper will do! 


ELECTRICAL MERCHANDISING—JULY, 


1. This contest is open only to bona fide retailers and 
salespeople who sell Hamilton Beach Food Mixers. 


2. Write: “I have tried all these features of the new 
Hamilton Beach Food Mixer—Mixguide, bowl con- 
trol, one-hand portability, ever-turning bowl, full 
power at all speeds, free-flowing strainer, one-piece 
guarded beaters.” Then, in 25 words or less, complete 
the statement: “I think............ (fill in feature).... 
the most important feature of the new Hamilton Beach 
Food Mixer because * 


Peer ee ere eeeseeeeseseseseseseses 


3. Sign your name, address, and store name and mail 
to Hamilton Beach Contest Board, Box 5709, Chicago 
77, Illinois. 


1949 


4. All entries must be postmarked nor later than 
August 15, 1949. 


5. Entries will be judged by the Reuben H. Donnelley 
Corporation. Decision of judges will be final. Entries 
will be judged on the basis of originality, sincerity, 
and aptness. In case of ties, duplicate prizes will be 
awarded. All entries, contents, and ideas then become 
the property of Hamilton Beach Company, Division of 
Scovill Manufacturing Company, Racine, Wisconsin. 
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Hitch your profits to this great +#M~ national 
campaign—already a proved profit-builder for 
~KM-~ dealers across the nation! These famous 
stars are endorsing ~KM~ appliances in na- 
tional magazines reaching 2 out of 5 of your 


customers— selling for you! 


82 
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Display and feature KM. 


appliances all through 


the year—for year-round profits 


with KM’s star-studded campaign! 
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{ Endorsing the ‘KM. line, bringing 
more profits to every KM. dealer! 
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MONTH AFTER MONTH, KM. ADVERTISEMENTS 
FEATURING THESE POPULAR STARS WILL APPEAR IN: 


Knapp-Monarch Co. 


ST. LOUIS 16, MO, 

















’ ~~ EM~ Appliances also manufactured in Canada 
its : > > = + 
World-Wide Distributors Exclusive Distributors in Canada 
aR “ Philco International Corp. Crown Electrical 
ign! 8 , — 50 Broadway, New York Brantford, Ontario 
REACHING 43,000,000 READER 


“HM. Jock Frost Fans - “KM~ Steem-R-Dri 
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There’s a NEW MORRIS 


0s myAll 


MORRISON “CARRY-ALL”” MODEL 695— 
WITH THE EXCLUSIVE SLIDING METAL TOP, 
OVERHEAD LADDER RACKS AND SPRING HOLD- 
DOWNS, PIPE RACKS WITH HOLD-FAST STRAPS, 
DETACHABLE PIPE VISE BRACKET & PIPE REST 





for Every Purse and Purpose! 


The NEW MORRISON “CARRY-ALL” All- | 
Steel, All-Purpose Service Body Cuts Your 


ELECTRICAL and APPLIANCE Installation 


and Service Call Costs! 


MORRISON STEEL PRODUCTS, Inc., designers, engineers and 
manufacturers of precision steel products for the automotive industry 
for over 35 years, present the new line of service and utility light truck 
bodies — the new all-steel, all-purpose Morrison SERVICE and 
.. the “CARRY-ALL”! 


Completely precision made — from draftsman’s board to assembly 


UTILITY Body . 


line — the Morrison ““CARRY-ALL” is the product of the latest 


engineering techniques of the modern metal stamping art. 


Mass 


produced from extensive and complete tooling, and assembled in 
elaborate fixtures, the Morrison “CARRY-ALL” combines the light 
weight and strength of high tensile steel — the function and appear- 


ance at the right price! 


The Morrison “CARRY-ALL” all-steel underbody bridge-type con- 
struction means more strength — more pay load — more space — 


more service! 


From its weathertight key-locked and handled compartments to its 


offset-reinforced non-skid heavy-load floors . . 
ive and functional features and accessories . . 


Morrison “CARRY-ALL” 
PRODUCTS have put more into it! 


- with its many attract- 
- you get more in the 
because MORRISON STEEL 


CUSTOM-BUILT ECONOMY! That’s it —the versatility and many 
exclusive construction features of the Morrison ““CARRY-ALL” lend 
themselves to alterations to suit your individual requirements. 


HY) 


Write for Bulletin B49-1-A— A Guide to the Selection 


\ of Service Bodies. It’s Yours FREE for the asking. 





Roof 


titions 


Pipe Racks 





Optional equipment includes: 


Tailored Canvas 


© Overhead Ladder Rack with Spring Hold Downs 
Sectional Material Trays with Adjustable Par- 


© Compartment Shelves, 


Caravan Top, Sliding Metal 


Pipe Vise Brackets and 








MORRISON “CARRY-ALLS” are sold through any 
franchised chassis dealer by established truck equipment | were approximately 300,000 people 


distributors. 


. 4 ~ > 
MORRISON > 
a a 
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MORRISON STEEL PRODUCTS, Inc. 


“Carry-All”’ 
607 AMHERST STREET * 


Service Body Division 


BUFFALO 7, N. Y 





Self-Service Laundries Help Sell Automatics 





form of demonstration on any West- 
| inghouse appliance ever produced such 
high, favorable commitment. 


| QUESTION 4: Have you ever told any 
of your friends that the Westinghouse 
Laundromat is a good washer? 
Reply % of Total 
Yes 89.9 
| No 10.1 
Note: The percentage of people who 
had praised the Laundromat to their 
friends is very indicative of the high 
level of enthusiasm which seems to 
| prevail among the laundry patrons. 


QUESTION 5: Do you own a washer, or 
ordinarily have the use of one at 


home? 
| Reply % of Total 
| Yes 21.7 
| No 76.2 
| Declined Answer 2.1 
QUESTION 5B: (if yes) Why are you 


using the Half Hour Laundry? 


Reason % of Total 
Easier, saves work 20.0 
Saves time, quicker, faster 18.5 
Our machine broken down or in 

poor shape 16.2 
Handier, more convenient 12.5 


More than 20 other miscellaneous 
| answers not worth recording made up 
| the balance. : 
| The top four answers represent 67 
percent of the total and include the two 
| top reasons advanced for why peopte 
| should buy Laundromats: Saves work; 

Saves time. 

| Note: This indicates that a high 
| percentage of these laundry patrons 
| who might ordinarily buy a conven- 
tional washer will not do so because of 
their experience with the self service 
| laundry. 


QUESTION 6: Which of the following 
| appliances are you aware that West- 
|  inghouse makes? 


there was any relation between the 
length of time the customers had pa- 
tronized the laundry and their aware- 
/ness of Westinghouse appliances was 
the main reason for asking Question 
_l. Notice that there is a definite rela- 
tionship in awareness of all products. 

| At the time of this survey, there 


Over 

1-6 Month 6Months % of 

Appliance Patron Patron Increase 

| tron 80.6 84.1 43 
Refrigerator 80.0 84.3 5.4 
Range 58.2 65.3 12.2 

| Vacuum 

Cleaner 53.9 58.7 8.9 

Fan 56.8 63.2 11.3 

| Roaster 50.0 55.9 11.8 

| Toaster 598 688 15.1 

| Water Heater 35.6 43.8 23.0 

Note: To ascertain whether or not 


| patronizing Half Hour Laundries. 
This means that because of the in- 
‘reased interest in Westinghouse, gen- 
rated by the satisfaction experienced 
vith the Laundromat under favorable 
mditions, more people know about 
‘estinghouse appliances: From 12,- 
10 more on irons to 69,000 more on 
vater heaters, 
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Half Hour Laundry patrons are in- 
creasing at a rate of about 40,000 per 
month. 


QUESTION 7: Would your experience 
here with the Laundromat cause you 
to consider other Westinghouse prod- 
ucts favorably? 


Reply % of Total 
Yes 90.8 
No 6.0 
Undecided 3.2 


QUESTION 8: How did you first learn 
about the Half Hour Laundry? 


Note: The answers to this question 
could be classified in three categories. 


(a) Advertising and Publicity 21% 
(b) Store Identification 34% 
(c) User Recommendation 45% 


(a) Advertising and publicity in 
all forms used by laundry operators. 

(b) Store identification by signs of 
all kinds bearing the name Westing- 
house and/or Laundromat as they ap- 
pear on the various items supplied to 
the laundry operator by ALD, Inc.— 
from the pre-opening poster for his 
window to the permanent neon sign. 

(c) Word of mouth, from some 
Half Hour Laundry patron. 

It’s no mere coincidence that Half 
Hour Laundries do so much to help 
make sales, as the survey indicated. 


Cooperation with Dealers 


While this survey completely veri- 
fied the basic theories behind the laun- 
dries, the problem of how best to capi- 
talize on this knowledge remained. 
The solution of this problem was the 
joint ALD, Inc., and Westinghouse 
plan for cooperation between new laun- 
dry operators and Westinghouse re- 
tailers. Since this plan has been 
adopted, here is what happens before 
the Half Hour Laundry opens its 
doors. A meeting is arranged by a 
Westinghouse or ALD representative 
between the laundry operator and the 
nearby Westinghouse appliance dealer 
in the community. The function of the 
laundry operator is explained to the 
dealer, and the dealer’s function is ex- 
plained to the operator so that each 
knows how the other fits into the over- 
all merchandising plan. As a direct re- 
sult of this plan, many Half Hour 
Laundries cooperate by means of 
lighted displays spotted throughout 
the laundry, showing colored blowups 
of ads on the Westinghouse full line. 
Under the Westinghouse radio clock, 
the operator permits the local dealer 
to display names and addresses, telling 
patrons where they may purchase 
Westinghouse appliances. The laun- 
dry partons are exposed to literature 
which they glance through while 
they’re waiting for their wash to finish. 
On occasion, the operator may even 
feature special displays of the retailer. 

While it would be well nigh impos- 
sible to compile figures on what per- 
centage of consumer sales have resulted 
because of this mass demonstration, it 
can be stated that the rapid public ac- 
ceptance of the automatic washer is 
due largely to the growth and develop- 
ment of the Half Hour or self service 
laundries. End 
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Deeptreeze ... FIRST and FINEST in the HOME FREEZER FIELD! 
in- 
er 
ice 
ou . 
d- 
tal 
irn 
on 
es. 
TRADE-MARK REG US pat. GF 
in 
of 
ml ' READING TIME 
to 2 MINUTES 
his 
1. 
a ABOUT THE INDUSTRY FREE SALES HELPS plus STRONG ADVERTISING 
me ° 
— Appliance dealers have sold —lieps’n elest deine alien ener ‘cal er 
lalf more than 1,500,000 home freezers. This figure is important ‘ Se ee ren realistic sales 
é f bi ey sidaail at ee” hi material. Sales-tested freezer demonstration ideas! Special 
1elp or one big, money-in-your-pocket reason: Appliance history A as : ; . 
: : ; 3 oor-planning! All backed by continuous, strong-selling na- 
1. proves that once 1,000,000 major appliance units are sold, Ceenl sieuaiel Re las ih Wiha : 
sales come faster and faster! That time is now. a. Sn e Deepfreeze franchise 
offers you the product everyone wants and the name every- 
‘ one knows. 
eri- 
un ABOUT THE PRODUCT... people are buying 
api- home freezers now than ever before. And they’re asking for e 
ned, the Deepfreeze home freezer because it’s America’s fastest Franchise 
the selling home freezer. There’s a big market! It’s just good Wht CY 
“08 business to stock Deepfreeze, the pacemaker, and join this Sense! 
god profit parade. Makes Dollars ° 
yeen 
fore 
tg HOW TO DISPLAY IT Just try this! Display a “i gladly explain the de- 
ya Deepfreeze home freezer stocked with food. Watch your cus- Your Deepfreeze distributor will g eam thin tte 
itive tomers gather about this “‘live’’ display. Your Deepfreeze dis- tails of the Deepfreeze franchise. aise 
the tributor offers you many display ideas, profit-wise suggestions “ - nal advertising program and the many sma 
-aler for cashing in on this big year in home freezer sales. nanene Deepfreeze dealers. You 
vailable to , * 
f the selling aids o d for a handsome profit! Don 
the by the carload for “ 
sell ‘em by 1 
hoor HOW TO DEMONSTRATE Tee your Deepfreeze delay—call your distributor today 
each home freezer distributor’s home economist arrange a freezing 
‘ = demonstration that builds store traffic like nothing else does! 
nial And demonstrations sell Deepfreeze home freezers. 
; of i ‘ . 
hout See us in the CHICAGO MARKETS — Suite 1446 Merchandise Mart a 
ro DEEPFREEZE DIVISION * MOTOR PRODUCTS CORPORATION ¢ NORTH CHICAGO, ILLINOIS NQF 
ine. ‘ 
lock, 
ealer | 
ling 
hase 
laun- 
ature 
while 
nish. | 
even 
ailer. 
npos- 
per- 
sulted 
on, it DeLuxe Moael C-10 DeLuxe Model C-6 Model B-10 Model B-6 
ic ac- Holds more than 350 Holds more than 210 Holds more than 350 Holds more than 210 Deluxe Model C-18 
ler iS pounds of assorted pounds of assorted pounds of assorted pounds of assorted Holds more than 612 pounds 
rel food. Price, delivered food. Price, delivered food. Price, delivered food. Price, delivered of assorted food. Price, deliv- 
oti ll and installed—$424.50 and installed—$249.95 and installed—$369.50 and installed—$229.95 ered and installed—$599.50 
ervice 
End 
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It’s not enough for a machine or appliance to 
be skillfully designed, carefully made, and 
expertly assembled. It has to be powered right, 
too — with the kind of power that will insure 
the best performance possible year after year. 
That’s why it will pay you to insist on 
Briggs & Stratton engines — recognized the 
world over for dependable 4-cycle, single- 
cylinder, air-cooled power. 
No other engines in the field can assure you 
such efficient, dependable, low-cost perform- 
ance. No other engines have satisfied so 
many customers. No other engines are so 
universally preferred by manufacturers, 
dealers, and users alike. 
BRIGGS & STRATTON CORPORATION 
Milwaukee 1, Wis., U.S. A. 
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FARMERS’ MECCA: That's what Herbert H. Dickson (left) of Greenville, S. C., has 
made of his modern appliance shop in the heart of one of Carolina’s best farming sections. 
He specializes in equipping farm kitchens. 


Farm Facts Sell Appliances 


Herbert Dickson of Greenville, S. C., established himself 
as an authority on farming, which means that the 
farmers who come to him for advice also come to buy. 


EING an expert on farm matters 

is a big asset to Herbert H. Dick- 
son of Greenville, S. C. He uses his 
knowledge of dairying, poultry raising 
and beekeeping to help him sell elec- 
trical appliances in one of the state’s 
best farming sections. 

The full line of dairy equipment 
which Mr. Dickson carries as a side- 
line to his appliances is an example of 
his drive to obtain and hold the farm 
trade. He worked in the dairy equip- 
ment field for 14 years and it was this 
experience which showed him the op- 
portunity to tap the vast appliance 
market in his trade territory. He be- 
gan handling barn equipment, stan- 
chions, etc., then moved on to the 
field of refrigeration, sterilization, 
milking machines and coolers, together 
with the standard line of household 
appliances. 


Other Farming Lines Studied 


Mr. Dickson finds it just as profit- 
able to study other farming lines, too. 
He keeps up with the problem of feed- 
ing and marketing, and many a far- 
mer has found it an expedient matter 
to consult him on questions of stock 
and poultry raising. In his office he 
maintains a file of county and state 
health ordinances, regulations and 
other matters pertaining to the rural 
areas. 

“Some sections of the state prohibit 
the use of equipment which may be 
used in other parts of the state,” he 
points out. “We figure it’s our busi- 
ness to know such things when a cus- 


tomer asks about them. We make a 
practice of continually studying meth- 
ods for heating barns and for oper- 
ating barn and dairy equipment. That’s 
because every time we sell a milking 
machine, we must be prepared to train 
both the user and the cow, until both 
of them are used to it. On such sales, 
my salesmen and I usually are at the 
beck and call of the buyer for about 
30 days—demonstrating, teaching and 
advising. We want to leave no doubt 
in his mind or ours that he understands 
and likes the machine he has bought.” 


Ads Carry Rural Slant 


The firm’s advertising carries vut 
this “aid to the farmer” program. 
Newspaper ads are designed especially 
to appeal to the rural trade. Mr. Dick- 
son has long sponsored a radio pro- 
gram of the rural type which goes on 
every Sunday at 1:15 p. m. and reaches 
listeners as far away as 150 miles. He 
calls the giant mailing list which he 
uses frequently, his “greatest asset.” 
From the list, cards are mailed to rural 
routes at the rate of approximately 
1,800 at a time, and these cards may 
carry Mr. Dickson’s message on any- 
thing from dishwashers to water 
heaters with a cordial invitation to the 
addressee to drop in for a chat some- 
time. 

It's a Mecca 


The more than 2,000 farms in Mr. 
Dickson’s sales area have yielded him 
an excellent business and he has made 
his store a mecca for appliance-minded 
darmers of the area. End 
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the sales makin’est feature ever 
built into an electric range! 
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Super *'5000°" oven, Duo-cook combination 
” extra large, recessed deep well cooker 
broil and bake units. and surface unit. 
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on them control of cooking heat as simple as control of vol- 
wa ume on a radio! One switch does it...the L&H Vari-Speed 
He Switch! One easy turn of that switch provides ALL temperatures 
he .-- mot just 3, 5, or 7. Many other L&H advantages give you a 
ot.” big edge on competition, help you “close” with customers 
: | ‘ when the “chips are down”. The L&H franchise has brought 
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| $1,500 inventory abolished = 
| at a cost of $4.46! 





With more than 700 vacuum tubes needed by industry, a tube dis- 
tributor would find profits consumed by 100°; inventories. But by 
ordering tubes as needed via Air Express, he holds stocks to 25%. 
Example: Orders $1.500 tube at 9 a.m. from supplier 900 miles away. 
Delivered to customer 6 P.M. same day. 16 lbs.: cost, $4.46. 





Your Air Express shipments go by 
pick-up and delivery service, too. the Scheduled Airlines direct to 
More protection, because you get 1300 airport cities; fastest air-rail 
a receipt for every shipment. Air for 22,000 off-airline offices. Ship- 
Express is the world’s fastest ship- ments keep moving with ’round- 
ping service. the-clock service. 


Facts on low Air Express rates 


19 lbs. of machine parts goes 600 miles for $3.54. 
9-lb. carton of new styles goes 1400 miles for $3.99. 
(Every kind of business finds Air Express pays.) 


Only Air Express cives you all these advantages: Special pick-up 
and delivery at no extra cost. You get a receipt for every shipment and 
delivery is proved by signature of consignee. One-carrier respon- 
sibility. Assured protection, too—valuation coverage up to $50 
without extra charge. Practically no limitation on size or weight. 
For fast shipping action, phone Air Express Division, Railway 
Express Agency. And specify “Air Express delivery”’ on orders. 


7 ARETRES 
a ee 





GETS THERE FIRST —————_- 






Rates include pick-up and delivery door 


to door in all principal towns and cities 
tte 


a 





~S < 
. Sl 
* 


AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES oF THE U.S: 


{Sag 
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We Must Improve Our Selling Methods 





finally made their purchases in a large 
downtown store. 

Basically, the article says that the 
best way to maintain volume is to 
make better effort to sell a greater 
percentage of the customers who come 
into your store. How can a dealer do 
this? He can do it by having larger 
and better displays; by having better 
trained sales personnel; by doing most 
all the things the distributors and man- 
ufacturers are complaining the retailers 
arn't doing; by going forward—not 
backward. 


No Money on Bushes 


After a retailer reads this article he 
will start counting the profits he loses 
everytime a prospect walks out of his 
store. If distributors and manufac- 
turers would approach retailers in this 
constructive manner, suggesting better 
informed salesmen, better, larger, and 
more attractive displays, I believe the 
retailers would bend very 
ears. 


receptive 
But when retailers are advised 
to put on more salesmen and get them 
out “beating the bushes” as in the 
past, the retailers are not very recep- 
tive because they have never found 
money growing on bushes. On the 
other hand, any retailer can very posi- 
tively see lost profits when a prospec- 
tive customer walks out of his store. 

Point out that he loses money every 
time a prospect walks out. Ask him 
why, and then tell him the answer. 
Then you have a tangible and construc- 
tive story which will probably pro- 
duce the improvements the distributor 
and manufacturer desire. Tell him to 
put appliances out promiscuously on 
free trial, to employ more salesmen to 
eo out and “beat the bushes” and it 
is an intangible and destructive story 
from the viewpoint of most retailers. 
Both are just a matter of one step, but 
the one step is forward and the other 
is backward. 

If I were a distributor or manufac- 
turer I would place a new type dealer- 
helper in the field. I would make it 
possible for this dealer-helper to spend 


CONTINUED FROM PAGE 55 





at least a half day every three months 
with each retailer in his territory. The 
duty of the dealer-helper would be to 
help the dealer to better arrange his 
display, and make the store more at- 
tractive. 

I don’t mean that the dealer-helper 
should recommend a new store front, 
although it might be needed. But he 
might recommend a better arrange- 
ment of appliances, a little paint here, 
a little cleaning up there. Perhaps a 
little better lighting through the use 
of inexpensive spots. I mean the sort 
of a helper who not only knows what 
to do but will take off his coat, roll up 
his sleeves and help get it done right 
then and there. 

After several visits and stages of im- 
provement he might persuade the re- 
tailer to put on the new store front. 
Some sales executives in our industry 
seem to feel that all you need to do to 
sell appliances is to have them taste- 
fully and conveniently displayed. Well, 
here is one possible way of accom- 
plishing that desire. 


What's at Stake? 


Yes, our distributors and manufac- 
turers are right, we must improve sell- 
ing. Our very existence is not only 
at stake but, to a limited extent, the 
existence of our entire economy. Our 
industry is in a rather peculiar and 
difficult position. Previously, when de- 
mand slackened, it was possible to 
reduce prices by reducing the cost of 
labor, materials and the other manu- 
facturing costs. 

Now, with demand lessening to a 
considerable extent, the cost of labor 
and most materials seem to be fro- 
zen at a high level, at least for the time 
being. (This is merely a statement of 
fact and is not to be considered as 
either for or against the present cost 
of labor materials, as I am not qualified 
to discuss this subject.) Consequently, 
the manufacturers have very little 
choice. They can cut production to 
meet the demand. This means that less 

(Continued on page 92) 




















“MONEY? | THOUGHT YOU SAID IT WOULD PAY FOR ITSELF!” 
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Mertland Automatic Electric Water Heaters are individually tested 


. . . AFTER heating elements and thermostat wells are installed ... 





under 300 pounds hydrostatic pressure. Again, each individual 


COMPLETED heater is given a special, rigid test with compressed HIT THE TARGET 
air just before crating. Mertland working pressure is guaranteed 
IN TWO PRICE BRACKETS 


150 pounds and you can depend on it, they will take far more than 
guaranteed. Mertland builds ‘em careful . . . and builds "em right! 
You know it’s the truth, that folks are shopping around for value STANDARD MODELS FOR BUSSETEERS. 
today. And that is just what the Mertland dealer can give them... 
DELUXE MODELS WITH 10 YEAR WARRANTY 


point for point quality . . . at prices that make sense to your cus- 


tomers and make profits for you. AND FACTORY INSTALLED MAGNESIUM ANODIC ROD. 


COMPLETE LINE...10 TO 100 GALLON CAPACITIES...SIZES AND SHAPES FOR EVERY 






DEMAND...TABLE TOP MODELS 35 AND 45 GALLON CAPACITIES. 


ew A THE HEDGES ET: 


MAGNESIUM ‘ 
ANODIC ' M. M. HEDGES MANUFACTURING COMPANY, INC 


ROD MEMBER F NAT NAL ELE : Al MANUFACTURERS ASS Al 


CWATY A&A Eee Ca, VEN HE SD S-t.4 
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For the past two years, the sales volume of Storage Type 
Electric K ater Heaters has been over 1,000,000 units a year. 
This represents more than $126,000,000 annual sales volume, 
and that’s not peanuts in anybody’s language. 


If you didn’t promote and sell Electric Water Heaters, how 
much of that volume did you miss? 


Proof that Electric Water Heaters are what people want 


Not only actual sales volume but surveys—by such maga- 
zines as MeCall’s and Successful Farming, and by NEMA 

show the rapidly increasing demand for modern Auto- 
matic Electric Water Heaters. 


Here’s WHY people want Electric Water Heaters 

This trend is growing daily as people see for themselves the 
many advantages of the modern Automatic Electric Water 
Heater: 


(1) Auromatic (continuous hot water, no attention); (2) 
CLEAN (smokeless, sootless); (3) DEPENDABLE AND TROUBLE- 


MONARCH  « 


Free (as electric light); (4) Economicat (fully insulated 
storage, short hot water lines); (5) Sare (all electric, depend- 
able temperature control); (6) FLEXIBLE (can be installed 
anywhere, even in living quarters; no flue or vent). 


Here’s why dealers like to sell Electric Water Heaters 


Not only do people want to buy Electric Water Heaters, but 
dealers like to sell them because of: 


e Larger Individual Sales. One Electric Water Heater 
represents as much dollar volume as two or three smaller ap- 
pliances. Each sale also represents . . . 


¢ More Profits for You. Dealers make attractive profits 
on the sale of Electric Water Heaters. And there is also the 
added advantage of... 


¢ Pleased Customers who come back to you for other 
electrical appliances and services. 
That’s why you're missing plenty of sales and plenty of 


— unless you stock and sell modern Automatic Electric 
ater Heaters! 


Mle you there when 


ELECTRIC WATER HEATER SECTION, 


155 East 44th Street, 
BALER « BRADFORD e FAIRBANKS-MORSE « FOWLER e FRIGIDAIRE e GENERAL ELECTRIC 


NORGE « PEMCO e REX e RHEEM e¢ SELECTRIC 


SULY, 
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During the six years preceding war-time manufacturing restrictions, 
sales of Automatic Electric Water Heaters almost tripled. Since the 
war, sales have really soared. The years 1947 and 1948 showed a 
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gain of more than 500% over the best pre-war year. This points to 
a high volume for years to come. The Electric Water Heater is 
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what people want! 
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Source: January, 1949 Statistical Issue, Electrical Merchandising Industry Figures developed from Statistics compiled by NEMA 


National Electrical Manufacturers Association 
New York 17, N. Y. 
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Automatic Oil 
Control Accessories 


If you’re on a sales hunt, you'll bag lots of customers 








- 


NS 


simply by offering A-P Oil Control Accessories through- 
out the year. Even in summer your customers use their 
oil-burning space heaters to drive out unseasonable chills. 
At such times they need A-P thermostatic controls to 
prevent uncomfortable overheating. And remember that 
your customers, with practically no fuel expense in the 
hot months, have more pocket money to spend for 


comfort and convenience next winter. 


EVERY OLD CUSTOMER A NEW 
PROSPECT FOR ONE OR ALL THREE 





A-P THERMOSTAT HEAT REG- 
ULATOR SET adds AUTOMATIC 
temperature control conven 
ience to any heater made since 
1939 and equipped with A-P 
Model 240-D, U or Y series 
Manual Controls. 


A-P OILIFTER auto- 
matically lifts fuel oil 
from remote storage 
to all vaporizing oil 
burning appliances. 
Ends oil handling, 
spilling, waste. 


A-P FUEL OIL TRAP- 
IT improves heating 
efficiency by trapping 
all dirt, sludge, gum 


and moisture in oil 
lines. Saves service 
expense. 


“Sales Ammunition” for You 


® Consumer catalogs ® Folders for mailing 

® Direct mail broadsides © Newspaper ad 

mats @ Oil control tags © ‘‘Album of 

Famous Vaporizing Oil-Burning Appliances"’ 

® 15-minute slide-sound film available for 
dealer and salesman showing. 


AUTOMATIC PRODUCTS COMPANY 


i} DEPENDABLE Od Controls 








DESIGNED TO ELIMINATE SERVICING 
Get Set AUTOMATIC PRODUCTS COMPANY 
f y 2400 North Thirty-Second Street, Milwaukee 10, Wisconsin 
or our Pieuse send us immediately all sales ammunition featuring A-P | 
“Sales Oil Control Accessories. | 
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money will be paid out for labor and 


| materials not only by the manufac- 


| turers, 


but also all other industries 


| whose business is dependent upon that 


of the manufacturers. The other alter- 
native of the manufacturers is to re- 
duce prices and take the reductions out 
of profits. If making a price reduction 
out of profits would mean any fur- 
ther reduction in discount to the re- 
tailer, 1 am afraid that many of us 
just couldn’t make the grade. It is 
true that the prices of some materials 


| are getting soft and and may soon 


warrant token reductions in the cost 


| of appliances, but these reductions are 


| trend 


likely to be just that—token reduc- 
tions. The present tendency is to pro- 
duce cheaper models stripped of all 
the fancy trimmings. The price struc- 
ture might blow high, wide and hand- 
some at a later date, but token reduc- 
tions seem to be the present fashion. 
The whole picture is confusing to me, 
and it must be to other retailers. Call 
it deflation, disinflation, or whatever 
you like. We are still on a downward 
in our particularly industry. 
Maybe it will level off soon and maybe 


| it won’t. 


Lewis H. Brown, Chairman of the 
3oard, Johns-Mansville Corp. speaking 
for Big Business, told the Purchasing 


| Agents Association of New York at 


their annual dinner recently that “the 
Government cannot prevent a reces- 
sion.” Jesse Jones, speaking for the 
it can. James H. 
his able editorials, 
has pointed out that we must con- 
tinue to develop and build up our 
industries. We must develop better and 
cheaper ways of manufacturing the 
things we sell. When an_ industry 
stops retooling and expanding, it is 
likely to become stagnant. It takes 
profits and new capital to keep in- 
dustry developing and expanding. 


government, says 
McGraw, Jr., in 


You Can't Legislate Prosperity 


One of our multi-million dollar 
watchmaking concerns recently closed 
its doors. It had been in operation 


over 50 years. It was a shock to most 


of our nation when it closed. This 
concern blamed its failure on the 
Swiss wacch makers who have 


flooded our market with much cheaper 
watches. There is now agitation in 
Congress to raise the tariff on Swiss 
watches to protect our home industry. 

The Swiss claim that our watch 
making industry is stagnant. One 
quarter of the total Swiss national 
income comes from selling watches. 
Through constant research and re- 
tooling they have developed machines 
which will make watches cheaper. 
The Swiss have now offered to sell 
our watch makers some of their ma- 
chines but we seek to protect anti- 
quated methods by higher tariffs. 

I have just had a very concrete ex- 
ample of what a too high protective 
tariff will do to a product. I am very 
fond of salads. Years ago I wouldn’t 
think of eating a salad dressing unless 
it was made with pure olive oil. A 
few days ago I realized that I hadn’t 
eaten any salad dressing made with 


| olive oil for many years. 
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When I went to look for olive oil, 
it was hard to find. Few of the stores 
even stocked it. They said there was 
no longer any demand for it, but I 
finally found some. We made the 
dressing and sat down to our special 
treat. After the first bite, we all looked 
at each other and made awful faces. 
It tasted terrible, and we threw the 
whole batch out. Our taste had 
changed over a period of years. We 
now prefer the taste of the substitute 
vegetable oil which we had started 
to use so grudgingly years ago when 
olive oil became so expensive. 

Why did we stop using olive oil 
years ago? Most of our olive oil 
was imported from Italy. We started 
to raise olives in California, but our 
olive oil producers couldn’t compete 
with the Italian oil, so Congress en- 
acted a protective tariff which raised 
the price of olive oil to the point 
where the California producers could 
make money, but this raised the price 
of olive oil so high the public was 
ready and willing to accept a cheaper 
substitute. Cottonseed and corn salad 
oils were developed. We have used 
these vegetable salad oils so long we 
now definitely prefer them to olive 
oil. The olive oil market, to all prac- 
tical purposes, has been lost to every- 
one. 


Formula for Prosperity 


The moral is that you can’t fight, 
scream, complain or legislate an in- 
dustry into prosperity. It takes con- 
stant research and retooling to produce 
better and cheaper products. 

On the other hand, I personally feel 
that there are too many industrial 
“biggies” who are prone to label 
any new idea or plan as socialistic if 
the government participates in any 
way, no matter how much or how 
many people the plan may benefit. 
Nowadays, if you’re big business, and 
competition appears which has any 
kind of government assistance or back- 
ing, it is fashionable to cry socialism. 
Often the plan actually helps big busi- 
ness. That is, it sometimes does if it 
can weather the storm of criticism. 

The Federal Housing Administra- 


tion Act is an example. When it was 
first advocated and while it was going 


(Continued on page 94) 
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“BOTH SIMES ARE JUST BEAUTIFUL. 
KNOW WHICH I LIKE BEST’ 
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The cream of the “cash” market has been lapped 
up. It’s a cat-fight for what’s left of it. Now it’s the “time- 
payment” buyer that offers you the greatest possibilities for 
volume sales and profit. 


There are more than thirty-three million wired homes in the 
country. At a conservative estimate, their owners and tenants 
figure to buy more than ten million appliances in 1949, with 
probably special interest in television, laundry equipment 
and refrigeration. 


Your share of this market is waiting now to be sold...and 
your Commercial Credit representative can help you get it. 


He is a sales-minded expert on time-payment financing. It 
will pay you to consult him. 


COMMERCIAL CREDIT CORPORATION 


A Subsidiary of 
Commercial Credit Company, Baltimore @ Capital and Surplus $100,000,000 


MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES AND CANADA 
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GOPHER'S EXCLUSIVE 
MODULATING CONTROL 

A thermostat operating 
without electricity holds 
room temperature varia- 
tion to two degrees or less. 
Only Gopher Heaters have 
this BIG selling feature. 


Now you can sell 


AUTOMATIC HEATING 


¥ WITHOUT ELECTRICITY 
¥ WITHOUT HAND DIALING 


Only GOPHER OIL HEATERS give you this 
powerful sales advantage because of 
Exclusive GOPHER “Modulating Control” 


“Set it in the Fall, forget it ‘til Spring!”” That’s the sweet 
sales story you have when you sell Gopher Oil Heaters. 

1949 buyers are demanding automatic heat—and only 
Gopher gives that in oil heaters. 

1949 buyers are demanding economy of epemtin—s08 
Gopher’s patented pilot flame burns only 6/10 of a gallon of oil 
in 24 hours, the most economical operation on the market. 
(Most heaters burn 2 gallons in the same period.) 

1949 buyers are demanding EVEN HEAT—no more freez- 
ing at breakfast, roasting at noon. 

Gopher Heaters give EVEN TEMPERATURE. Room 
temperatures can vary less than two degrees, no matter how 
suddenly, how drastically outside temperatures rise or fall. 
The proof is shown below. 








A Gopher Oil Heater with mod- 
ulating control was installed in a 
small home of light construction. 
A mechanically operated tempera- 
ture recorder was set up in the 
home. The time was mid-winter, 
and the outside temperature ranged 
from 15 degrees below zero to 20 
degrees above. At the right is the 


GOPHER 


HEATERS 





graph the machine recorded for a 
period of 72 hours—note that room 
temperatures varied less than 2 
degrees! Jag at left side of graph 
resulted when sunlight struck the 
recorder. Gopher Heaters with 
modulating control give even heat. 


OIL 


American Gas Machine Co. 
Albert Lea, Minnesota 
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through Congress, practically every 
Federal Savings and Loan Company 
fought it bitterly. They claimed it 
would ruin their business and pre- 
dicted all sorts of dire consequences. 
The savings and loan companies were 
not the only concerns attacking the 
proposed act. There were many 
others. There was the usual cry ot 
socialism, 

Let’s see what actually happened. 
Interest rates on home loans did come 
down. Down payments were lowered 
and monthly payments extended. This 
caused an unprecedented increase in 
the building of homes. This, in turn, 
increased the activity of the Federal 
Savings and Loan Companies. While 
it may have decreased the rate of in- 
terest they could obtain, they have 
continued to grow and prosper at a 
very rapid rate. They were not put 
out of business or weakened financially 
as they predicted. 

The two years previous to my enter- 
ing the appliance business were spent 
selling real estate. Then most home 
loans were secured through local 
building and loan associations. The 
usual terms extended by the building 
and loan associations were 30 to 50 
percent down payment, a first mort- 
gage for part of the balance bearing 
8 percent interest and a second mort- 
gage for the balance bearing 10 per- 
cent to 12 percent interest: The 
mortgages had to be paid in not more 
than ten years. 

Now, thanks to FHA, a home owner 
only has to pay ten to 20 percent down 
(if you are a veteran you might pay 
less), the interest rate is 44 percent 
and you have twenty years or more 
to pay off the mortgage. I have never 
seen any estimates of how much the 
FHA benefited the appliance industry, 
but you can bet your bottom dollar 
the benefits have been tremendous. 


We Need a Sales Prop Now 


I frankly don’t know whether the 
government can stop a depression or 
not. However, what we are directly 
concerned with is the sale of appli- 
ances. We do know that our sales have 
fallen off to a considerable degree so, 
if there is anything we can do to 
bolster sales, it seems to me we had 
better be doing it pronto. 

To most small, independent retailers 
like myself, these are confusing times. 
There doesn’t seem to be any simple 
solution to our economic problems. 
Yet, it does seem that it is possible 
to take one step in the right direction. 
We can and should sell, sell, and keep 
selling. We must work harder at seil- 
ing than ever before in our history, 
not only to be able to make a profit 
for ourselves, but also for the benefit 
of our entire economy. It is quite 
true that even if we in the appliance 
industry are able to do a remarkable 
job and pull sales back and up over 
their previous peak, we would solve 
but a small part of our country’s eco- 
nomic ills, but it would help. It would 
very definitely help. 

Of course, stopping the decline in 
appliance sales and pulling sales up 
to above the former peak is a tre- 
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mendous job. Maybe just stopping 
the decline will be a big job. There 
will be some big problems. While 
there are many problems to be solved 
in order to accomplish this job, there 
are, I believe, three problems which 
are of paramount importance. 


Three-Way Action 


First, the general public must some- 
how be educated to the fact that many 
old appliances are of little or no value 
and the majority of them must be 
disposed of or junked without cost 
to the retailer. We must also fing 
some means of reducing the values the 
consumers have placed on trade-ins. 

Second, as prices are high and it 
looks like they may remain relatively 
high for some time to come, in order 
to increase sales we must find some 
means of making it possible for more 
persons in the lower and middle in- 
come groups to purchase NEW appli- 
ances. Referring again to the first 
problem, we must NOT sell these 
consumers the OLD trade-ins. These 
MUST be removed from the market 
and new appliances sold instead. There 
are not sufficient potential customers 
to purchase all the new plus the old 
and the very old trade-in appliances. 

Third, since it is obvious that new 
appliances can only be sold in in- 
creased quantities to the lower and 
middle income groups through some 
extension of credit, we must sell every- 
one on the idea that a good credit rat- 
ing can be one of their most valued 
possessions. 

At the present time, many people 
think it is smart to avoid paying for 
an appliance if it is possible to do so. 
This thinking must be reversed. The 
public must be taught that a good 
credit rating is something to be treas- 
ured, that the way to build up a good 
credit rating is to make all payments 
promptly on everything purchased on 
credit. Then, when they want to pur- 
chase a home or something big later, 
they have established the necessary 
credit. It will be necessary to carry 
on a campaign on a national basis to 
establish the idea that, “A GOOD 
credit rating will be one of your most 
treasured possessions.” 

These are by no means small prob- 
lems and their solution can’t be ac- 
complished without a sincere effort 
and a lot of hard work by a majority 
of those in our industry. Nevertheless, 
I am confident they can and must be 
solved if we are to continue to prosper 
during the next few years. End 
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WINNING COMBINATION 





IN THE FREEZER FIELD 
















White line shows 
added area occupied 
by conventional 
food freezers with 
8 cu. ft. capacity. 










GREATER CAPACITY 


for the space occupied 


Through 65 years of precision-manufacturing, 
the success of Whiting has been firmly based 
on one simple foundation — GIVE CUSTOM- 
ERS MORE FOR THEIR MONEY. 

In Capacity, Whiting gives your freezer- 
customers more storage through the successful 
pressure-pack application of Santocel insula- 
tion. The superior insulating efficiency of 
Santocel greatly increases storage-space by 
reducing wall-thickness . . thus giving the 
Whiting 8 and Whiting 17 a tremendous sales- 
advantage over conventional freezers, 
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Both in appearance and in performance, these Whitings are winners! Finish is White 
Duco Enamel on bonderized base, Gleaming chrome trim. Free-floating, tight-sealing 
lid. The pick-pruf lock fastens the lids at a single turn. Absolutely safe — can’t lock 
accidentally. Increased storage capacity is matched by increased fast-freezing capacity. 


Whitings give your customers 


OVER 77% MORE 
IN THE SAME SPACE 





GREATER ECONOMY 


for the money invested 


In Economy, Whiting Freezers save more, be- 
cause they held more. And they are engineered 
with the unwavering loyalty to top-quality that 
has distinguished Whiting products since 1884. 

Remember: the freezer which offers the 
greatest long-term advantages to the consumer, 
likewise offers the greatest long-term advan- 
tage for the dealer and the distributor. If 
you’re looking ahead in the freezer business, 
you'll look to Whiting as the sound founda- 
tion for long-term profit, 


WHITING CORP. 33 S. Clark St., Chicago 


1949 


SANTOCEL 


Here you see two freezers that are making 
history. With no increase in the space oc- 
cupied, they provide dramatically increased 


food capacity, a big sales-advantage. 


hiting 8 is the first kitchen-size freeezer 
th full family-size capacity. Width, 27”; Height, 
36”; Length, 32”. Weight, uncrated, 210 pounds; 
crated, 255 pounds. Capacity, 8 cubic feet, about 
280 pounds of food. Whiting’s extra capacity in 
small space enables apartment-families to enjoy 
the economy and convenience of freezer-living. 





The WHITING 












rst large freezer to 
enter standard dod Ws. Width, 27”; Height, 
36”; Length, 60”. ight, 410 Ibs.; crated, 490 
Ibs. Capacity, 17 cubic feet, about.600 Ibs. 

















NEWS EXTRA! Whiting Freezers are now 
featured on STOP THE MUSIC, ABC Network, 
181 stations, every Sunday. Ask your Whiting 
distributor how to tie-in for increased sales. 
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UNIVERSAL COFFEEMATIC 


with this Spectacular 














GET SET FOR HoT WEAT 
WITH THIS SENSATIONAL 
SALES-MAKER: 
WHEN COMPANY COMES 
me MAKE ITA HOLIDAY 
SEY | OCCASION FoR EveRyONE wiry 


COFFEEMATIC 


ICED COFFEE} 
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FEATURE {- 
COFFEEMATIC | 


WINDOW 


DISPLAYS FEATURE 


COLORFUL COFFEEMATIC 





















| ANOTHER 
SENSATIONAL 
EVENT IN 


COFFEEMATICS 
MILLION DOLLAR 
PARTY... 
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Promotion after promotion, event after 
event—Universal keeps pouring on the 
heat in Coffeematic’s Million Dollar 
Party with this spectacular Holiday 
Iced-Coffee Campaign! It’s a hot- 
weather “natural” that turns slack sum- 
mer days into red-hot selling days—an- 
other sensational promotion-within-a- 
promotion publicizing Coffeematic 
right through ’49! 

Coffeematic itself is a “natural” for 
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COUNTER CARDS 


summer sales leadership because it’s 
perfect every way for perfect iced-coffee 
making. And dramatic Coffeematic ad- 
vertising appears in Holiday Magazine 
—another summer-time “natural” reach- 
ing 6,000,000 readers who want and can 
pay for products that make better liv- 
ing possible. Cash in now on this tre- 
mendous Coffeematic sales-builder—for 
extra volume and profit this summer 
and right on through the year. 
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sends Summer Sales Soaring 


ICED COFFEE CAMPAIGy , 








ee | 
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BEST FOR THAT EXTRA-RICH FLAVOR 
ICED-COFFEE DRINKERS DEMAND 


No other coffeemaker on the market 
gives you so many features suited to 
““iced-coffee” selling! Coffeematic’s 
Flavor-Selector easily sets to “strong” 
to make coffee that stays flavorful no 
matter how much ice is added. Its au- 
tomatic action gives the hostess a hol- 
iday, and its graceful spout is espe- 
cially designed for easy pouring into 
tall glasses. 

These appealing features— plus 


many more with year round appeal— 
are offered for only $24.95. No won- 
der Coffeematic is slated to set sales 
records this summer, and right on 
through the year. And it’s backed by 
the most spectacular promotion in 
small appliance history, with sensa- 
tional events scheduled right on 
through °49! Join the Coffeematic 
Party now and get the benefit of its 
continuous sales leadership. 























me UNIVERSAL 


LANDERS, FRARY &€ CLARK + NEW BRITAIN, CONN. 
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The season is here for Dominion leisure 
maker appliances. Fewer hours in the 
kitchen — more hours of fun! Display — 
promote — and you'll sell these warm 
weather favorites! 5 


No. 2012 - 10” Oscillat= 
ing Fan. Pleasing and 
modern in appearance 
and performance, 
Quiet! 





No. 1115 - 
Toaster incorporates newest 
thinking in toaster design and 
styling at an attraetive price. 
Fully automatic! 


“Pop-O-Matic” 


Dominion 





a 


A — 


APPLIANCES 





No. 1420 - Table Stove -- Has Tuttle & Kift 
hinged units easily cleaned -- longer life. Has 
plenty of looks and sales appeal! 

No. 1311 - The “Grid-o-matic” -- A beautiful, 
multi-purpose grill. Makes huge waffles on one 
side of grids, or, quickly reverse the same grids 
(no extra set of grids to store) and you have 
160 square inches of useful cooking surface. 
Finding favor everywhere! 


See these and many other 
new appliances introduced 


1 
for the first time at the \ \ LZ” 


Housewares Show. vial 

ATLANTIC CITY, N. J.,.. 

July 11-15 ; 
Booths 464 - 466 






°- 
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A COMPLETE LINE OF TABLE APPLIANCES .. . AVAILABLE THROUGH REPUTABLE DISTRIBUTORS ACROSS THE NATION 


PAGE 98 


JULY, 








Fluorescent Lamps 
and Radio Interference 


HAT is the answer to com- 
plaints of radio interference 
from the use of fluorescent lamps? 
According to engineers of General 
Electric’s Lamp Department at Nela 
Park, it is quite simple: Use filters. 
Engineers explain that the mercury 
arc in the fluorescents causes a sput- 
tering action at the lamp electrodes 
which sets up a continuous series of 
radio waves. The radio waves may 
reach the radio in one or all of three 
ways: By direct radiation from the 
bulb to the radio aerial circuit; by 
direct radiation from the house wiring 
line to the aerial circuit; and by line 
feedback from the lamp through the 
wiring line to the radio. Since the 
frequencies from 500 to 1600 kilocycles 
are the only ones affected, FM and 
video set owners have no problem. 

But for the AM set owner, G-E en- 
gineers offer this solution. If inter- 
ference is coming only as a result of 
the direct bulb radiation (and that is 
pretty difficult to determine), moving 
the radio and its aerial far enough 
from the bulb will eliminate the inter- 
ference. Recommended distances for 
the positioning of the radio range from 
four feet for the 14 W lamps to 10 feet 
for the large 85 and 100 W and Slim- 
lines. If the set can’t be moved the 
proper distance from the lamps, the 
aerial can be connected to the radio by 
a shielded lead-in with the shield 
grounded or a doublet type aerial with 
twisted pair lead may be installed; a 
good ground must be provided for the 
radio, and the aerial itself must be out 
of the bulb radiation range. 

The popular idea of connecting a 
filter at the radio itself to do away 
with interference doesn’t apply in the 
case of the fluorescents. Line radia- 
tion and line feedback are ideally re- 
duced at the point of origin, the lamps. 
Simple filters, which can be purchased 
at a radio shop and installed either by 
a radio service man or a householder 
accustomed to making simple electric 
repairs, will reduce line radiation and 
line feedback hy about 75%. The smi- 
plest form of the filters is a three- 
section delta-connected capacitor, with 
one capacitor installed at each fixture 
as close to the ballasts as possible and 
with the metal capacitor case grounded. 
Similar types of filters are recom- 
mended for use in portable lighting 
equipment where the frame of the 
fixture cannot be connected to a per- 
manent grounds. 
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-V 
VOLUME 


GOES TO 





DEALERS! 


4 MILLION SOLD! 


Cuts Installation Cost to Zero...Goes Anywhere, 
Works Instantly...the Perfect “Closer” 


With modern brass finish and golden tenite plastic tips 
the striking new Radion “50” T-V antenna agrees with 
any interior decoration, works perfectly on the spot 
with any set. 


t’s the NATURAL for Closing 
Home Demonstrations 


Attach in seconds and the set’s going, and you’re set to close—as twelve 
thousand dealers will tell you. Used, endorsed by the leading set makers 
—your guarantee of peak quality and performance. Get that T-V vol- 
ume! Tell your Set or Parts Distributor you want Radion or mail the 
coupon now! 


Radion—the Nationally Recognized Leader... 


The Only Nationally-Consumer-Advertised Indoor T-V Aerial 


*PATENTED 
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9 Bons na “so” 


and Radion “49”— 
$6.95 List. Quarter- 
95 million in use! 


For any T-V set. Only 15 in. high. Folds flat. 
4-section tubular arms telescope to 24-in. 
92-in. extension. 360-deg. orientation. Com- 
plete with 10-ft. of 300 ohm line. Wgt. 1% 
Ibs. Packed 12 to a carton, shipping wet. 
18 lbs. Order now, get that T-V volume! 


gennnme= Get Aboard! Matt |om-m-n=- 


7 
See your Set or Parts Distributor or send this 
coupon to THE RADION CORP., 1137 Milwau- 
kee Ave., Chicago 22, IIl. 
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STROMBERG-CARLSON “Manhattan” 


¢ OPERA GLASS TUNING! 
SENSATIONAL PRICE! 








Is the Volue of the Year! 


THE MANHATTAN TC-10-H 





Your customers get not only Opera Glass Tuning but 


LES also other Stromberg-Carlson quality features that will 
x B 1! make the MANHATTAN a top best-seller. 
ywst A Tt wTeRe® @ Unusually clear, steady direct-view picture. 
gnte® ° e@ Simplified tuning—automatic gain and frequency 
S «9 controls. No drift. 
she roueh © jar 10 a @ Clear, undistorted sound 
At « the ree 19 square ’ ° 
you PO" cure to ‘ @ Terminals and switch for either separate high and 
vrs acrure! - ose? a low band antennas or single all-channel antenna. 
yn aol 
i e, ae enlat @ Exceptional fringe area sensitivity. 
e cet rea- 
eS rer OF ysuel ® aq stanly @ Real wood cabinet in selected mahogany veneers. 
ghe COR ewice and 
e ag® view 
” ob “ normal wide Be sure to place your order now 
awe © to assure early delivery. 


* Slightly higher in South and West. Plus installation and $1.42 excise taz. 


In television, as in radio, there is nothing finer than a 


STROMBERG-CARLSON 


©Stromberg-Carison Company, Rochester 3, N. Y.— 
In Canada, Stromberg-Carlson Co., Ltd., Toronto 
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IX million television sets will be 

in operation throughout the coun- 
try by 1951, Max F. Balcom, retiring 
president, Radio Mirs. Assn., told 
more than 2,000 members, jobbers and 
guests at the 25th annual convention 
of the association recently held in 
Chicago. He predicted that two mil- 
lion or more receivers will be turned 
out this year in addition to the previ- 
ous total industry output of about 
1,200,000 sets, approximately one mil- 
lion of which were manufactured in 


1948. 


Radio Not Doomed 


Mr. Balcom definitely believes that 
radio is not doomed. “Rather, I feel 
confident,” he said, “that even with an 
assured and tremendous increase in 
television in the near future, radio will 
continue to provide a service for home 
entertainment indefinitely, especially 
so in the areas which, for technical 
and other reasons, cannot be reached 
by television in the near future.” He 
added that industry production of FM 
sets also has rapidly increased even 
though its public acceptance has been 
out-paced by television. Mr. Balcom 
stated that future possibilities of FM, 
enhanced by public acquaintance of 
video in which it is now largely used, 
are considerable. 


No Obsolescence 


The retiring RMA president thanked 
Chairman Wayne Coy of the FCC for 
helping to remove some of the mis- 
understanding on issues involved in 


the proposed expansion of telecasting 


25th RMA Convention Hears Balcom 
Predict 6,000,000 TV Sets By 1951 


Retiring president puts 1949 output 
at two million plus; says radio will 
not die; Cosgrove elected president 


and his assurance that video service on 
the present VHF channels will not be 
disturbed, meaning that sets purchased 
now will continue to give good service 
for many years to come. However, 
Mr. Balcom said that RMA recognizes 
that extension of video service nation- 
ally, impossible in the present limited 
frequencies, is vital. “It is the duty 
and responsibility of the industry to 
make preparations for future changes,” 
he said. 


Active Selling Drive 


Mr. Balcom observed that there 
have been many excellent results in 
sales promotion from the association’s 
projects such as the “Radio-In-Every- 
Room” program which is being con- 
tinued directly by RMA headquarters 
and staff; “Town Meetings” for serv- 
icemen held throughout the country; 
and “National Radio Week” conducted 
in cooperation with the Natl. Assn. of 
Broadcasters. 

Approximately 50 group meetings 





Plastic 


After a three-year search for an 
effective insulating material that 
will fill large areas and yet weigh 
very little, Westinghouse Research 
Laboratories have announced the 
development of plastic foam. Ac- 
cording to Robert F. Sterling, 
chemist, the foam expands to 100 
times its original volume when 
baked and weighs from 10-20 times 
less than meringue on a pie. Made 
from a synthetic phenolic resin, 
the material resists fire, moisture, 
fungus growth and insects. Its cost 
is low enough, according to Mr. 
Sterling, to be practical for many 
applications. The foam is reddish 
brown in color and has a sponge- 
like appearance. Mr. Sterling 
stated that eventually the plastic 
foam may have quite a wide range 
of uses. 


Foam 





WESTINGHOUSE lab assistant easily 
lifts eight Ibs. of the new plastic foam 
above her head. 
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were held during the four-day con- 
vention which was run concurrently 
with the Parts Trade Show. The board 
of directors appropriated $15,000 for 
the promotion of National Radio Week 
and the 29th birthday of radio broad- 
casting from Oct. 30-Nov. 5. Chair- 
man Paul V. Galvin of the television 
public relations committee stated that 
the group would continue its activities 
in the new year. The collection and 
publishing of statistical information 
quarterly on the shipments of video 
sets by manufacturers will be done 
according to telecasting area. Among 
the new activities planned are stand- 
ardization and uniform nomenclature 
for antenna manufacturers as well as 
a study of new municipal ordinances 
and codes affecting T\V set installa 
tions by members of the antenna sec 
tion to draft a model code proposal 


Cosgrove Elected Again 

Raymond c.. Cosgrove, who headed 
the association during the war and 
the postwar reconversion period, was 
elected to his fourth term in office by 
the board as successor to Mr. Balcom. 
The new president, who is executive 
vice-president of Avco Mig. Corp., 
forecast a tremendous industry growth 
as video continues to expand, but fore 
saw many crucial problems ahead in 
1949. 

H. H. Frost, first president of the 
group, told the convention to discount 
forecasts that television would soon 
put an end to radio broadcasting. He 
cited some of the dire predictions made 
on the effect radio would have on the 
stage, movies and records a quarter 
of a century ago. “The 25th annual 
RMA convention,” he said, “is proof 
of the solid foundation and the flexi- 
bility of the structure which you have 
modified from time to time to meet 
changing conditions within the indus- 
try.” 

Senator Homer E. Capehart praised 
the industry for its achievements in 
wartime and peace but warned manu- 
facturers of the increasing threat of 
state socialism. “The greatest asset,” 
he stated, “is your government rather 





BALCOM—”.. . 6,903,000 television sets 
by 1951; production of over 2,000,000 
units during this year. . .” 





COSGROVE—”. 
try growth as TV expands, but there are 


. @ tremendous indus- 


crucial problems ahead .. .” 


than its plants, equipment or person- 
nel. Consequently, its greatest danger 
is the gradual elimination of the free 
enterprise system.” Ina criticism of the 
government for its treatment of the 
industry generally, Senator Capehart 
declared that the video “freeze” was 
one of the factors holding back indus- 
try and industrial employment. 

RMA membership is currently put 
at 316, according to the board, with an 
intensive campaign for new members, 
especially among parts manufacturers, 
planned for the near future. 
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anea’s “EXTRAS” PROVE IT BEST! 


FEATURE FOR FEATURE 


More Than 9 Cu. Ft. Total Capacity 


every inch designed for maximum usability. 


One Door for the Freezer—One for the 


Refrigerator 
. the two doors mean added convenience, constant 
Y- 4, [: temperature in each compartment. 


Two Separate Cold Controls Where They Belong 


* a t E 1 E R al R E c x | G F R A T 0 q in the compartment they control. 


Two Built-in Thermometers 
one in the refrigerator, one in the freezer, always 
accurate. 


Two Jumbo Fruit and Vegetable Fresheners 
topped with “See-Thru” glass shelf for easy visibility. 


Freezer Storage Space for Over 70 Lbs. of Food 
with a full horizontal contact plate for home freezing 
foods. 


Space Saving “Hideaway” Ice Cube Compartment 
cubes fast frozen, easy to remove from lever-type 
trays. 


Fresh Cold Refrigerator Principle Protects Food 


prevents discoloration, dehydration, stops transfer of 
food flavors, eliminates need for covered dishes. 


No Defrosting . . . No Water Pans to Empty 


Trouble Free Condensing Unit 
silent as can be, super powered for longtime service, 
sealed in a lifetime supply of oil. 





DEALERS: 


MODEL FR-9 
MODEL 200-S 


102 JULY, 1949—ELECTRICAL MERCHANDISING 





Compare 
' Abnanes FR-9 
VALUE FOR VALUE SELL Jnana 


Lifetime, All Steel Welded Frame 


for extra strength, extra rigidity, extra durability. 


Non-Rusting, Aluminum Freezer Interior 

built on the famous Zero Wall principle of all 
AMANA FREEZERS. 
All Over Efficient Insulation 
in every part of refrigerator, freezer, cabinet doors. 
Non-absorbent, non-sagging, vermin-proof. 
Heavy Gauge Stainless Steel Toe Plate 
protects cabinet against scuffing when loading. 
Cabinet Completely Sealed Against Heat & Moisture 
Vapor 
Strongest Refrigerator Doors Ever Made 
cross-braced and steel-reinforced with individual ad- 


justment in each door to maintain perfect alignment. MODEL 60 


@ “Arm-Level” Handles—Remote Roller Latches on 
Each Door 

new type catch “pulls” door to a perfectly sealed 
position. 


Roller Bearing Hinges on Both Doors. All HERE’S AN 
Shelves Made of Lifetime Solid Stainless Steel 


polished to a gleaming finish—used lavishly through- Abnana EX I RA 


out cabinet interior for lifetime durability. 
A SIX-CUBIC FOOT 


Flexible Interior Fits Every Need HOME FREEZER THAT 
all shelves are completely interchangeable as you SELLS FOR LESS THAN 
like them. $200.00! 


5 Year Protection Plan 















Don't Follow The Leader... 


JOIN THE LEADER! 








MODEL 110 


MODEL 25-S 


Refrigeration Division 


7 ALC LAR AMANA SOCIETY 


Amana 16, lowa 


] Send full details of Amana’s profit-making dealer 
Amana SO nee 


[_] | am interested in a FREE frozen food demonstration in my 
store, as conducted by your HOME ECONOMIST. 


AMANA, IOWA te OF SOR 


ADDRESS 
CITY ZONE STATE 
DEALFR’S NAME........ 
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Why Is It easy 
to keep 








clean?” 











Whether vour customers ask this ques- 


tion about stainless steel in cooking uten- 
sils, range parts, refrigerator shelving or 
any other product, here’s an answer that 
will satisfy the most doubtful. 


Stainless has a bright, smooth, hard 
surface that stays that way — will be as easy 
to clean years from now as it is today. Soap 
and water does it every time in normal 
usage. 

What a sales help it is when you have 
this and other information about Armco 
Stainless qualities ready for every question. 
You clinch the sale without having to 
worry about a third degree from the 
interested type of shopper pictured above. 

Anow your stainless and tell them about 
it. Tell them of its long life and its great 
strength at high temperatures. Tell them 
that it’s rustless and durable, is not affected 


ARMCO STAINLESS STEELS 











by food and fruit acids, will not easily 
dent or scratch. There is no plating or 
coating to wear off and become rough — 
it’s solid bright metal all the way through. 


If your suppliers’ literature doesn’t 
inform you where stainless is used in the 
products you sell, ask them to give you the 
specifications; so you can take full advan- 
tage of this important talking point. It 
will mean bigger profit for the store and 
more money in your pocket. 

Remember, too, that the Armco tri- 
angle trademark is known to millions as a 
mark of special quality in steel. It has been 
advertised in popular national magazines 
for thirty-five years and is a proved selling 
point for a retail salesman. Armco Steel 
Corporation, 167 Curtis Street, Middle- 
town, Ohio. Export: The Armco Inter- 
national Corporation. 
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Scheduled Meetings 


CHICAGO MARKETS 
Merchandise and Furniture Marts, 
Chicago, Ill. 
July 5-16 


NATL. APPLIANCE & RADIO 
DEALERS ASSN. 
Hotel Sheraton, Chicago, Ill. 
July 10-11 


NATL. HOUSEWARES & HOME 
APPLIANCE MFRS. EXHIBIT 

Nat!. Housewares Mfrs. Assn. 
Auditorium, Atlantic City, N. J. 
July 11-15 


AMERICAN WASHER & IRONER 
MERS. ASSN. 
Semi-Annual Meeting 
Mackinac Island, Mich. 
July 14-16 


29TH CALIFORNIA GIFT SHOW 
Les Ange'cs Trade Fair, inc. 

Les Angeles, Calif. 

July 24-29 


MUSIC INDUSTRY TRADE 
SHOW & CONVENTION 
Natl. Assn. of Music Merchants 
Hotel New Yorker, New York, N.Y. 
July 25-28 


WESTERN SUMMER MARKET 
Western Merchandise Mart, 


San Francisco, Calif. 
August 1-6 
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Hamilton Beach Sets Up 
Unique Dealer Contest 


Hamilton Beach Co., a division of 
Scovill Mig. Co., Racine, Wisc., is 
presen.ly conducting an unusual ‘Get 
Acquainted” contest highlighting the 
company’s new food mixer, it has been 
announced by Fred S. Tuerk, Hamil- 
ton Beach sales manager. Open only 
to bona fide dealers and their em- 
ployees, the competition is offering a 
new Ford sedan as first prize with 101 
other rewards including wardrobes 
for men and women, luggage, vacuum 
cleaners and food mixers. 

Mr. Tuerk stated that what makes 
the contest so different is the fact that 
there is nothing to buy, nothing to sell, 
no displays to erect nor any box tops 
to be sent in. “All we ask folks to do,” 
he said, “is to examine and try the 
features of the new Hamilton Beach 
food mixer with bowl control, Mix- 
guide, one hand portability, full power, 
guarded beaters, ever-turning bowl 
and juice extractor, and tell us in 25 
words which feature they like best.” 
He added that the Reuben H. Donnel- 
ley Corp. will decide which dealers 
and employees are the winners. 

All entries must be postmarked not 
later than August 15, 1949, and mailed 
to Hamilton Beach Contest Board, 
P.O. Box 5709, Chicago 77, III. 


Conrac Produces Video 
Sets Without Cabinets 


Aimed at helping dealers meet the 
demand for television in custom-built 
cabinets or installed in the home, Con- 
rac Inc., Hollywood, Calif., is cur- 
rently manufacturing video sets with- 
out cabinets, according to E. Z. 
Walters, president. The firm recently 
announced its television line following 
the purchase of Peyton Television Co., 
Glendora, Calif. 
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HARDER-Freez 





HELPS YOU SELL 











HARDER-Freez has a sure-fire sales program for YOU, 
Mr. Distributor—and YOU, Mr. Dealer! Every HARDER- 
Freez field man is a trained expert—veteran of hundreds 
of retail calls — experienced in conducting dealer and 
consumer meetings. The HARDER-Freez program rep- 
resents a developed method —tried, tested and working 
—ask ANY HARDER-Freez distributor or dealer! Write 
Tyler today for further details. 


TYLER FIXTURE CORPORATION, NILES, MICHIGAN 
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HOME HEATING IN 


THE KIND OF VOLUME SELLING 
YOU CAN DO WITH THE 
EVANS LINE 


The need for automatic heat is un- 
thanged by this buyer’s market. 
Industry estimates indicate a sales 
potential of from 900,000 to 
1,250,000 units in 1949. The current 
abnormal inventory condition 
taused by past oil shortages will 
satisfy only 25% of the demand. 

This leaves a huge unsaturated 
market. The Evans line meets that 
home owner demand. With it you 
have a better opportunity to get a 
Profitable share of your local space 
heater market. 


Evans has a known reputation for 
supporting their dealers with sales 
producing advertising and promo- 
tion. Evans programs have effec- 
tively penetrated the markets where 
space heaters are sold. Evans pro- 
motions have always been designed 
to provide sales impressions in your 
local territories. They are built around 
the customer benefits that you can 
demonstrate . . . that home owners 
want and need. Evans promotions 
talk the customers’ language and 
give dealers SALES POWER. 


ose 
DUSTRY 


EVANS HAS AN OUTSTANDING 
RECORD OF BACKING UP THEIR 
DEALERS DURING SELLING SEASON 


HOW EVANS WILL CONTINUE 
TO BE A PROFITABLE FRANCHISE 
YEAR AFTER YEAR 


Evans record of product develop- 
ment is unparalleled. It is ample 
evidence of the constant research, 
design and engineering that is di- 
rected to making Evans Heaters a 
better buy. 

Evans heaters offer a recognizably 
better value than any other heater 
in the industry. You can depend on 
Evans for originality in engineering 
and design that will give you the 
sales advantages you need to sell, 
the sales advantages that mean 
volume... and profits. 





ASK ANY OF THE 
MORE THAN 10,000 EVANS 
DEALERS THESE 
IMPORTANT QUESTIONS 


@ Does the Evans Line have 
the features that customers 
want? 


(2) Is it true that the Evans Line 
is the easiest line to service 
and that the actuary of 
service is remarkably low? 


© Do customers respond to the 
revolutionary styling of the 
Evans product? 


O Has Evans backed up its 
dealers with sound mer- 
chandising and two-fisted 
promotions that move mer- 
chandise? 


5] Is the Evans Line competi- 
tively priced to meet today’s 
buyers thinking? 


Evans dealers can teil you the 
right answers to these im- 
portant questions from ex- 
perience. 





We cordially invite you 
to visit us at the 
AMERICAN FURNITURE MART 
JULY 5 TO 17 
You'll see the entire Evans Line 
at our bocth 541-B 











HEATING & APPLIANCE DIVISION 





») EVANS 
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PLYMOUTH, MICHIGAN 
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> Reasons 


for the Popularity of 
Appliances Powered with... 
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Series motor parts for drink 
mixers, food mixers, and 
other household appliances. 


\ 








Because Lamb Electric Motors 
are designed and built to 
meet the exact requirements 
of each particular application, 
they provide: 





Universal motor, requiring 
minimum attention, for port- 
able devices and applications. 


1. Good Performance 
2. Thorough Dependabilty 


3. Compactness and Light 
Weight 


These qualities of Lamb Electric 
Motors have proved to be 
important factors in winning 
product popularity. 





Shaded pole fan motor with 


rubber grommeted lugs to 
assure quiet operation. 


THE LAMB ELECTRIC COMPANY 


KENT, OHIO 


? nb Electic 


SPECIAL APPLICATION 
FRACTIONAL HORSEPOWER 


MOTORS 
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Four Month Refrigerator And Video 
Production Improves Over Last Year 


April appliance manufacture fails 
to match previous month’s totals 


as output on all 


Manufacture of all 
during April 


electrical ap- 


pliances dipped under 


March production, according to the 
latest industry statistics, as not a 
single category showed an advance 
over the previous month’s output. 


More encouraging, however, was the 
increase of refrigerator and television 
production for the first four months 
of the year as contrasted with the 
corresponding period in 1948. 

April output of electric refrigerators, 
according to the Natl. Electrical 
Mirs. Assn., was 335,092 units as com- 
pared with 382,861 in March for a 
total of 1,462,821 during the first four 
months of 1949. While the April sta- 
tistics were 3.84 percent under the 
348,461 refrigerators turned out dur- 
ing the same month last year, the 
Jan.-April total for 1949 was 13.30 
percent above the 1,291,139 units 
manufactured during the same period 


in 1948. 

Favor Freezers In April 
“Freezers, the NEMA report indi- 
achieved a mark of 21,441 
units in April, as against 27,204 dur- 


cates, 


ing March, for a total of 100,090 
freezers produced during the 1949 
Jan.-April period. April total was 


43.13 percent below the 37,703 units 
put out in April 1948 while four month 
figures were 34.97 percent under the 
153,449 freezers manufactured during 
the same months the year before. 


Electre range production, which 
reached 60,739 units in April as 
against 88,934 the previous month, 


was 42.85 percent under the 106,289 
units of April 1948. First four months 
total of 347,925 was 21.92 percent 
under the 445,612 ranges produced 
during the corresponding period last 
year, according to NEMA. 

April production of water heaters 
totaled 38,711 units as against 41,339 
in March as the month’s output was 
34.30 percent below the 58,923 water 
heaters to run off factory production 
lines in April last year. Jan.-April 
aggregation of 152,818 was 35.33 per- 
cent below the 236,304 units manu- 
factured during the same time a year 
ago. 


Vacuums And Ironers Dip 


The 252,656 vacuum cleaners pro- 
duced in April were not only less 
than the March output of 309,897 
but also 17.59 percent under the 
April 1948 manufacture of 306,588 
units. First four month total of 1,- 
032,589 was 19.16 percent below the 
1,277,724 vacuum cleaners produced 
during the same time last year. 

Ironers slumped to 17.800 units 
during April as contrasted with the 
23,500 units registered for March. 
April output was likewise 62.38 per- 
cent below the 47,319 ironers turned 
out in April 1948. Similarly, the first 
four month mark of 97,550 was 49.42 
percent less than the 192,848 units 
produced during the same time the 
year before. 


Washers Fail To Gain 


Standard washing machines of the 
electric and gas engine type, accord- 
ing to industry estimates, totaled 


SULY, 


lines tapers off 


194,900 units during April as against 
254,300 washers for March. Jan.- 
April total this year was 835,600. 
The April output was 51.55 percent 
below the 402,257 units manufactured 
during the same month in 1948 and 
the first four month total was 45.71 
percent less than the 1,539,123 units 
produced during the same time a 
year ago. 

All types of radio and _ television 
sets, according to the Radio Mfrs. 
Assn., totaled 673,005 units during 
April as against 861,147 in March 
for a four month total of 3,081,561. 
April production was 43.08 percent 
below the 1,182,473 sets turned out 
during the same months in 1948, and 
the four month statistics were 44.32 
percent below the 5,534,769 units man- 
ufactured during the same period the 
year before. 


Four Month TV Ahead 


Although production of television 
sets in April reached a total of only 
166,536 units, as compared with the 
record-breaking mark of 182,361 sets 
of March, for a four month total of 
589,073, April production was 259.38 
percent above 46,339 units made in 
April last year. Likewise, the 1949 
Jan.-April period showed a_ healthy 
boost of 258.39 percent over the 
164,366 video sets produced during the 
same period in 1948. 

All types of radios totaled 506.409 
for April as contrasted with 678,786 
in March for a four month total of 
2,492,488. April output was 55.42 
percent less than the 1,136,134 sets 
turned out during the same month in 
1948. The Jan.-April period was also 
53.59 percent under the 5,370,403 re- 
ceivers manufactured during the same 
four months last year. 


(STATISTICAL SUMMARY ON PAGE 
112) 


Distributors See Good 
Kitchen Sales Potential 


Kitchen business is the one bright 
spot in their appliance picture, the 
presidents of 10 appliance distributing 
firms agreed at a recent sales con- 
ference with executives of Mullins 
Mig. Corp. in Warren, Ohio. Accord- 
ing to W. G. Peirce, vice-president, 
Peirce-Phelps, Inc., “the one to watch 
under today’s conditions is the small 
dealer operation where the owner 
himself takes an active interest in 
selling kitchens, or gives an enthusi- 
astic salesman a free hand.” George 
Duge, president, Duge Distributing 
Co., stated that the well-trained 
kitchen dealer has an advantage over 
retailers in other white goods because 
he is able to offer the housewife an 
extra service in helping her plan the 
most important room in her home. 

Charles A. Morrow, vice-president 
in charge of merchandising, Mullins, 
said that the conference was the first 
of a series of meetings which will 
bring together the presidents of all 
company distributing firms to factory 
headquarters instead of holding a 
single national convention. 


1949—ELECTRICAL MERCHANDISING 








watch-wait- 


you'll whistle 


whew you wee thom! 






























































PAGE 110 


SIGNED 


SS 


¥ ~~ 








g 
Ay 


The Bonderite seal can influence sales for you. How? By 
presenting visible proof of an invisible added quality 
on an appliance. The Bonderite seal means that this 
appliance will look better longer. 


Bonderizing creates a paint-holding surface on metal. It 
resists rust and corrosion, making a scratch through the 
paint a minor mishap instead of a major calamity. 


Your customers know nationally-adver- 
tised Bonderizing for what it is and what 
it does. They'll know what you mean 
when you point to the seal and say, ‘This 
appliance will look better longer because 
it’s Bonderized’’ 


Bonderite, Parco, Parco Lubrite—Reg. U.S. Pat. Off. 


ee 


am PARKER RUST PROOF COMPANY 


2164 East Milwaukee Ave. _ « 


Detroit 11, Michigan =_-—~~~ 


BONDERIZING Holds Paint to Metal... PARKERIZING Inhibits Rust ... PARCO LUBRIZING Retards Wear on Friction Surfaces 
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PRACTICAL USE of the new Westing- 
house freezer is quickly demonstrated at 
the introduction of the unit in Atlanta, 
Ga. Charles A. Collier, Georgia Power, 
(left) and G. H. Meilinger, household re- 
frigerator manager, Westinghouse, (right) 
watch Bill Creech, Westinghouse electri- 
cal appliance manager in Atlanta, show 
Betty Parker of the utility some of the 
finer points of freezer storage. 


First Westinghouse Freezer 
Bows for Atlanta Dealers 


Westinghouse’s .first entry in the 
home freezer field, a six cubic foot up- 
right model, made its bow last month 
in Atlanta, Ga., for dealers and sales 
personnel of the Georgia Power Co. 
Second new product to be introduced 
by Westinghouse since the war (first 
was an electric dryer), the $269.95 
freezer will not be given natio-:wide 
promotion push until production 
reaches a peak sometime next fall and 
all geographical territories have been 
sampled. 

G. H. Meilinger, manager of home 
refrigerators for Westinghouse, offered 
an obvious reason for holding the first 
dealer presentation in Georgia. The 
state, he said, offers the greatest po- 
tential sales market in the nation, has 
had a tremendous increase in rural 
income and in industrialization. 


Philadelphia’s “Big Ten” 
Works Cooperatively 


A successful group of cooperating 
television and appliance retailers in 
Philadelphia and vicinity called the 
“Big Ten” recently took time out to 
celebrate its second anniversary. Ac- 
cording to Frank Taylor, secretary, 
the organization cooperates in news- 
paper, radio, television and direct mail 
advertising as well as buying as one 
unit. They are not competitive since 
their locations cover the entire market 

Savings by acting as one group are 
emphasized by the organization’s sum- 
mary of advertising from May 1947 
to May 1949. The total cost of line- 
age in the 1947-48 period was $25,- 
187.09, the distributor cost $11,732.16, 
the group cost $13,454.93 for an aver- 
age of only $1,477 per member. In the 
1948-49 year, lineage investment was 
$16,311.82 with $20,888.25 used in 
broadcasting for a total of $37,200.07 
The distributor cost on this was $18.- 
539.88, the membership cost as a whole 
$18,660.19 with the individual dealer 
paying a mere $1,866.02. 

Among those who heard Mr. Taylor 
give this report as well as plans for 
the new year were E. C. Bonia, gen- 
eral sales manager, Radio div., Bendix 
Aviation Corp.; Raymond Rosen, RCA 
distributor in Philadelphia; and 
Trevor Peirce, Peirce-Phelps, distrib- 
utor. 
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4 EXCLUSIVE EXTRAS AT 


3- minute Automatic Spin-rinse 

has been a sensation since its 
introduction. First new idea in rins- 
ing in years! Pays off in sales because 
it’s one of the most exciting single 
washer features you ever had to 
demonstrate in your store! 


Moral: It’s easy to train spectalty salesmen if you give them exclusive features to 








Built-in Water Filter is another 

Easy first for good old-fashioned 
specialty selling. Easy’s ‘‘Clean- 
flow” washes the water before it 
washes clothes. Removes water 
supply-pipe rust and similar staining 
impurities fora whiter, brighter wash! 





FULL SIZE ECONOMY MODEL Spindrier 
with famous, speedy 2-tub principle is a 
wonderful special value for customer buy- 
ing-action .. . at today’s rock-bottom price. 


Every day more women say — 
it’s EASY for me!” 
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EASY AUTOMATIC IRONER opens your 
door to extra profit! Free ‘Self-Teacher 
Picture Book” with every Ironer cuts down 
demonstration time. Keeps Ironer sold! 


1949 
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Easy’s Famous Spiralator gets 

clothes really clean, fast! Drop 
a red ‘tracer cloth’”’ in the tub to 
demonstrate how Spiralator roll- 
over washing action makes room 
for more clothes, washing a// pieces 
in a// parts of tub! 





EVERY SMALL FAMILY, every new mother, 
every apartment dweller is a hot prospect 
for the portable Easy Whirldry. Washes, 
rinses, damp-dries in one compact tub. 
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NO EXTRA COST 


Handy Swing Faucets are a dra- 

matic addition to Easy’s con- 
venience feature story. Just swing a 
faucet to save hot suds for re-use, 
rinse, fill and empty washer! Easy 
Washing Machine Corporation 
Syracuse 1, New York. 


demonstrate. That's why specialty-minded dealers choose Easy as their top-profit line. 





WANT TO WOW 'EM WITH A WRINGER? 
Here's the biggest, best-looking “packag« 
on the market... with famous Spiralator 


action. Plus exclusive overload switch! 


See us at the show! 
Room 1464 Merchandise Mart 
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Easy to Sell 


BECAUSE IT’S 


Easy to Install 








it’s the new profit-making 


Hunter 
PACKAGE ATTIC FAN 


SELL THE BIG MARKET—You make 
more sales, easier, with the Package Fan 
because it can be sold “installed” for less 
than any other attic fan of comparable qual- 
ity and performance. Built-in shutter, switch 
and trim eliminates cost of installing acces- 
sories. No suction-box needed. 


COMPACT DESIGN—Only 38” x 40”. 
Fits low attics and standard hallways. Avail- 
able in two capacities: 7300 and 9500 CFM. 
Air delivery ratings certified. 


HUNTER QUALITY—Quiet, dependable 
operation assured by Hunter's 63 years’ fan- 
making experience. Approved for safety by 
Underwriters’ Laboratories. Fan guaranteed 
5 years, motor and shutter 1 year. 


Cools the entire house 


A complete air change once each 
minute for average-size house. 


Hunter Fan & Ventilating Co., Inc., Memphis, Tenn. 
Exclusive Fan Makers Since 1886 











Mail Coupon for 
Hunter Profit Story 


























Hunter Fan & Ventilating Co., Inc. 
398 South Front St., Memphis, Tenn. 


Please send complete details on your 
new Package Attic Fan. 


Firm 
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Manufacturers’ Sales, 
Appliances and Radio 


COFFEE MAKERS, POTS & 
URNS — Metal & Glass 


(NEMA Member Sales, Not Industry) 


Apr. 1949... 46,077 
Apr. 1948........... 37,868 
MB Phos. VOGP. «52 cee 157,415 
rr 233,647 
©% Change versus 1948: 

NS NR sca ala’) biases +21.68% 
i Ws twa rcnenass — 32.63 


FREEZERS, Home & Farm 
(NEMA Member Sales, Not Industry) 


"es, SES 21,441 
Age. * 1948. .... 37,703 
4 Mos. 1949.. pan aeteaye 100,090 
4 Mos. 1948............. 153,449 
©), Change versus}1948: 

Apr. 1949 —43.13% 
Ags. 1948..........-+- — 34.11% 


HEATERS, Convector & Radiant 
(NEMA Member Sales, Not Industry) 


ae 2,066 
Apr. 1948............. 10,704 
oy ee eae 27,302 
CO Se cacavancess 162,751 
©, Change versus 1948: 

Aor. 19040..........05. —80.70% 
na — 83.22% 


HEATING PADS 
(NEMA Member Sales, Not Industry) 


eee 9,902 
Ags. 1008............. 12,000 
4 Mos. 1949. . 91,897 
I I cc riacacen ae is 126,048 
©, Change versus 1948: 

i VR ccxc canes ees —17.48% 
3 ee —27.09% 


HOTPLATES & STOVES : 
(NEMA Member Sales, Not Industry) 


oS Sareea 19,046 
Pe) SE a 3s oe cowed 25,747 
Bites. COUP. ..... 0 ccccsss 78,982 
Se 148 348 
% Change versus 1948: 

Ps ME ss bscie anea oe — 26.03% 
See —46.16% 
IRONERS 


(Industry Estimate by American Washer 
& lroner Mfrs. Assn.) 


ee 17,800 
ee ME eee paues 47,319 
BI ne cseskes 97,550 
I WI + hone kacagins 192,848 
©, Change versus 1948: 

Tb I oa aime awe —62.38% 
BE, FI es cetccnacna —49.42% 
IRONS 

(NEMA Member Sales, Not Industry) 
Apr. 1949............. 164,458 
a, Se eee 259,909 
4 Mos. 1949............. 1,173,365 
4 Mos. 1948............. 1,542,745 
% Change versus 1948: 

ee SL Va swaaccunes — 36.72% 
BO TE 6b vadineeen —23.94% 
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RADIO RECEIVERS, All Types 
(Radio Manufacturers’ Assn.) 


fae, WOMB... 5 ons n es 673,005 
SS eee 1,182,473 
4 Mos. 1949............. 3,081,561 
4 Mos. 1948............. 5,534,769 
© Change versus 1948: 

a is — 43.08% 
A: GOs vines ive ceases — 44.32% 
TELEVISION RECEIVERS 

(Radio Manufacturers’ Assn.) 

Apr. 1949..........2. 166,536 
Re. 5. s'e nae acer 46,339 
4 Mos. 1949............. 589,073 
i ee 164,366 
©. Change versus 1948: 

OSS a +259.38% 
eS Se +258.38% 
FM-AM RECEIVERS 

(Radio Manufacturers’ Assn.) 

a 37,563 
ee, ance, 90,635 
Ss WU og oticceaeees 355,481 
I es dviiciccencaes 528,464 
© Change versus 1948: 

a eee ~58.56% 
SS ae — 32.73% 


AM RECEIVERS 


(Including Automebile & Battery Re- 
ceivers—Radio Manvfacturers’ Assn.) 


Apr. 1949............. 468,906 
BN acc unions 1,045,499 
BO WOUDG chainciwnnis 2,137,007 
DP Keewaecceses 4,841,939 
% Change versus 1948: 

Apr. 1949..... —55.15% 
4 Mos. 1949....... —55.68% 
RANGES 

(NEMA Member Sales, Not industry) 
Apr. 1949...... 60,739 
Apr. 1948....... 106,289 
4 Mos. 1949....... 347,925 
4 Mos. 1948...... 445,612 
% Change versus 1948: 
ee Se —42.85% 
4 Mos. 1949...... —21.92% 
? 

REFRIGERATORS Vj 
(NEMA Member Sales, Not Industry) 
Apr. 1949*. . 335,092 
Apr. 1948..... 348,461 
4 Mos. 1949*..... -.. 1,462,821 
PS ee 1,291,139 
% Change versus 1948: 

Apr. 1949..... . 3.84% 
4 Mos. 1949...... . +1330% 


*One less mfr. reporting in 1949 
(Continued rie 116) 
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NOW .. New and Improved! 


PAKA'WAY » 52! 


TRADEMARK REGISTERED 








GREATER CAPACITY 
GREATER CONVENIENCE 
GREATER BEAUTY 
GREATER VALUE 
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aapice SELL 


See the New Automatic alarm bell * Interior lighting * Fingertip auto- 
PA KeAreWAY matic latch with built-in lock * Counterbalanced doors * 


Improved hardware * Ice cube maker * Sealed-in space 


b 0 ME FREEZERS saving insulation * Removable shelves and dividers * Re- 






at the movable food storage baskets * Handy accessible tempera- 
ture control * Recessed toe space * Baked Dulux enamel 
FURNITURE SHOW finish * Extra coiling for faster freezing * Welded steel 
IN CHICAGO frame * 5 year warranty (optional) * Hermetically sealed 
JULY 5 TO 16 refrigeration unit. 


PERMANENT DISPLAY AT 
1188 MERCHANDISE MART 








MADE BY 





Manufacturers of 





SCHAEFER Ice Cream Cabinets, CLEARVIEW Merchandising 


SINCE 1929 ° MINNEAPOLIS 
Display Cabinets and PAK-A-WAY Home Freezers. 
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Visit the RCA Victor exhibit 


The SUMMER FURNITURE MART 


The N.A.M.M. SHOW, Hotel New Yorker 


a an AAS J , 
riandsome ricrures... 


at an amazingly low, low price... 
that’s the selling appeal of the table 
model RCA Victor 9T240. It’s a 

grand new value that offers improved 
ive Witness Television on a big 
61-square inch screen—at a lower price 
than 52-square inch reception. Multi- 
Channel Station Selector makes pro- 
gram selection easy and precise ... 
helps you sell during demonstrations. 
Like all RCA Victor instruments, the 
YT240 has a faster turnover .. . because 
it offers your customers highest possible 
quality at a fair price. 


HAS THE 





ONLY RCA VICTOR MAKES THE VICTROLA 
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ONLY RCA VICTOR . — 


DIVISION OF RADIO CORPORATION OF AMERICA 


JULY, 1949—ELECTRICAL MERCHANDISING 


“Victrola” —T. M, Reg. U. S. Pat. Off. 
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Here's why your protits 
are greater with this 


RCA VICTOR 


Higher qualiy and ouistending seling points of” 
MLL RCA VI CTOR wmstHuments heep Tuinover high / 
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> 61-SQUARE INC | : 
SCREEN! Yes, RAN aioekse NEW LOW PRICE FOR SAME 


HIGH QUALITY !—Your customers 
will go for the amazing quality of the 
new RCA Victor 91240... bearing the 
lowest price tag for any comparable set 
in RCA Victor's ten years of commercial 
television activity. It’s the result of 
manufacturing and engineering improve- 
ments which resulted in higher quality 





Witness Television on a wide 61- 
square-inch screen...and at a lower 


ost Sra 


price than 52-square-inch recep- 
tion. Improved Picture Synehro- 
nizer locks images in tune with send- 
ing station . . . strengthens noise 
immunity. 


at lower cost. 





THE 917240 IS EASY TO DEMONSTRATE ... 
EASIER TO SELL!—The big screen, amazingly low price, 


and outstanding quality ... coupled with the magnificent new 





Consolette Base . . . make it a best seller. MATCHING CONSOLETTE BASE!— 

Remember—the 9T240, like all RCA Victor instruments, is Carries out the delicate graining and the fine 
consistently plugged by dynamic RCA Victor advertising. You stripe seen on the front panel of the 91240. 
turn this demand into profits when you display, advertise and Finished exquisitely to match the set .. . it 


places the receiver at the correct height for best 
viewing. It eliminates placement problem, adds 
beauty—is offered at a modest extra cost. 


demonstrate RCA Victor instruments! 





RCA VICTOR—World Leader in Radio... First in Recorded Music... First in Tel 
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For Your New Refrigerator. . . For Tray Replacement 


PLASTRAY 


Features Individual Self-Leveling Plastic Cups 


in Beautiful, Gleaming Solid Aluminum Tray 


The new Plastray has advantages every housewife will 
demand in ice cube trays. Convenient—ice cubes 

pop out of the individual cups at finger pressure. 

Cups are made of unbreakable polyethelyne plastic. 
Economical—use one or two cubes and leave the 

rest in the refrigerator. Cubes are extra large, 

and with the new self-leveling feature are uniform 

in size and shape every time. For her new or old 
refrigerator, today’s housewife will insist on convenient, 
economical! Plastray. 


MODEL “A” PLASTRAY — Bright blue or silver anodized aluminum tray 
containing 12 large drain edge easy release Jiffy Cube cups. Size: 111,” x 
137," x 11". List price $1.95. 

MODEL “B” PLASTRAY -— For apartment size refrigerators, contains 8 
large Jiffy Cube cups. Size: 934” x 35%” x 11/2”. List price $1.49. 

MODEL “X-12” LARGE ICE CUBE CUPS—Package of 12. List price $1.00. 
MODEL “D-6” DESSERT MOLDS — Double size cups for frozen desserts 
and giant ice cubes. Package of 6. List price $1.00. 


SEE US AT THE SHOWS... 


At Chicago — American Furniture Mart m At Atlantic City — National Houseware Show 


July 5-16, Space 49, 17th Floor July 11-15, Convention Hall, Space 808 


PLAS TRAY CORPORATION 


823 Fisher Building, Detroit 2, Michigan @ In Canada: Fox Agencies Lid., Port Credit, Ontario 
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Manufacturers’ Sales 


ees CONTINUED FROM PAGE 112 oe 


ROASTERS 

(NEMA Member Sales, Not Industry) 
Apr. 1949*............ 11,371 
Apt. 1948............. 48,729 
4 Mos. 1949*............ 103,806 
Be CUR once vvcccees 182,198 
% Change versus 1948: 

Apr. 1949...........0. ~16.66% 
ME, Ws on we aesecen —43.03% 


*One less mfr. reporting in 1949 


TOASTERS 

(NEMA Member Sales, Not Industry) 
Apr. 1949............. 198,926 
NS rere 304,593 
4 Mos. 1949..........--. 1,168,386 
WR Bcc cineca v cee 1,208,222 
% Change versus 1948: 

PR GE nw vena deaws — 34.69% 
oS Se —3.29% 


VACUUM CLEANERS 


(Vacuum Cleaner Mfrs. Assn.—Industry 
Estimate) 


as WOOD... cc ccccens 252,656 
SS Serer. 306 588 
4 Mos. 1949...........0. 1,032,589 
eens 1,277,724 
&% Change versus 1948: 

Pe | Me veccccenscea —17.59% 
s.r —19.16% 


WAFFLE IRONS 
(NEMA Member Sales, Not Industry) 


' 3 aaa ee 36,725 
RE: Bes seresascces 143,163 
Py Px ckicncoecce 203,366 
Pe Se 522,055 
% Change versus 1948: 

SS. eee —74.35% 
, Ce i vkcccesanss —61.05% 


WASHING MACHINES, STAND- 
ARD—Electric & Gas Engine 


(Industry Estimate by American Washer 
& lroner Mfrs. Assn.) 


eT ica 194,900 
Oe. sce snewics 402,257 
RR WEsséscdvvsees 835,600 
Be, PO ets veee ences 1,539,123 
% Change versus 1948: 

SS eee —51.55% 
Aer . —45.71% 


WATER HEATERS, Storage Type 
(NEMA Member Sales, Not Industry) 


i 38,711 
a eS 58,923 
eee 152,818 
I SE adonnewasinas 236,304 
% Change versus 1948: 

0 ee —34.30% 
Sa. We istnveweenes —35.33% 
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42’ CABINET SINK WITH DRAWER 


High quality—low cost 








Here is maximum utility in minimum space... exactly what today’s 


t buyers are looking for ... to meet the space needs of apartments 
. QUALITY AND CONVENIENCE FEATURES and compact home kitchens, and also to fit today’s tightening 
7 Acid-resisting vitreous porcelain enamel top, 4” budgets. 

: back splash, 3” utility ledge with soap recess; Every inch of this 42” model represents standard Morton quality. 
chromium-plated swing-type faucet; right- or left- Every convenience is afforded ... modern swing-type faucet, crumb 
hand drainboard; drawer and ample storage ae si : d b 1 . Hiek iey 

, siete “tatiana” Gok in eal tn Waite cup strainer, roomy drawer, and storage space below. High quality 

Z ... at low cost! 

This 42” beauty rounds out the Morton dealer's cabinet sink line 
with a value-leader that means volume. Investigate! Write us today, 
and we'll immediately put you in touch with the Kelvinator dis- 

- tributor who handles Morton products in your territory. 

1 

13 

8 MORTON MANUFACTURING COMPANY 

4 

General Offices: 5125 West Lake Street ° Chicago 44, Illinois 

7o 

To 
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THE SILEX COMPANY, HARTFORD 2, CONN. * MAKERS OF VACUUM 
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ia Get in the Profit Picture 


NOW with WILEX 


TRADEMARK REGISTERED U, S, PAT. OFF, 








Let’s not shed any more tears for what the glass coffee maker business has been through 
these last 18 months! Readjustments have been violent —as in most industries. They’ve 
hurt us and they’ve hurt you. 


But the situation has been gradually changing. Off brands have been weeded out. Over- 
stocked inventories have been liquidated. In a coast to coast survey which we have just 
completed, 87% of all dealers interviewed (department stores, appliance, hardware) reported 
their stocks normal or abnormally low. There is plenty of evidence that the business is 
now stabilized. And at a considerably higher level than pre-war! 


The decks are clear and the future is bright for the dealer who features Silex—the name 
everyone knows. For Silex — who pioneered the field and made the market — leads again 


merchandise and prices your customers are waiting for! 


” / SILEX MANHATTAN 


poi REDUCED TO ‘Qe 


Silex is first to return to a pre-war price! And we’ve 
done it on our top-selling model—the work horse of 
the Silex line—the best selling glass coffee maker in 
the whole field. 


Look at these features: “Open-Flo” Filter —a new 
Silex development that gives perfect, faster filtration. 
Filter cloth washes in a jiffy. Pyrex brand glass. Wide 
neck for easy pouring and washing. 8 Cup capacity. 


Formerly $3.95—at $2.95 you can’t miss! 





H: / COFFEE MAKER 


eek 
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BOOM HEADED YOUR WAY! 


ey / ZILEX COMBINES METAL 
AND GLASS 





Here’s the coffee maker so many of your customers have 
wanted. It’s the OLYMPIC Model—a coffee maker that 
combines the durability of a metal top with the brew- 
making superiority of a glass lower bowl. The OLYMPIC 
will move out fast when you call attention to these three 
big selling features: 








@ Therm-O-Vent, exclusive 
with Silex, controls flavor — 
makes it possible to brew 
2 to 8 cups of delicious full- 
bodied coffee in the one 
coffee maker. Look for the 
name on the stem. 


1. Heavy gauge Aluminum Upper Bowl 
2. Therm-O-Vent assures perfect flavor control 


3. Makes from 2 to 8 cups 


The new OLYMPIC Model (Cat. No. OK-8B) priced at 
only $3.75 is available for immediate shipment. 


CONVERSION UNIT (Cat. No. OCK) consists of metal 
upper bowl and plug. Retails for $2.50 


Special Introductory Offer 


— “SELF-STARTER’ ASSORTMENT 





It’s ready to go with the four complete 
units and the two metal uppers with plugs 
that convert practically any glass lower 
into a complete unit. This will bring those 
non-operating coffee makers off the pantry 
shelves. We supply advertising aids — 
posters, newpaper mats, radio scripts etc. 4 OL Fiat Colles BMahare 


. a OK-8B) @ $3.75 ea. . List $15.00 
—to bring the owners into your store. 2° CONVERSION UNITS 











Here’s an untapped market — new busi- (OCK) @ $250¢ea. . . . . 5.00 
ness waiting. It’s yours when you order the Total List $20.00 
SELF-STARTER DEAL and put it to work. You get this assortment at 
Get in touch with your distributor at once! CO ES RE ene 


GLASS COFFEEMAKERS, CANDLELIGHT COFFEEWARMERS, STEAM IRONS 
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The Blanket for the 
1949 


@ Place your blanket 
order now for the new 
Everhot, designed, con- 
structed and styled to 
squarely meet current 
market conditions. 
Stock the blanket 
that this season's 
shopper will be 





leoking for. 





Visit us at 
Atlantic City 
Housewares 

Appliance 

Show 
Space 
644-646 





This new Everhot Electric Blanket has everything that you will find in any 
high quality automatic blanket—plus features that will especially appeal to 
shoppers this year. Exclusive Everhot advancements anticipate the shopper’s 
demand for extra value without extra cost, greater convenience and depend- 
ability—a blanket deal that appeals to thrift as well as pride and comfort. 

The Everhot Comfortrol is the outstanding control device in the blanket 
field. It provides amazing versatility in functioning. It can be set by sight, 
by touch and by ear. It can be set in the dark, and without lifting head from 
pillow. Beauty of blue-grey and ivory plastic case, with large convenient 
temperature selector dial and on-and-off switch fascinates shoppers. Its 
dependability and trouble-free operation delights users. 

Storage of such blankets is definitely a problem in store and home. 
Everhot solves it by supplying as standard equipment—free—a crystal clear 
and permanently pliable plastic case for each blanket. No need to take 
it out to see it. No more shop worn blankets on 
store or closet shelf. Here is blanket sales insur- 
ance as well as blanket sales appeal. 


Appliances designed to Sell as 
well as to use. 





Everhot Rayvector Heater 


Everhot Fan and Heater 


Timer Clock 


THE SWARTZBAUGH MFG. COMPANY, TOLEDO 6, OHIO 


€EVERHOT 
PRODUCTS 


ROASTERS ...HEATERS... APPLIANCES 
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Everhot Air Filo Heater 




















DEMONSTRATION of the “no hands necessary” control which is the basic patent 
behind the Armstrong ironer is given by Mrs. Rhoda Lee Jones as L. O. Reese, vice- 
president and general manager, looks on. The company dates back to 1899 when 
Charles C. Armstrong produced a bicycle lamp. 


Armstrong Marks 50th Anniversary 


Armstrong 


when, in 


bicycle at night. He thought of pro- 


ducing a lamp for a bicycle with the 
fillip of acetylene, which 


additional 
permitted it to give real light. 
Unfortunately the bicycle 


cooked three things at once. 


With this a success, the firm moved 
to Huntington, W. Va., and ultimately 
brought out a major appliance, the 
Armstrong automatic electric range. It 
was a bracket range attached to the 
wall. Some 7,000 were sold to inde- 
pendent power companies but its mar- 
ket disappeared when Samuel Insull 


bought them up for his chain. 


In addition to the automatic range 
and table stove, Armstrong produced 
a Perc-O-toaster, a jack in the box 
toaster, and a waffle iron. Later an 





Products Corp. Hunt- 
ington, West Va., recently celebrated 
its 50th anniversary in the appliance 
business. The firm dates back to 1899 
Columbus, Ohio, an idea 
was born in the brain of Charles C. 
Armstrong, who had grown tired of 
bumping into curbs while riding his 


boom 
ended, and with it the lamp popularity. 
The firm he had organized turned to 
circular lawn sprinklers and figured 
out an ingenious spray pump with the 
aid of a beer pump. In 1912 Mr. Arm- 
strong was one of the early licensees 
under the Marsh patents for resistance 
wire and brought out an electric table 
stove which sold for $12.50 and which 


automatic coffee maker was produced 
which shut off when coffee was ready. 
Portable electric heaters were added 
in 1936 as were chromium plated 
shower heads made of brass. 

In 1938 the company introduced the 
first portable rotary electric ironer 
under the trade name “Armstrong 
Porta-Lectric.” It worked on a basic 
patent which permitted free use of 
the hand while operating the control. 

The vicissitudes of the financing 
of the 20’s threw the firm into the 
hands of some of its bondholders. 

Aided by a low cost plant, plus the 
fact that a lot of the firm’s fuel was 
free gas, rapid headway was made 
under the Reese management. With 
gas heaters, lawn sprinklers and brass 
shower heads, two models of ironers 
and electric heaters, the firm feels 
that it is fairly widely diversified. 

Today H. K. Dalton is president of 
Armstrong Products Corp. L. O. 
Reese is vice-president and general 
manager, R. F. Knight is treasurer, 
H. D. Peck is secretary and produc- 
tion manager, H. M. Jones and W. W. 
Chatfield are responsible for engineer- 
ing and design. With the firm forced 
to make repair parts for merchandise 
that has been in service more than 30 
years, it is believed in Huntington 
that the carryover of goodwill will 
take it easily through the century 
mark, 


PORTABLE electric appliances produced by the Armstrong Products Corp. through the 
years occupy the attention of Howard M. Jones as the firm observed its 50th anniversary 
of appliance manufacturing. According to the company, Mr. Jones was the one “who 


had most to do with them”. 
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Refrigeration Dealers 
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Here’s traffic-stopping advertising for International Harvester 
Refrigeration dealers in the heavy season on the highways. Now, 
when most homemakers are most refrigeration-conscious, the 
great, new International Harvester Refrigerators and Freezers 
take to the road... 








to help sell millions of motorists everywhere! 

Full-color, attention-getting 24-sheet signs are a part of Inter- 
national Harvester’s broad, continuing program of promotion to 
build more sales, bigger profits for refrigeration dealers. Free 
mats for newspapers, radio spot announcements, special show- 
room displays, window posters, direct mail and movie trailers 
are available, too; to tie in tight with Harvester’s extensive 
refrigeration advertising in big-circulation national magazines. 

They’re all right up the dealer’s alley . . . built to tell prospects 
about fine quality, popular-priced home refrigerators and freezers 

. made by International Harvester—a great name in manufac- 
turing, a great NEW name in refrigeration. Built to tell prospects 


where to buy ’em.. . and to bring those prospects in! 


INTERNATIONAL HARVESTER COMPANY 


180 North Michigan Avenue Chicago 1, Illinois 


ONAL HARVESTER 


‘ood. and Faecgerd- 
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This new 


Chromalox 
| Range Unit 
replacement Manual 










Appliance and service men— 
CHROMALOX, largest exclusive electric 
heating unit manufacturer, offers this 
a Unit Replacement Manual FREE! 
20 


ages! New CHROMALOX Units! 
Short-cut service techniques and data 
vital to all service shops! 
It shows how CHROMALOX Replace- 
ment Units save time, money and work 


helps you 
ps y y 


Send for Your Copy Today! 


SPEED 
REPLACEMENTS 


INCREASE SALES 
BOOST PROFITS 











. . . demonstrates how you can quickly 
service ALL electric ranges with only 
a screw-driver and pliers. The Manual 
lists over 100 ranges—and the right 
units to use for servicing them. 

Too, it shows how you can get plus 
business servicing domestic hot water 
heaters with CHROMALOX Water Heater 
Replacement Units. 


-| 

| | 

| l 

on | Fill in and Mail Coupon NOW for Chromalox Replacement Manual. 

| PMame cc cc cccccccccccscccececscccecoceeeseseesvesecececece l 

new ranges ; aa os ssahesiaiiopasrécabiciicsbacabanpieniatniin 
STE Le PE ee Te: 

and for - | 

Diikicsccckeniscivedsnicees ZENS ccccececs DUR s ccvcccceee i] 

. . EDWIN L. WIEGAND COMPANY l 

modernization | 7525 Thomas Boulevard - Pittsburgh 8, Pa. RC-37 l 
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$179.95 Bendix Washer 
Aimed At Lower Incomes 


Two years of experiment and de- 
velopment plus an expenditure of 
$2,500,000 have resulted in the intro- 
duction of the new Bendix Economat, 
a fully automatic agitator washing 
machine retailing at $179.95. Called 
“the machine that couldn’t happen”, 
the new unit was unveiled recently in 
New York by Judson S. Sayre, presi- 
dent, Bendix Home Appliances, Inc., 
South Bend, Ind. At the same time 
the washer was introduced in New 
York, distributors demonstrated the 
unit to dealers throughout the country. 


Opens New Market 


Hailed by Mr. Sayre as “the sim- 
plest and lowest-price automatic wash- 
ing machine in the world” and one that 
will reach a lower income group than 
has been able to buy an automatic 
washer, the unit has top-loading, is 
vibrationless, and requires no bolting 
to the floor. The triple-action Won- 
dertub washes wth improved agitator 
action, squeezes in under vacuum 
pressure to force dirty suds and water 
down the hollow agitator with heavier 
than water sediment flushing out the 
tub bottom. Guaranteed for five years, 
the tub is composed of Metexaloy 
which is said to be more resistant to 
abrasion than steel or aluminum. 

Since production permits a full flow 
to the firm’s 79 wholesalers and 7,500 





retailers throughout the nation, Bendix 
has already kicked off an extensive 
advertising and promotional campaign 
consisting of news ads in 152 major 
markets, 912 insertions in six national 
advertisements, and a factory-distribu- 
tor key city newspaper program in 220 
additional cities. In addition, there 
are 1,720 special broadcasts over 86 
radio stations and millions of promo- 
tional items for dealers including 
selling backgrounds, window displays, 
counter cards, and special tahloids. 


Sylvania Television Sets 
Will Hit Market October 1 


A full line of Sylvania television sets 
are expected to be on the market by 
October 1, according to a recent an- 
nouncement by Don G. Mitchell, presi- 
dent, Sylvania Electric Products Inc. 
First line will feature 10 in. and 123 in. 
table models, consolettes and console 
combinations with three speed record 
changer, AM and FM radio as well as 
a 16 in. consolette, Mr. Mitchell said. 
He stated that Sylvania had delayed 
entering the video manufacturing field 
until it had developed sufficient ex- 
perience to assure quality performance. 
This has been achieved, Mr. Mitchell 
continued, through an extensive pro- 
gram of field and laboratory engineer- 
ing research for simplification, picture 
clarity, and minimum maintenance. 





Use State Fairs 
State and County Fairs should not be overlooked by dealers and dis- 


tributors as profitable places to display their merchandise and obtain good 
prospect lists. Souvenir and handout pieces work out well with this type of 


PARTIAL SCHEDULE OF 1949 STATE FAIRS 


ChIROMALOX 


Chile Cooking iv itd Bete!” 
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exhibits. 

State City 
Alabama Birmingham 
Arizona Phoenix 
Arkansas Little Rock 
California Sacramento 
Colorado Pueblo 
Delaware Harrington 
Georgia Atlanta 
Idaho Boise City 
Ilinois Springfield 
Indiana Indianapolis 
lowa Des Moines 
Kansas Hutchinson 
Kentucky Louisville 
Lousiana Baton Rouge 
Maine Lewiston 
Maryland Baltimore 
Massachusetts *Springfield 
Michigan Detroit 
Minnesota St. Paul 
Missouri Sedalia 
Nebraska Lincoln 
Nevada Fallon 
New Jersey Trenton 
New Mexico Albuquerque 
New York Syracuse 
North Dakota Grand Forks 
Ohio Columbus 
Oklahoma Oklahoma City 
Oregon Salem 
Rhode Island Kingston 
South Carolina Columbia 
South Dakota Huron 
Tennessee Nashville 
Texas Dallas 
Utah Salt Lake City 
Vermont Essex Junction 
Virginia Richmond 
West Virginia Lewisburgh 
Wisconsin Madison 
Wyoming Douglas 

*Eastern States Exposition **Tentative date 


Date 
October 3-8 
November 4-13 
October 3-10 
September 1-11 
August 22-26 
Last week in July 
September 30-October 9 
August 30-September 3 
August 12-21 
September 2-9 
August 24-September 2 
September 18-23 
September 11-17 
October 22-31 
September 5-10 
August 31-September 10 
September 18-24 
September 2-11 
August 27-September 5 
August 21-28 
September 4-9 
Date not decided 
September 25-October 2 
September 25-October 2 
September 5-10 
June 27-July 2 
August 27-September 2 
September 24-30 
September 5-11 
** August 28-September 7 
October 17-22 
September 5-10 
September 19-26 
October 8-23 
September 16-24 
August 27-September 4 
September 29-October 8 
August 22-27 
August 20-28 
August 31-September 3 
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The Sales Appeal of Work-Saving 


KNOWS NO SEASON! 














THE ORIGINAL AUTOMATIC 


CLOTHES 


DRYER 


(GAS AND ELECTRIC MODEiS) 


The Hamilton market is a PLUS market. It’s extra—over- 
and-above all your other appliance markets. It’s new, fresh, 
uncluttered with trade-in headaches. It’s a feeder for washer 
sales, actually, because it makes home laundering so much 
easier it wins people away from sending their wash to the 


laundry. If you handle any washer or ironer lines, you owe 
it to your business to line up with Hamilton, and enjoy the 
added profits you'll earn from selling one of the most 
wanted of all major appliances. Write today— 


HAMILTON MANUFACTURING COMPANY, TWO RIVERS, WIS. 


In Canada the Hamilton Dryer is known as the Coffield-Hamilton Automatic 
Clothes Dryer, and is distributed by Coffield Washer Co., Hamilton, Ontario 


5 Separate Surveys Tell the Story! 


Here’s proof that the Hamilton Automatic Clothes Dryer IS 
one of the most wanted of all major appliances. 


**l out of 4” 


Out of 7,000 families iv a// income 
groups questioned by a leading 
newspaper, 23.6% of the women 
stated that they wanted an auto- 
matic dryer. 


‘*28% Build for It’’ 

Of 4,900 home plans studied, 
BETTER HOMES & GARDENS 
Magazine reports 28 % of planners 
had specifically asked their archi- 
tects to provide a place for a 
Clothes Dryer. 


92% of Home Owners 
McCALL’S Magazine found that 
914% of 11,887 home owners 





asked said they wanted to buy 
Dryers. They wanted Dryers at the 
rate of 1 Dryer for every 3 washers! 


15.9% Order Dryers 


A foremost electric appliance com- 
pany, in a package-deal made to 
1,000 G.I. customers, arranged for 
them to order extra equipment, if 
they wished—and 159 out of the 
1,000 or 15.9% ordered Dryers. 
They ordered Dryers at the rate of 
1 Dryer to 3 washers! 


The Girls want Dryers 
A survey of girls at Stephens Col- 
lege showed more of them wanted 
Dryers in their homes than ironers 
—and that just as many wanted 
Dryers as wanted washers! 
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Hamilton. 


If you have a salesman who pulls his punches on Clothes Dryer 
selling in Summer, tell him he simply isn’t facing FACTS. There are 
more than fifty good reasons why women want Hamilton 

Dryers, and fine weather doesn’t change a one of those reasons. 


“But,” your man may say, “they can dry clothes 
outdoors in fine weather!’ So? 


So they can do a lot of other things outdoors that are far more fun 
than basket-lugging and clothes-pinning! Such as golfing, 
swimming, sailing, driving, or even just plain loafing on the lawn. 
Clothes Dryers are bought because they save toil and time... 

and toil and time saved in Summer is worth double ! 


[PICTURE OF A WOMAN HANGING OUT 
THE FAMILY WASH—HAMILTON STYLE] 
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New! Exclusive! 
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Guaranteed by ” 
Good Housekeeping 


oY 





RN LLL 
“ SUN-E-DAY ~ 
Ultra-Violet 
LAMP 


” 45 apvranssto 












19 million readers of these great 
national magazines... 







—are being told and re-tcld, 
reminded repeatedly, persua- 
sively, of how much comfort 
and convenience a Hamilton 
Dryer will mean to them. 


as advertised wate 


—in Good Housekeeping, The Saturday 
Evening Post, Better Homes and Gar- of this 
dens, McCall’s, House Beautiful, Parents, 
American Home, Small Homes Guide. 
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MAKE A DIFFERENCE 
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in the cords you sell 


This molded extension cord is an exam- 
ple of the plus values built into Belden elec- 
trical cords. They are manufactured to stand- 
ards that far surpass the minimum require- 
ments set up by Underwriters’ Laboratories. 
They give you a plus in protection against 
fire or personal injury, a plus in appearance, 
and a plus in sales and profits. Ask your 
Belden Jobber. 


the Belden line gives you 
+ SAFETY 
APPEARANCE 
SATISFACTION 

+ PROFITS 


IRDITIS 


belden 


WIREMAKER 


FREE 


FOR 





CORDS BY 


INDUSTRY 














A COMPLETE LINE OF READY-TO-ATTACH ELECTRICAL REPLACEMENT CORDS | 
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Cotes Says Wholesalers 
Must Know Products 


Doing a real sales job in 1949 means 
that wholesalers must know their 
products to sell a dealer, according to 
M. F. Cotes, executive vice-president, 
Duo-Therm Division, Motor Wheel 
Corp., Lansing, Mich. Mr. Cotes re- 
cently spoke at a company distributor 
meeting at the Hotel Roosevelt in New 
York at which details for the August- 
November selling season were un- 
veiled. 

“The 1949 market is similar to the 
conditions of the ’30’s: when this com- 
pany was growng,” Mr. Cotes con- 
tinued. “This means the distributor 
has to educate his organization, see 
that the dealer organizes promotion, 
and get the dealers out of the store.” 
There must be cooperative advertising 
plans, and promotional tools provided 
by the company have to be used, he 
said. “Retailers must get  service- 
minded and give service in its broad- 
est sense which includes public rela- 
tions and courtesy.” 

Company sales officials outlined de- 
tails of the approximately $700,000 
national promotion which is based on 
making the Duo-Therm sales story 
convincing. According to Karl Egeler, 
advertising and sales promotion man- 
ager, ads are being based on value and 
price which he claims are the two 
things customers want most to talk 
about. Lineage will be run in Country 
Gentleman, Farm Journal, Pathfinder, 
Household, Look, and True Confes- 
sions. L. C. Vandertill, assistant ad- 
vertising and sales promotion manager, 
added that radio spots, film trailers, 
sound slide films, broadsides, displays 
and salesmen’s portfolios would be in- 
cluded in the sales tools offered for 
use by the manufacturer. 

In conclusion, R. H. Reeder, sales 
manager, stated that promotion in it- 
self is not enough to do the job. The 
distributor has to know the score and 
pass on that information to his dealers 
as well as seeing that they follow 
through. If this is done, he said, the 
company can lead its field by at least 
50 percent of total sales. 


Motorola Boosts Sales 
Volume By 28 Percent 


Motorola, Inc., has increased its 
volume of sales for the first five 
months of this year by 28 percent as 
contrasted with the same period in 
1948 with prospects for comparable 
profits, it was recently announced by 
Paul V. Galvin, president. He added 
that the main growth in volume was 
attributed to the increase of television 
sales sparked by the portable television 
models and 10 in. and 12 in. sets man- 
ufactured by the firm. 








Correction 


In our listing of Chicago Sum- 
mer Markets exhibitors (EM, June 
’49, p 108) we inadvertently omitted 
mention of the following firms: 


MERCHANDISE MART 
Midwest Ribs: Co... . 6 csivsscces 1189 


FURNITURE MART 


Hallicrafter Co. .......... 17/44-45 
Atlantic Stove Works, Inc..... 17/90 
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NOW-WE CAN AFFORD 
TO HAVE AN AUTOMATIC 


OIL HEATER/ 








Oil Prices Down!— Oil Heater Sales Moving Up! 
Coleman Dealers Get The LEADER’S Share of Sales! 


Here’s what thousands of your prospects are 
saying: ‘‘Now that oil prices are down, and 
we’re sure of fuel oil, we’ll get an oil heater!’’ 
High fuel cost and fear of fuel shortage 


killed a lot of oil heater sales last year! 


Now those sales are coming back to life! But 
your prospects will not be satisfied with just 
any oil heater. They will check and compare 
values. They will want the ‘‘top heater’’ in 
performance, economy and comfort. 


COLEMAN 


MODEL M-50 


for 1949 


Retails 


for $ 
Only 
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The HOT 
SPECIAL 


i 


That's why, in 1948, in spite of the oil short- 
age, Coleman increased its leadership, with 
a bigger percentage of industry sales than 
ever before. And today’s customers are 
more anxious than ever, to be sure they get 
the oil heater that tops the list. To literally 
millions of people, that means COLEMAN! 


So—get ready for a good season—but be sure 
you have the selling power to make the most 
of this new, favorable oil heater situation! 


You'll be sure of that selling power with 


AUTOMATIC 
OGL, 





OIL HEATERS 


1949 










Coleman features, Coleman value, and the 
Coleman name! They’re what you need, to 
convince those customers that they can 
afford to switch to an automatic oil heater! 


Call your Coleman distributor now! Let him 
show you how Coleman, the leader, will help 
you cash in best, on the new lower oil prices. 
If you don’t know your distributor’s name, 
write us for it, today! Use the coupon! 


The Coleman Company, Inc., 
Wichita 1, Kansas 


SSS SSS SS SSSSSSSSSSSSSSGEGER2E88 & 
1 The Coleman Company, Dept. EM-936, 
! Wichita 1, Kansas 
Yes, I want to see how the Coleman franchise 
, can help me get more oil heater sales this Fall. 
3 Please send me name of my Coleman Oil 
§ Heater Distributor. 


em 
Z 
3 
oe 


Address 


State 


Town 


pesese 
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One of the new Handyhot 
appliances! See it for the 
first time at the 
National Housewares Show! 


Get this new, fast-turnover, profit-making appliance! 
it’s Handyhot’s completely new, streamlined, Port- 
able Electric Food Mixer. Beats, whips, mixes, 
mashes, creams. The perfect answer to Mrs. House- 
wife’s need for a modern, low price, all purpose 
food mixer! 


7 Get The Great 
aon Hil Handyhot 
Window-Counter 
Display! 





Rese See Oj 
aes - It’s An 
Ser SSS 
revere Eye-Catcher! 


es 
34 Handyhot avatiry a arpuAn’ 
* seen 34 son poun couvansinel THE Roume 


Handyhot eye-catcher in beautiful full color. 25” 
high, 37” wide, 18” deep. Accommodates 6 or more 
attractive Handyhot gift items. Display is one piece, 
simple to set up. May be used the year ‘round for 
sales-making display of the Handyhot line! SEE 
YOUR HANDYHOT DISTRIBUTOR TODAY! 


watch for announcement of the Handyhot 
fall promotion of more than 34 quality appliances. 
It’s the greatest in Handyhot history! There will be 
other GREAT NEW additions to the Handyhot line 
—appliances that move fast! 





ah eh 6 2 e-4 

































Easily handled, lightweight 
mixer-head slips off permanent 
stand with single motion... 
can be used on table or stove. 


Chromium plated, snap- 
spring beaters are easy to 
remove and clean. 


Thumb-tip, “on-off,” push- 


button switch. 


¢ 


/ é. o a/e ; 


” Handyhot 


OF; ly Appliances 


WORLD’S LARGEST MANUFACTURER OF PORTABLE WASHERS 


Chicago Electric Manufacturing Company 


i Mee Chicago 38, Illinois 
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$14.95 


Ball bearing, fingertip con- 
trol revolving turntable .. . 
may be removed quickly so 
beaters can be used in pots and 
vari-sized bowls. 


Easily adjusted beater height 
for all stationary mixing. 


Opal glass bowl—G0O oz. 
overflow capacity. 
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BENDIX Automatic Washer 
Bendix Home Appliances Inc., South Bend, 
Ind. 


Device: Bendix Economat automatic 
washer. 

Selling Features: Fully automatic agi- 
tator type, top-loading washer; vibra- 
tionless—requires no bolting; triple- 
action “Wondertub” of Metexaloy, (a 
rubber composition, manufactured for 
Bendix by General Tire and Rubber 
Co.) washes with improved agitator 
action—tub squeezes in, under vacuum 
pressure to force dirty suds and water 
down hollow agitator while heavier- 
than-water-sediment flushes out the 
tub bottom; dirty water, thereby never 
gets the chance to filter back through 
the clothes; rinses twice in clean 
warm water, then closes in again under 
vacuum pressure, hugging every fold 
of fabric until excess water is re- 
moved; tub guaranteed for five years. 


Price: $179.95. 
Electrical Merchandising, July, 1949. 





WESTINGHOUSE Home Freezer 


Westinghouse Electric Corp., Appliance 
Div., Mansfield, O. 


Device: No. F-6-49 upright home 
freezer. 


Selling Features: 6 cu. ft. capacity; 
occupies only 5 sq. ft. floor space; 
special section for fast freezing kept 
at 10-15 degs. below zero; 3 separate 
compartments, each holds approx. 2 
cu. ft.; storage compartment held at 
zero degs.; reach-in convenience makes 
for easy loading, arranging and re- 
moval of food; drop-down doors on 
each section serve as handy shelves 
when handling foods; self-latching 
doors prevent cold from escaping; 
quick, easy defrosting; improved her- 


metically sealed-in 4 h.p. Economizer 
mechanism; 1-piece cabinet; temper- 
ature selector located at eye level; 
primary and secondary refrigerating 
system; freezing compartment of San- 
alloy kept cold by primary system ; sec- 
ondary system of copper tubing is 
given thermal bond to inner food liner 
wall; 80-page instruction book fur- 
nished with each freezer. 


Electrical Merchandising, July, 1949. 
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FRIGIDAIRE Air Conditioners 


Frigidaire Div., General Motors Corp., 
Dayton 1, Ohio 


Models: 2 new window-type packaged 
air conditioners. 

Selling Features: Larger unit equipped 
with 2 independent refrigerating sys- 
tems for “selective cooling” with 
l-h.p. refrigerating capacity, equiva- 
lent of 9-ton ice melting per day; 
twin Meter-Misers can be operated 
separately depending on _ outside 
weather conditions; one cooling unit 
supplies adequate capacity to cool a 
room during the night or in temperate 
weather; both can be operated simul- 
taneously on hot days; thermostatic 
control available if desired; larger 
model fits double-hung windows from 
30 to 56 in. wide, and conditions rooms 
of 250 to 500 sq. ft.; cools, filters, de- 
humidifies and circulates air at rate 
of 315 cfm. 

Smaller model, equipped with single 
Meter-Miser unit, fits double-hung 
windows from 28 to 54 in. wide; deliv- 
ers up to 200 cfm; will admit up to 
35 cfm fresh outside air per minute. 

Meter-miser units in both condi- 
tioners mounted on rubber; welded 
steel case finished in gray; insulated 
for quiet operation; spun-glass filter 
removes dirt, dust, pollen from incom- 
ing air; easily removable for cleaning. 


Electrical Merchandising, July, 1949. 








DORMEYER Portable Mixer 


Dormeyer Corp., 4300 N. Kilpatrick Ave., 
Chicago, Ill. 


Device: “Dormey” portable mixer. 
Selling Features: Light weight; port- 
able; has 3 variable speeds suitable 
for all sorts of mixing chores; makes 
every pot and pan a mixing bowl; 
equipped with special wall bracket for 
easy storing in any convenient spot 
in small kitchen; a.c. or d.c. 

Price: $16.95; Denver and West 
$17.45. 


Electrical Merchandising, July, 1949. 








FLEX-SEAL Electric Canner 


Vischer Products Co., 2815 W. Roscoe St., 
Chicago 18, Ill. 


Device: Flex-Seal automatic electric 


pressure canner. 


Selling Features: Holds 7 quart-size 
and 9 pint-size jars; metal rack, jar 


New Product Highlights 


The long awaited Bendix agitator type, top-loading automatic washer 
embodying a radical new principle is announced in this issue. 


Talk of an electric pressure cooker for the past four or five years has 
partly materialized in the Flex-Seal electric pressure canner. 


Three new dishwashers are announced by manufacturers new to the appli- 
ance field. Two are electric (All-American and Matic Maid) and one a 


water-pressure model (Cameron). 
special plumbing installations. 


They are all portable—requiring no 


Two range manufacturers—Florence Stove and Detroit Vapor Stove— 
announce their return to the electric range field with complete new lines. 


Portable television sets are also making their appearance—Meck, Emerson 


and Raytheon are the manufacturers. 


ELECTRICAL MERCHANDISING—JULY, 1949 








lifter, inset pan for cooking and cord 
are included; as food reaches comple- 
tion heat gradually decreases, canner 
automatically cuts current “on period” 
shorter maintaining pressure to plus 
or minus + lb. per sq. in.—incorporates 
same safety features as all Flex-Seal 
cookers; 110-120 volts, 60 cycles a.c. 
only. 

Electrical Merchandising, July, 1949. 





ALL-AMERICAN Dishwasher 


American Dishwasher Corp., 299 Madison 
Ave., New York, N. Y. 


Device: All-American automatic dish- 
washer. 


Selling Features: Automatically 
washes, rinses twice, dries and shuts 
itself off in 15 minutes; stationary rub- 
ber-cushioned rack holds dinnerware 
for family of 5; 5-motor-powered hy- 
drojets water-scrub front-and-back, in- 
side-and-out of every dish, glass and 
cup; uses 34 gal. normal tap-tempera- 
ture hot water; + h.p. motor operates 
anywhere, regardless of water-pres- 
sure at tap; one hose is snapped onto 
hot water faucet, and drain hose is 
looped into sink—no costly plumbing 
installation required; weighs only 62 
Ibs. 


Price: $169.50. 
Electrical Merchandising, July, 1949, 
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EVERHOT Rangette 


The Swartzbaugh Mfg. Co., 1336 W. 
Bancroft St., Toledo 6, Ohio 


Device: No. 828 Everhot deluxe 
rangette, 

Selling Features: Equipped with Tut- 
tle & Kift tubular heating element; 
stainless steel top deck ; baked-on white 
enamel body; black plastic handles; 
Kwikook switch for super-heat; 3 posi- 
tion switch provides high 1100 for 
T-K unit and 1000 for broiler; me- 
dium, 550 T-K unit and 450 for broil- 
er; low, 275 T-K unit, 250 broiler; 
110-120 volt a.c. only. 

Electrical Merchandising, July, 1949. 
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DETROIT Ranges 
Detrot Vapor Stove Co., Detroit, Mich. 


Models: 3 modern-styled ranges No 
ED-494, ED 493 and ED 490. 
Seling Features: No. ED-494 full- 
size range has automatically time con- 
trolled oven and appliance outlet; four 
7-heat double element surface units; 
2-2100 watts and 2-1250 watts; 2 uten- 
sil or service drawers; a warmer 
drawer with enclosed 350-watt unit; 
full-length top lamp and an electric 
clock with automatic timer built into 
backguard; oven equipment includes 
chromeplated broiler grill; automatic 
oven light and automatic door stop 
ED-493 similar to ED-494 with only 
one large storage area with a swing 
away tront panel tor access; no 
warmer drawer, and top lamp, timer 
are extra accessories; automatic door 
stop. Apartment model ED-490 has 
approximately same size oven as full- 
size models; three 7-heat double ele- 
ment suriace units—a 2100-watt unit 
and 2-1250 watts: large service 
drawer; oven equipment same as ED- 
493 except for manual door stop; top 
lamp and automatic timer clock avail- 
able as extra accessories 


Electrical Merchandising, July, 1949. 





SUNBEAM Shavemaster 


Sunbeam Inc., 5600 W. Roosevelt Rd., 
Chicago. Ill. 

Device: New Sunbeam Shavemaster. 
Selling Features: Features a bigger 
single head, twice as wide as former 
models; has 1750 openings that are 
closer together than the hairs on a 
man’s face, according to the manufac- 
turer; oval head shaped to fit every 
type face—full, medium or lean. 

Electrical Merchandising, July, 1949. 








COOLERATOR Home Freezer 
The Coolerator Co., Duluth, Minn. 
Device: New 10 cu. ft. deluxe family- 

size home freezer No. F-101. 

Selling Features: Designed for smaller 
family and urban homes where limited 
space is a factor; has 10.3 cu. ft. 
capacity; freezes, stores, 350 to 400 
Ibs. frozen foods; 4-wire baskets keep 
foods up within easy reach; adjustable 
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counter-balanced hinges permit simple 
lid control; easy spring latch has 
built-in lock; automatic light illumi- 
nates interior when lid is raised; nor- 
mal operating temperature set at zero 
degs. F. with special adjustment down 
to minus 10 degs. F. for quick freez- 
ing; temperature control operated by 
flat key or coin; 4 h.p. Tecumseh sealed 
unit with Freon 22 refrigerant; 4-in. 
Cell-u-Fiber insulation; 5-year war- 
ranty; outside dimensions 303 x 548 x 
40 3/32 in. 

Price: $349.50. 

Electrical Merchandising, July, 1949. 





CROSLEY Refrigerators 


Crosley Div., Avco Mfg. Corp., 
Cincinnati, O. 

Vodels: AA-1 and EMA-7. 
Selling Features: AA-7 has 7 cu. ft. 
capacity plus Shelvador feature which 
doubles front row storage; occupies 
same floor space as conventional 4-cu. 
ft. model. 

EMA, 7 cu. ft. model incorporates 
a horizontal freezer compartment 


a. 


ace 


on 














across top in addition to Shelvador 
feature; separate tray for frozen stor- 
age and ice cubes and a full width 
clear plastic crisper. 
Prices: AA-7, $199.95; 
$239.95. 


Electrical Merchandising, July, 1949. 
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NICRO Egg Cooker 


Nicro Steel Products Inc., 3534 N. 
Spaulding Ave., Chicago 18, Ill. 
Device: Waterless automatic egg 

C ooker, No. 2000. 

Selling Features: Cooks one to four 
eggs as wanted, automatically, with- 
out water; twin element gives even 
heat; precision spring-action timer; 
Bakelite handle and feet. 

Price: $21.95. 

Electrical Merchandising, July, 1949. 





KELVINATOR Freezer 


Kelvinator Div., Nash-Kelvinator Corp., 
Detroit 32, Mich. 


Models: 4 new chest-type home freez- 
ers in 6, 9, 12 and 20 cu. ft. sizes. 
Selling Features: FRL-6, has 6 cu. ft., 
capacity, stores 210 lbs. frozen food 
occupies 39x23 in. floor space and 
stands 36% in. high. 

FR-9 stores 310 lbs. frozen food in 
a cabinet approximately 35x43 in., has 
9 cu. ft. capacity. 

FR-12 12.2 cu. ft. capacity, stores up 
to 420 lbs. in approximately 35x54 in. 
floor space. 

FR-20 stores 700 lbs. frozen in a 
cabinet 34{ in. high, 88} in. long and 
30 in. wide. 

All models are equipped with plated 
steel removable wire baskets; welded 
steel exteriors sealed against outside 
air and moisture; recessed bases for 
toe room; Permalux white baked-on 
enamel; corosion resisting aluminum 
interiors with baked on aluminum fin- 
ish; specially formed “D” shaped re- 
frigerant tube; tubing of aluminum 
completely surrounds storage com- 
partment; FRL-6 equipped with wrap- 
around condenser built into inside and 
exterior shell. FR-9 FR-12 and FR-20 
have forced convection condensers for 
quick dissipation of heat. 

Other features include accurate ther- 
mometer for checking storage temper- 
atures; sealed-in-steel Polarsphere; 
11-position temperature control; a 2- 
way safety signal operating inde- 
pendent of current on flashlight bat- 
teries is available as an accessory. 
Electrical Merchandising, July, 1949 








EVERHOT Roasterette 
The Swartzbaugh Mfg. Co., Toledo 6, 
Ohio 


Device: Everhot a.c.-d.c. Roasterette 
casserole. 

Selling Features: Cooks 3 qts. and 
roasts up to 6 Ibs., bakes potatoes, 
beans, etc.; easy to clean inset pan; 
white heat-resistant, baked-on enamel 
finish; plastic knobs; polished alu- 
minum alloy cover; porcelain enamel 
well; 74 in. diam.; 2-heat control— 
high 330 watts, low 120 watts, 110-120 
volts, a.c.-d.c. 

Electrical Merchandising, July, 1949. 








LIBERTY BELL Clock-Door Chime 


Liberty Bell Mfg. Co., 126 Line Ave., 
Minerva, Ohio 


Device: Liberty Bell clock-door chime. 
Selling Features: Combines self-start- 
ing clock and 2-tone door chime in 
metal case finished in white refriger- 
ator enamel with chromium trim; 
silent sealed-in-oil mechanism; face 
standard kitchen size 5 in. square; 
door chime is high-volume resonator 
type that sounds 2 notes for front door 
and one for rear; operates on any 
good bell transformer; 9 in. high, 8% 
in. wide, 34 in. deep. 

Price: $9.95. 

Electrical Merchandising, July, 1949. 





UNIVERSAL Range 


Landers, Frary & Clark, New Britain, 
Conn. 

Device: Universal Speedliner range. 
Selling Features: “Store-o-cabinet” 
has been added; features 3 full size 
storage drawers for hard-to-store uten- 
sils; roller mounted, smooth sliding, 
easy to open and close; True-Bake 
oven; push-button positive automatic 
pre-heat cut out and temperature con- 
trol; superheat Monotube thrift units; 
economy cooker; Tel-A-Switch panel 
with signalite continuous signal Minit 
Minder. 

Electrical Merchandising, July, 1949. 





SIMMER CROCK 


Industrial Radiant Heat Corp., 
Gladstone, N. J. 

Device: Slow-cooking Simmer Crock. 
Selling Features: Element is woven 
through a fibre glass blanket between 
2 walls, cooking food evenly by radi- 
ant heat from all sides at same time; 
fine chinaware with highly glazed sur- 
face; holds 2 liquid quarts, or 2 to 3 
Ibs. meat; operates on ac. or dc; 
available in yellow, green or blue; 
chinese red or ebony. 

Prices: $16.95 f.o.b. Jersey City for 
first three colors; $19.95 for red and 
ebony. 


Electrical Merchandising, July, 1949. 
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Local boy still makes good... and fast! 


Separated from the Marines in ’46, Dwight Moser 
came home to his wife Dorothy Ann in Dallas County, 
Ia. ... With $2,000 in cash, and a half interest in a 
herd of nine Holsteins, he started to farm 180 acres 
under a partnership agreement with his father. 

Dwight Moser knows his business, is 
a glutton for work, handy with tools 
and ingenious... Tractors were hard 
to get in °46, so he picked up four 
-\\ horses and used machinery, piece by 
<i piece, at low prices . . . contracted his 
‘ heaviest field work but did almost 
everything else himself—put in an 

electric water heater and water softener, helped install 






a pressure water system and bathroom...cut corners 
wherever possible, swapped services with neighbors. 
And started off his second year on his own. 

Today he works 227 leased acres...milks a dozen 
milk cows, keeps 300 spring pigs, feeds some cattle, 
has 1,300 hens. The horses have been replaced by a 
tractor, the old machinery by new, at list prices. He 
has equipment, livestock, and know-how enough to 
operate a big farm, is in no hurry to buy land... 
And his neighbors have elected him President of the 
Walnut Township Farm Bureau. He’s come a long 


way in three years, and will go further... proves 
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that modern farming offers a good living and plenty of 
opportunity for the right people!... Every advertiser 
can learn a lot about today’s farm sales potential—by 
reading “They Set a Fast Pace for Beginners,” in 
SUCCESSFUL FARMING for June, page 44. 

- 





Most missed market. .. are the best farm 


families in the 15 Heart States... with the richest 
soil, largest property investments, highest yields... 
and more spendable surplus than their urban income 
equivalents. Of SuccessFuL FARMING’s 1,200,000 
subscribers, a round million farm families in the Heart 
States averaged $10,065 gross income in 1948... 
almost $4,000 above ihe US farm average... are 
the best electric goods market in the world! ‘To make 
national advertising really national, you need this 
market and medium. Full facts, any office. SuccEssFUL 
FARMING, Des Moines, New York, Chicago, Cleveland, 
Detroit, Atlanta, San Francisco, Los Angeles. 













110 VOLTS 
60 CYCLE 
A. C. ONLY 





PAT. PEND. 


ACTUAL SIZE 2%'x 3% x 3% 
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-—-@ ‘VARIABLE CONTROL 

‘(Adjusts Defrosting Time Up to 5Y% Hours) wth 
COMPLETELY AUTOMATIC 3 
(Plug it in... Set it... Forget if} yg 
FITS ANYWHERE ) 
INSTALLED IN A JIFFY 


& 
* 
@ ELIMINATES DEFROSTING | 
° 


a 
* 


art ‘ ” CT ORI 

o Eb a7 
3 nig Hs 
yt Estee hinge 





BASIC PRODUCTS CORP. 
Dept. E. 102 

1700 N. Harrison St. 

Ft. Wayne, Ind. 





We are Distributors [] Dealers [] Please send us complete 
information on Magic Defroster. 


Name 
Address 
City State 
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GIBSON Freezers 


Gibson Refrigerator Co., Greenville, Mich 


Device: Deluxe horizontal No. HF- 
1090 and upright No. HF-719. 
Selling Features: HF-1090, 10 cu. ft 
deluxe, second chest-type model in 
line, stores more than 250 lbs. food; 
4+ handy baskets resting on continuous 
slides can be easily removed or re- 
arranged to give access to bulk stor- 
age area below, which holds and fast- 
freezes over 175 lbs. of food. 

Rounded contour, modernistic, 
chrome handle, spring latch, built-in 
lock; lid mounted on counter bal- 
anced hinges raises at gentle lift of 
finger and holds safely in any position ; 
automatic light inside lid diffuses 
light over interior; provides storage 
at zero degs. F, and is adjustable to 
minus 10 degs. F. for fa8t freeze: her- 
matically sealed 1/6 h.p. compressor ; 

-year service warranty; Freon 22 re- 
3 sence 4-in. insulation, jet- -packed 
under pressure. 

















HF-719, 7 cu. ft. upright, stores 
over 250 lbs. food with shelves acting 
as freezing plates which freeze food 
as well as stores it; shelves provide 
casy selective accessibility to entire 
contents; tilt bin offers ample storage 
space for 2!l packing materials. 
Price: HF-1090, $349.95 suggested 
list. 

Electrical Merchandising, July, 1949. 





LEWYT Cleaner Attachments 
Lewyt Corp., 60 Broadway, Brooklyn 11, 
N.Y. 


Device: 
tool. 

Selling Features: A Fuller brush 
which can move up or down, forward 
or backward has been added; this 4- 
way action picks up foreign material 
and automatically cleans brush; new 
grids on base of nozzle prevents cloth 
materials from being sucked into noz- 
zle, allows tool to glide freely a~ross 


New drapery and upholstery 


JULY, 


fabric; lightweight, plastic; hose con- 


nections have also been simplified by 
attaching curved wand to hose, elimi- 
nating the elbow joint. 


Electrical Merchandising, July, 1949. 
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FRIGIDAIRE Home Freezer 


Frigidaire Div., General Motors Corp., 
Dayton 1, Ohio 


Device: New streamlined home freezer. 
Selling l’eatures: Holds 290 Ibs. frozen 
foods; new cabinet permits freezing 
of fresh foods and holding of foods 
at zero temperature ; wrap-around re- 
frigerant coils in 4 walls and bottom 
provides fast freezing and maintains 
constant holding temperatures through- 
out the freezer; counter-balanced 
hinged cover lifts easily, leaving one 
hand free to hold packages; electric 
light on interior of cover illuminates 
entire compartment; equipped with 
two handy storage baskets for hold- 
ing commercially frozen foods and 
other small home frozen items at con- 
venient reach-in height; baskets slide 
on special tracks permitting them to 
be moved easily out of way of bulk 
storage area; inside liner of galvan- 
ized steel with aluminum lacquer coat- 
ing; l-piece all steel, white Dulux 
enamel exterior designed by Ray- 
mond Loewy; rounded corners give 
“new look”; safety alarm rings auto- 
matically if temperature rises above 
safety mark; operates on flashlight 
batteries; sealed-in-steel rotary Meter- 
Miser compressor; 543 in. long, 27 in. 
wide, 323 in. high. 

Price: $329.75. 

Electrical Merchandising, July, 1949. 
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R & M Fan 
Robbins & Myers Inc., Springfield, Ohio 


Device: 12-in. “Breeze-All” floor fan. 
Selling Eegatures: Mahogany plastic 
with die-cast legs and ring-type steel 
grilles with chrome plating serves as 
an extra seat or low table; 2-speed 
motor mounted on rubber cushions en- 
closed in inverted cone-shaped motor 
housing; 4 scientifically designed 
blades; uses 85 watts on high speed. 
Electrical Merchandising, July, 1949. 
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Capehart— Farnsworth 






Research center of 
International Telephone and 
Telegraph Corporation— 
the famed Microwave Tower 

at Nutley, N. J. 
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A NEW DAY dawns for Capehart-Farnsworth Corporation and its organ- 
ization of dealers and distributors, under the sponsorship of the Inter- 
national Telephone and Telegraph Corporation. Together, we will share 
in the development and production of “better television for more people? 

Capehart and Farnsworth are pioneer names... names of world- 
wide distinction. This new association means that these great names. . . 
and all they stand for . . . will be backed by I T & T resources and 
strengthened by I T & T leadership. 

Already known for its complete line of radio broadcasting equipment 
and important contributions in the television field—I T & T now joins 
forces with Capehart-Farnsworth Corporation in manufacturing and 
marketing home television receivers. I T & T’s world-known research 
laboratories are now linked to the manufacturing facilities and mer- 
chandising organization of the new Capehart-Farnsworth Corporation. 

For full details on the Capehart line of television, AM-FM radio 
and record changer combinations—present and soon to be forthcoming 
—write to Capehart-Farnsworth Corporation, Fort Wayne, Indiana. Ask 
about a Capehart franchise. A few choice territories are available. 


aT. 


INTERNATIONAL TELEPHONE AND TELEGRAPH CORPORATION 
67 Broad Street, New York 4, N.Y. 
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89 Merchandise Mart 


DISPLAY OF KITCHEN-KRAFT STEEL KITCHENS IN CHICAGO 











DP The efficient U-shape kitchen with breakfast bar, 
showing the smooth, crevice-free Kustomized Top, 66” 
double-bow! sink cabinet, wall and floor cabinets in steel, 
finished in Dupont Dulux. 


Gouty WEO S0b— 


Kustomized Tops now in choice of two 
colors—Jaspe gray or Black. Will fit any 
kitchen and color combination. 


A kitchen line that offers such outstand- 

ing features as roller drawers, Dupont 
Dulux finish, and the Good Housekeeping 
Seal of approval. 


Straight-wall Kitchen-Kraft 
kitchen with steel core linoleum fin- 
ished top, stainless steel back riser, 


54” single-bow! sink cabinet for 
“package kitchens.”” 





One of the most complete —_ of steel 
kitchens—for “package” “custom- 
built” customers. 


Important innovations in the kitchen in- 
dustry that will help you corner your 
share of the rich retail kitchen business. 


Popular L-shape kitchen with 


the Kustomized Top now available in 
Black or Jaspe Gray. These func- 
tional design tops put custom-type 
kitchens on a merchandising basis 
for greater dealer profits. 


See us at the Merchandise Mart, or scribble 
us a note, and we'll send you complete details 
on how you can cash in on Kitchen-Kraft sales. 


Come see these three complete 
kitchens at the July Market 


MIDWEST MFG. COMPANY 


GALESBURG, ILLINOIS 
1189 MERCHANDISE MART, CHICAGO, ILLINOIS 
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ULTRA COLD Frigid Chef 


Uitra-Cold Inc., 2615 Exposition Place, 
Los Angeles 16, Calif. 
Device: Frigid Chef combination re- 
frigerator and hotplate. 
Selling Features: Cooking top has 3 
Frigidaire elements consisting of a 
giant burner of 2100-watts, 2 standard- 


size burners 1250-watts; 7-way 
switches on each burner; 4-cu. ft. re- 
frigerator provides 8 sq. ft. storage 


space; equipped with 2-tray icemaker, 
drip pan, 3 shelves and vegetable stor- 
age bin; color trim to match any 
kitchen available ; 38 in. high, 24 in. 
wide, 26 in. deep: also available in 
110 volts with a 2-burner top. 


Electrical Merchandising, July, 1949. 





SIGNAL Floor Fan 


Signal Electric Mfg. Co., Menominee, 
Mich. 


Model: “Secretaire,” cocktail table- 


type floor fan. 

Selling Features: 12 in. pressure type 
fan blades deliver 2400 cfm; 4-pole 
induction type, non-radio interfering 
motor, 1/26 h.p., operates on 115 volts, 
60 cycles; encased in hand-rubbed wal- 
nut finish all wood table cabinet. 
Electrical Merchandising, July, 1949. 











FLORENCE Ranges 
Florence Stove Co., 205 School St., 
Gardner, Mass. 


Models: New line of 13 range models 
available by using an apartment model 
and 3 other basic models to which a 
background of accessories can 
added. 


Selling Features: Promotional model 


JULY, 


134, features centralized controls, bake 
and broil indicator lights; 5-heat 
switches; full length storage com- 
partment plus storage drawer; shown 
with A-17 accessory which includes 
top-light, combination clock-timer. 

Deluxe model 194, top model of line 
features oven window and light; 5-heat 
switches and signal lights; warming 
compartment; large storage drawers: 
shown with optional accessory A-18 
consisting of full-length tubular top 
light, combination clock-timer, mounted 
on fluted chrome panel. 

Accessories can be used on all full- 
size models which gives dealer flexibil- 
ity in showing any of the 13 models. 
Prices: Apartment model approxi- 
mately $159, Promotional model $134; 
Deluxe model approximately $250. 


Electrical Merchandising, July, 1949, 





DOMINION Hair Dryer 
Dominion Electric Corp., Mansfield, O. 


Device: No. 1802 hair dryer. 

Selling Features: Delivers hot and 
cold air; easily removed from stand 
for hand operation; pearl gray with 
chromium trim; induction type motor, 
non-radio interfering; 330-watts; 110- 
120 volts, 60 cycles, a.c.; also available 
without stand. 


Price: Complete with stand, $9.95; 
west of Denver, $10.45. 
Electrical Merchandising, July, 1949. 





APEX WASHERS 
Apex Electrical Mfg. Co., Cleveland, 0. 


Models: 1950 Spiral Dasher washers 
Nos. 834-P, 835 and 836. 


Selling Feaures: All models equipped 
with Lovell wringers, white baked 
enamel finish, modern skirt to floor: 
Dave Chapman design. No. 834-P, 22 
gal. tub; washes 10 lbs. clothes ; auto- 
matic illuminated timer control turns 
off agitator at desired washing time; 
3-vane spiral dasher; pump. No. 835, 
22 gal. tub, 10 lbs. capacity; 3-vane 
spiral dasher. No. 836, 20 gal. tub, 9 
lbs. capacity ; 2-vane spiral dasher. 
Prices: No. 834-P, $139.95; No. 835, 
$114.95; and No. 836, $99.95. 
Electrical Merchandising, July, 1949 
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110- Exclusive SUPER- 
lable FLAME “Gas-Saver” DELUXE CIRCULATING MODEL 
29s. gives more heat— WITH BUILT IN "GAS SAVER” 
oti sores veto 22 = 4 AND "SUPERFLOW” FAN 
' UOl. “Speers 9 75,000 B.T.U. 
1949. Point” Burner gives . 
maximum efficiency. 
Superflome Think of it! 5100 square inches of 
heating surface inside this beauti- 
MASTER RADIANT MODEL MORE IRRESISTIBLE fully designed “Cool Wall” cabinet. 
WITH BUILT IN"'GAS SAVER” 9 Sates APPEAL. pone Shen Dara. 9 65% 
AVAILABLE IN TWO SIZES a 
35,000 and 50,000 B.T.U. ; 
m oe a pRICED TODAY'S Here’s the amazing new forced air gas heater that heats up to 
Cool Cabinet » “High Point 4 puYERS’ MARKE?- 7 rooms comfortably at unbelievable low fuel cost. Note these 
ae) ogni oy Goel exclusive features: (1) Fifteen tubular “heat increasers’’. 
bitter ew OP naan 2) All seams and joints electric welded to insure against any 
. EASY ee possible leakage of gas fumes. (3) ‘“‘Gas-Saver’’ travels heat 
a a ey mOnusIVE FEA aTuR farther . . . increases radiation . . . cuts chimney loss up to 
B ms ~ , il ' Raat * ot - ~ 5 40°,. (4) “SUPERFLOW” fan forces air through entire house 
, citar lbeny percnety locene ... Saves up to 25°; on fuel bills: COMPARE and you will 
spared to make this model tops in every respect. Even choose SUPERFLAME .. . your customers will too! 
4,0 p “fussy” buyer will be enthusiastic about this outstand- 
‘ Ely handsome model. Will outsell any similar heater 2 if a 5 A Deal s 
shers | because it’s just that much better . . . yet it’s priced hg oh eget mond te ys ra vant 
ened please the most price-conscious buyer. Get the facts to- makiag foote fo one of se dain 
yaked about the most valuable franchise in the entire heater ‘ 
loor: Fustry, 
Bua IT COSTS NOTHING TO GEl FACTS 
time 
835, To: QUEEN STOVE WORKS, INC., Dept. E-7 
vane Designed and Produced by | ALBERT LEA, MINNESOTA 
ub, 9 : 
Zs QUEEN STOVE WORKS, INC. | Rush at once full details about the new Superflame GAS HEATERS 
, 839, TA, and their sales and merchandising program. 
1949 i i a a ia YOU OWE IT TO YOUR | We are a dealer | a dieteinuter 
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FOR MORE THAN A QUARTER CENTURY 
THIS TRADEMARK HAS STOOD FOR 
“QUALITY AT POPULAR PRICES” 





EMPIRE Electric PERCO-DRIP 


Makes Better Coffee with- 
out boiling 


Beautiful Modern Design 


Brilliant Polished Alumi- 
num 


Cool Thermoplax Handle 


Patented Direct-Heat 
Emerson Unit 


Listed Underwriters’ 
Laboratories 


Fully Guaranteed 


In 5-cup and 9-cup Sizes 











No. 1802 


Suggested Retail 
Price, $4.75 


EMPIRE Aristocrat ELECTRIC TOASTER 





No. 769 
Suggested Retail 
Price, $3.95 


EMPIRE FOCAL-RAY 
ELECTRIC LANTERN 


© Focal 


Handy for Sportsmen, 
Farmers, Motor‘sts 
Adjustment—Spot 
to Flood at turn of lens 


head 


@ All Position Base Beams 


ight in any direction 


© Sturdy, Precision Work- 


manship 


® Easy-Grip Reed Handle 


@ Waterproof 


RETAIL PRICE 


Smartly Styled 
Lustrous Chrome Finish 
Toast-Warming Flat 
Top 

Turns Toast Automati- 
cally by flip of door. 


Extra Wide Element 
Toasts Uniformly 


Cool Ebonized Handles 


@ Listed, Underwriters’ 


SLIGHTLY HIGHER IN WEST 


Electric 


TWO RIVERS, WISCONSIN 


Appliances Lantern 


5s 


Laboratories 


Built for Long-life 
Service 





FOCAS-Ray | 


No. 900 
Suggested Retail 
Price, $3.25 


Educational Toys 


CHICAGO 
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MATIC MAID Dishwasher 


Applied Products, 342 N. La Brea Ave., 
Los Angeles, 36, Calif. 
Matic- Maid dish- 


Device: potable 


washer. 

Selling Features: Operates without 
plumbing connections—can be filled 
with handy hose—flip of switch washes 
service for 4 in 5 min., turn off switch, 
drain out wash water, refill with hot 
water and rinse for 5 min.; stainless 
steel baskets; white baked enamel 
finish; weighs less than 25 lbs: dimen- 
sions approximately 16 x 16 x 143 in. 
plus 33 in. for motor housing. 


Electrical Merchandising, July, 1949 











CONCO Radiator 
Conco Engineering Wks., Mendota, Ill. 


Device: Portable 8-section electric ra- 
diator. 

Selling Features: Employing no water, 
steam or other liquids; fully enclosed 
heating element heats by convection 
and radiation; at full heat top center 
section reaches 260 degs.; handle folds 
down as drying rack; weighs only 284 
Ibs. ; 23 in. high, 7 in. wide, 19 in. long. 
Electrical Merchandising, July, 1949. 





G-E Automatic Washers 
General Electric Co., Bridgeport 2, Conn. 
Models: AW6C1 and AW6C2 auto- 


matic washers for self-service laun- 
dries, apartment or multiple dwellings. 
Selling Features: Incorporate princi- 
pal features of G-E standard auto- 
matic washer with redesigned controls 
so complete cycle takes only 35 min.; 


JULY, 


— 


control dial rotates in one direction 
only—no operation can be repeated; 
new mixing valve and control; top- 
opening lid has been hinged to cover 
assembly; 9 lb. capacity; G-E ac- 
tivator provides 3-way washing action; 
clothes are damp dried at 1140 rpm. 
AW6C1 has built-in coin meter and 
coin box which can be adapted to any 
denomination of coin or combination 
of coins; AW6C2 has no meter at- 
tachment. Both models are 36 in. 
high, 27 in. wide, 27 in. deep; white 
baked enamel steel ; enameled washtub 
and basket. 
Electrical Merchandising, July, 1949 





SESSIONS Clock 
The Sessions Clock Co., Forestville, Conn. 


Model: “Pierre” kitchen wall clock. 
Selling Features: White plastic case 
in form of “Pierre” a French chef in 
white uniform and coat; 105 x 74 in. 
overall; easy-reading 5 in. dial; Ses- 
sions self-starting movement. 

Price: $4.95. 

Electrical Merchandising, July, 1949. 














EMERSON-ELECTRIC Fans 


The Emerson Electric Mfg. Co. 
St. Louis, Mo. 


Device: Emerson-Electric 20-in. win- 
dow fan; and complete line of ball- 
bearing, belt-drive exhaust fans for 
vertical or horizontal discharge. 
Selling Features: New 20-in. 2-speed 
window fan equipped with adjustable 
mounting panels for windows 28 to 
36 in. wide; accessories are included to 
permit installation in smaller windows 
with minimum opening of 20 in. 
square; ivory finish; current-saving 
capacitor motor; 3-large quiet-type 
blades; delivers 3500 cfm on high speed 
and 2000 cfm on low. 

Six new ball-bearing, belt-drive ex- 
haust fans in 36, 42 and 48 in. sizes, 
equipped with ball-bearing motors and 
pillow blocks to absorb the thrust load 
of fan: capacities range from 10,200 
to 19,350 cfm; resilient rubber hub 
mounted to insulate noises and auto- 
matic thermal protectors; specially de- 
signed blades shaped, balanced and 
pitched for large volume air delivery 
and quiet operation; complete line of 
automatic ceiling shutters available. 


Electrical Merchandising, July, 1949. 
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RETAILS AT 
YOUR 1949 SALES and PROFIT BOOSTER NOW INCLUDES 
IN A HUGE UNTAPPED HOME MARKET Polishes 
Right NOW is your opportunity to make up for , cs 
Conn. lost sales in other items by vigorous promotion avy 
. of a fast moving home appliance! The GENERAL ' 
: hn T-12 offers a whole new UNSATURATED mar- 
Ses- ket . . . a profit opportunity doubly welcome 
7 isi E-sell 
a NOW! Year ‘round advertising PRE-sells your BUFFS ‘ 


prospects. No other floor machine made has as 


complete a line of wanted, profit making attach- 


ments. 


7r€€ - GET these IMPORTANT sales aids! 


® Window Displays 


uy 





® Floor Displays 
® Machine Advertising Hangers 
® Newspaper Ad Mats 


g. q 
DRY CLEANS & 


Give-Aways and Envelope Stuffers 





* Cooperative Advertising 








Complete Industrial Floor Machine Line 
ball. HERE'S a new profit possibility for you! GENERAL offers to the 
. tor trade its Complete Industricl floor machine line! These well 
known General “K” models are now used in leading institu- 
tions, schools and plants from coast to coast. Write for 
complete details on how to add to the profit side of your 








speed 













—_ ledger through General Industrial Models. 

led to 

dows DISTRIBUTORSHIPS STILL AVAILABLE IN 

) in. SOME MAJOR MARKETS 

aving 

~type Visit our Booth 897 at the National Housewares and Home we nigger 

speed Appliance Exhibition, Atlantic City, N. J., July 11 to 15. hates 

a | alleen liee relish let lhe teal 
sizes, General Floorcraft, Inc. Dept. EM-7 
son 333 Ave. of the Americas, New York 14, N. Y. 

0.200 Please send me full information on 

oe GENERAL T-12 Domestic Model 

Bh: GENERAL Industrial ‘’K’’ Models 
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Colorful 
Self -Sell 
Carton = 


3 Jars 


59: 


FAIR 





TRADE PRICE 


A “Natural” for Appliance Stores! 


The new BALL Refrigerator and Freezer Jar will appeal to every 
refrigerator owner. It’s easy to use, leakproof, airtight. Seals with 
a twist of the wrist. Perfect for leftovers, milk, soup, baby’s for- 
mula — dozens of other uses. Lasts a lifetime. 


The gaily colored display carton of 3 jars at 59c¢ yields a liberal 


profit. Wonderful traffic puller. Feature BALL Refrigerator and 
Freezer Jars now! 


a Ss 
; N 


COMPAN Y 
U. S. A. 


A, A 
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UNIVERSAL Refrigerators 


Landers, Frary & Clark, New Britain, 
Conn. 


Models: Universal Deluxe and Stand- 
ard models. 

Selling Features: Deluxe has 8.5 cu. 
ft. space; features horizontal freezer 
locker with 1.5 cu. ft. or 50 lb. frozen 
food capacity as well as 4 aluminum 
“quickout” trays which hold 56 cubes; 
self closing aluminum door which also 
serves as re-arrangement shelf when 
opened; normal storage cabinet has 
15.81 sq. ft. shelf space; adjustable 
sliding shelves; twin service crispers 
of easy sliding porcelain enamel with 
glass tops and aluminum fronts; either 
crisper can be used as auxiliary meat 
drawer under freezer locker; large 
storage cellar in “base for dry foods, 
canned, boxed and bottled goods. 

Standard has 9 cu. ft. capacity; large 
speed freezer has 2 “easyout” trays and 
1 dessert tray, freezes 70 cubes; holds 
up to 30 Ibs. frozen food with adequate 
space for frozen desserts; spring lock 
porcelain enamel door; lift-out shelves 
provide 15.42 sq. ft. storage; porcelain 
enamel crisper with glass top. 

Other features in both models in- 
clude eye-level temperature control 
adjustable to 10 positions; aluminum 
ice cube trays; automatic interior light ; 
hermetically sealed economy freezing 
unit; seal-tight automatic door latch; 
l-piece steel cabinet baked enamel 
finish. 

Electrical Merchandising, July, 1949. 


WESTINGHOUSE Cleaner Accessories 


Westinghouse Electric Corp., 
Mansfield, O. 


Device: “Toss-Away” disposable pa- 
per bags for use on two Westinghouse 
cleaners, and a new extension hose. 
Selling Features: Made of specially- 
developed paper with high filtering 
qualities enable user to empty cleaners 
—the upright Deluxe automatic and 
the tank-type—without getting soil and 
dirt picked up by cleaners on users 
hands or clothes. 

Extension hose is lighter to handle, 
more flexible than conventional type 
extension hose; exterior easy to 
clean. 


Electrical Merchandising, July, 1949 
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EVANS Oil Furnace 
Evans Products Co., Plymouth, Mich. 
Device: No. 379 oil forced-air furnace 
for small homes. 
Selling Features: Completely auto- 


matic; factory assembled; designed 
for quick easy installation; enclosed 








controls on outside front jacket; 2- 
speed draft booster; stainless steel va- 
porizing type burner; Blade-type blow- 
er or double inlet wheel blower with 
filter and housing; 82,500 btu’s per hr. 
Electrical Merchandising, July, 1949 





DUO-THERM 


Duo Therm Div., Motor Wheel Corp., 
Lansing, 3, Mich. 


Oil Heaters 


Models: 2 Sheratons, 1 Hepplewhite, 
2 Chippendale; 4 Royal Family, 
Radiant Circulators and a _ Trailer 
model. 

Selling Features: Power-Air blower 
and automatic controls optional on all 
models ; Dual Chamber burner ; Waste- 
Stopper ; convenient control dial; auto- 
matic draft-minder; large radiant 
doors are features found in all models. 

Sheraton models have wood grain 
finish. No. 620 has 12 in. burner, 5 gal. 
fuel tank; 41,500 btu output. No. 720 
has 14 in. burner, 7 gal. tank, 53,000 
btu’s. 

Hepplewhite 954 console has ra- 
diant doors; 14 in. burner; 5-gal. 
tank; 50,000 btu’s. 

Chippendale 955 and 953 in walnut 
or blond finish; 14 in. burner; 5-gal. 
fuel tank; 50,000 btu’s. 

Royal Family models 815 and 715 
have 7 gal. tanks; No. 815 has 18 in. 
burner. No. 715 has 14 in. burner. No. 
615 has 12 in. burner, 5-gal. tank; No. 
515 has 94 in. burner, 3 gal. tank. 

Radiant circulators radiate and cir- 
culate heat; duo-tone walnut finish, 30- 
gal. tanks. No. 575 has 94 in. burner; 
No. 685 has 12 in. burner. 

Trailer Circulator No. 525 has 94 in. 
burner, 2}-gal. tank; sun-tan enamel 


finish. 
Electrical Merchandising, July, 1949. 
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WHEN YOU SELL a ‘Toastmaster’ Water 
Heater, you take your profit...and it’s 
yours—for keeps. You aren’t bothered with 
service complaints. You aren’t forced to 
make adjustments that take a slice of your 
income on the sale. And good performance 
builds your business. Folks that are satis- 
fied tell their friends. 


THEN, TOO, THESE NEW “Toastmaster” beau- 
ties are definitely “upstairs” water heaters. 
They’re at home beside the most modern 
range or refrigerator. For the first time, 
too, here are kitchen-type water heaters 
with plenty of capacity to meet the needs of 
both the automatic dishwasher and auto- 
matic laundry. 


WITH A NEW “Toastmaster” Water Heater 
in the kitchen, your customers enjoy all the 
savings of short pipe runs, less heat loss be- 
tween water heater and faucet, faster hot 
water service, and greatly reduced oper- 
ating cost. 


THE SMART STYLING that makes satisfactory 


ELECTRICAL MERCHANDISING—JULY, 


kitchen installation possible is one big 
reason why “‘Toastmaster’s” beautiful new 
Water Heaters are easier to sell. Here are 
several more: 

“LIFE-BELT’* ELEMENT operates at gentle 
“black heat,” is practically burn-out proof. 
Reduces service expense for you—saves 
your Customers money. 

“IONODIC’* SYSTEM prevents rust, stops cor- 
rosion, doubles tank life. Protects you 
against loss of customer good will. 


10-YEAR SERVICE WARRANTY —the protection 


plan that covers both tank and element. 


STILL OTHER “Toastmaster” Water Heater 
features include: new sombrero-type cold- 
water baffle for high efficiency, new one- 
piece, more efficient heat trap, and heavier 
insulation. 

THROUGH NATIONWIDE PROMOTION electric 
water heater buyers are fast realizing that 
the “Toastmaster” brand is better looking, 
better built... hence, a bigger value. And 
it’s value that makes sales, today. 


1949 


















































CASH IN ON this new popularity! Write for details on 
the profitable ‘““Toastmaster’’* Water Heater franchise. 
McGraw Electric Company, Clark Division, 5201 W’. 65th 


St., Chicago 38, Il. 


new Standard 


MODELS 


= 
- IN SEVEN SIZES! 
| 30-, 50-, 67-, 
82-, 100-, 
| 125-, and 
r pot 150-gol. 
| capacities 
ae e 
‘end 
ws | © 


Built by the makers of the 


new De Lure 


MODELS 
IN FIVE SIZES! 
40-gal. table-top. — 
40-, 50-, 67- + 
and 82- 


gol. capac- 
ities ¢ 


_ 





famous ‘Toastmaster’ Toaster 


thitomatic Clechic Wate Heaite 


TOASTMASTER “LIFE-BFLT'' and “‘1oNnoDIC are trademarks of McGraw 
Electric Company. makers of *‘Toastmaster’’ Toasters, ‘*Toastmaster’’ 
Electric Water Heaters, and other ‘‘Toastmaster’’ Products 


Copr 249. Clark Division 


McGraw Electric Co., Chicago, 1 
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4>t SPECIAL A-809 


Sensational new summer sales maker 
named for Gibson's sensational 4-Star Pro- 
motion. ... Eight cubic feet . . . Full-width 
Freez’r Locker, glass door . . . Full-width 
Fresh’ner Shelf . . . Sliding Vegetable 
Crisper . . . All essential Cold Modulation 
features, to give each different food its 
proper, nt Eevee of cold-and- 
moisture. Nothing else 
compares with thi » A the $22995 
entireindustry. Sugg. list: 


4>t DELUXE D-849 


Eight cubic feet . . . 15.56 sq. ft. shelf area 

. . Full-width Freez’r Locker, DeLuxe 
glass door . . . Full-width Fresh’ner Shelf 
. . . Full-width sliding Dew-Temp vege- 
table crisper... Extra big dry crisp storage 
tilt bin. . . All essential Cold Modulation 
features. Nothing else 
compares in the entire $26995 
industry at sugg. list: 


GET THE GIBSON 
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WITH THESE 


Vf] LD. 
TIS ON 
| | 
PEAK-SEASON NATURALS! 

other 8 cu. ft. refrigerator has this 


N oO 35-40 lb. capacity full-width 


Freez’r Locker, 24 bushel full-width Fresh’ner 


Shelf and sliding Crisper at $22995 


Gibson doesn’t ask you to give away goods at 
little profit. Gibson provides refrigerators for 
this competitive market —at competitive prices 
..- With good profit margin . . . with the features 
people want— full-width 
Freez’r Locker and 
full-width Crisp Com- 
partment. Order these 2 
timely sales makers now, 
order enough for all your 
. prospects, make this 
_ season pay BIG! 


4 


WHAT MAKES WOMEN BUY? 
WOMEN TOLD GIBSON! 
a 





i 





























/ = GIBSON REFRIGERATOR COMPANY 
Greenville, Michigan 
See Us at Space 537-5388 
American Furniture Mart 
Chicago, July 5-16 


* | 
Marge & Copyright 1949 Gibson Refrigerator Co 


FROM YOUR GIBSON DISTRIBUTOR NOW! | 
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MARVEL Kitchen Cabinets 


Marvel Metal Products Co., 1100 
S. Central Park Ave., Chicago 24, Ill. 


Device: New line of standard wall and 
base cabinets. 
Selling Features: Wall cabinets of 
heavy gauge metal; flush type doors; 
concealed hinges; insulated doors; re- 
frigerator type baked-on enamel; 
chrome hardware; easy to install. 
Base cabinets have mother-of-pearl, 
gray plastic top with metal molding; 
top is cigarette, acid, bleach resistant; 
sides are flush; standard 36 in. height; 
recessed black kickplate ; chrome hard- 
ware; insulated doors. 


Electrical Merchandising, July, 1949. 





EVERHOT Rangette Oven 


The Swartzbaugh Mfg. Co., 1336 W. 
Bancroft St., Toledo 6, O. 


Device: No. 940 Rangette oven for 
use on Everhot rangettes. 

Selling Features: Embossed aluminum 
body, hammer finished; satin finish 
door; heat indicator in top; 2 adjust- 
able removable shelves; fits _ over 
square element of Rangette-inter- 
changeable with griddle; 12x12x12 in. 
Electrical Merchandising, July, 1949. 





TRACY Sinks 


Tracy Mfg. Co., Pittsburgh, Pa. 


Device: Tracy sink and laundry tray 
combination. 

Selling Features: 48 in. sink top has 
one shallow bowl for regular use and 
one deep bowl for laundry purposes; 
sliding drainboard; Tracy deluxe 
porcelain ; cutlery drawer ; ample stor- 
age space; insulated doors and draw- 
ers; concealed ventilation; stainless 
steel handles; streamlined faucet with 
spray attachment. 


Electrical Merchandising, July, 1949. 
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In over half 
of all U.S. counties, 
Country Gentleman 
circulation exceeds that 
of the biggest weekly 
and biggest women’s 
magazine 


ht ; 
ird- 





READ COUNTRY GENTLEMAN 


less 
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WASHINGTON’ FRUGA 





NON-ELECTRIC PRODUCTS 





CAMERON Portable Dishwasher 


The Cameron Corp., 2066 E. 70th St., 
Cleveland 3, Ohio 


Model No. 4938 


Device: Portable dishwasher powered 
NEW STYLING by water pressure. 

Selling Features: Washes, rinses and 

f dries dishes for four in S-min. ; snap- 

Y; 3 NEW FINISH on hose connects to any faucet; “stack- 


easy” basket rotated by four jets of 
water; weighs 13} lbs.; self-cleaning ; 
made of rustproof metals with baked- 
on enamel and transparent pyrex cover. 
Price: Suggested, $49.95. 

Electrical Merchandising, July, 1949. 





NEW VALUES 


i) r 


Two new Models that Strike Pay-Dirt! 


Your customers are demanding better values... 
they want heating appliances with plenty of plus 
features. You can satisfy them with 49-ers .. . oil 
burning heaters of outstanding beauty and power- 
ful capacity; designed and produced by one of the 
early pioneer manufacturers of oil burning heaters. 

See these and other WASHINGTON Heating and 
Cooking Appliances at our Booth 515-B, Chicago 
Furniture Market. 


Plenty of plus features... 


Down-draft Hot-Blast tube spreads flame, increases heating 
capacity on high fire, makes possible less oil consumption 








KITCHEN-KRAFT Cabinet 


on low five. Midwest Mfg. Co., Galesburg, Ill. 
Radiant heat is provided by Ray-Dors and grille in lower ; ; ‘ . 

front. Device: Kitchen-Kraft 42 in. floor 
Three hot-air ducts in rectangular combustion chamber pro- cabinet, SC-42. Dulux enamel finish. 


vide greater radiation surface, increase heating efficiency. 
Insta-Liter available for quick starting. 
Waist-high oil control. Cheerful fire-glow window. 
Approved by Underwriter’s Laboratories. 


Selling Features: May be used as 

*WORTHY OF THE NAME | right-hand or left-undersink cabinet, 

| or as a right or left-hand corner 

cabinet; 42 in. wide, 344 in. high, 243 

| in. deep; doors are 18 in. wide; draw- 

ers 6 in. deep mounted on rollers; 21 

in. adjustable shelf in compartment 
under drawer. 


Electrical Merchandising, July, 1949. 





& <= ... Beautiful 
AN Blonde Model 


A new light finish of 
exquisite tone that har- 
monizes with modern 
furnishings. 


WASHINGTON FRUGAL DISTRIBUTORS 


LONG-LEWIS HDWE. ee egeem, Ala. 
McLAIN DISTRIBUTING COMPA 
are N. C. 


McGOWIN-LYONS HDWE. & SUPPLY 
obile Ala. 


>» 
WORTHY OF Trt want 


'Gray&Dud 
« 





BAKER & HAMILTON 
A. C. BLACK COMPANY Minneapolis, Minn. 
BRANDON COMPANY Little Rock, Ark. 
BROWN-CAMP HDWE. COMPANY. . Des Moines, ia. 


San Francisco, Calif. RED FEATHER OIL COMPANY Salt Lake City, Utah 


REPUBLIC SUPPLY CORPORATION . Detroit, Mich. 
SIDNEY SCHRAYER & COMPANY Chicago, Ill. 
SIEG HOME SUPPLY COMPANY Davenport, la. 


CALIFORNIA HDWE. COMPANY Los Ange'es, Calif. 
CANTON HARDWARE COMPANY Canton, Ohio 
DEALERS APPLIANCE COMPANY Kansas City, Mo 
FOREMAN DISTRIBUTING COMPANY 

Portland, Ore. 
M. A. HARTLEY & COMPANY Gettysburg, Penn. 
HOFFMAN HDWE. COMPANY. .Los Angeles, Calif. 
GUY H. LANDON Colorado Springs, Colo. 
THE LEE HDWE. CO. LTD . .Shreveport, La. 





PAGE 140 


MILWAUKEE STOVE & FURNACE REPAIR co. 


Milwaukee, Wis. 
MYER-BRIDGES aa taka Louisville, Ky. 
maha, Neb 


H. C. NOLL COMPANY............. 
OZARK MOTOR & SUPPLY ‘COMPANY 


Springfield, Mo. 
..Cambridge, Md. 
Tampa, Fila. 
G. M. POPKEY COMPANY........ Marinette, Wis. 
IS. 2 Norfolk, Va. 


PHILLIPS HDWE. COMPANY 
THE PIONEER TIRE COMPANY 


PRICE’S INC 


OM 
SMALL & SCHELOSKY COMPANY Evansville, Ind. 
THE JOSEPH B. SMITH COMPANY... . Toledo, Ohio 
SPOKANE PAPER & STATIONERY COMPANY 
Spokane, Wash. 
STAMPFER’S FARM & HOME STORE. . Dubuque, Ia. 
STANLEY DISTRIBUTING COMPANY St. Louis, Mo. 
TAY-HOLBROOK, INCORPORATED 
San Francisco, Calif. 
UNION HDWE. & METAL copay 
Los Angeles, Calif. 
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TAP-A-GLASS 


Trylyn Mfg. Co., San Francisco, Calif.; 
Bart-Kinnison Co., Western Merchandise 
Mart, San Francisco, Calif. 


Device: Tap-A-Glass automatic dis- 
penser of ice water and other liquids. 
Selling Features: Holds over a full 
gallon; semi-opaque polystyrene re- 
veals water level at all times ; features 
2-way friction fit tray lid which in- 
verts so other items can be stacked on 
lid; hand-grip indentations front and 
back make for ease in handling; spigot 
releases full glass of water in 6 seconds 
by simple 3-finger graps. 

Price: $3.95. 

Electrical 1949. 


Merchandising, July, 
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MS 
LG 
dy hop. Che Minute 


Leading manufacturers of 
: clothes washing machines recommend 


j calgon 


| mares warze sorrea 
You know without being told that these trademarks identify Hlalps Seapto Cleanse real 
recognized leaders in the field of clothes washers. Housewives ‘ 
have bought washers under these trademarks for years. Such 
brands are respected today because they have consistently been 
identified with clean wash and long service. 

Makers who use these trademarks have maintained their 
leadership in two ways: 1. By constantly improving their ma- 
chines. 2. By always being alert to recognize improvements in 
washing practice. 

Naturally, they were quick to recognize that “the new way 
to wash is the Calgon way.” They recommend Calgon to help 
housewives get finest possible results—cleanest clothes in short- 
est time—from their modern, improved washers. 











ig Added to hard or soft water, with soap or synthetic detergent, 

sh. Calgon prevents washing film . . . actually removes previously | 

as formed washing film. Calgon does its job well under any water 

et, condition. 

43 Its market is enormous. Its turnover is rapid. It builds repeat ‘ 

on business | 

21 Recommend Calgon. Sell it to washer customers. Write for LE 

m literature. Som 

49. Not only washing machine makers — but textile manufacturers, too, = N, INC Sr. 
recommend CALGON in their washing instructions. . . for cleaner, ~ “itm 
brighter, safe washing. se, 


+. 
calgon, inc. 
HAGAN BUILDING, PITTSBURGH 30, PA. 
*T.M.Reg.U.S.Pat.Off. 
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WARING ANNOUNCES 
NEV 





S Lig reatures 





make it the hottest selling gn 0 rick of 
iron in your stock! / gy of sTEAM 
1) b. —_N 
\RP Ost » the kn° act pone 
\PLE P water BALANCED gedto 9” 
f R \3 droP sv ring 
7 oN ° «ned res? ont 
fe W iRONS 7" ge TER —oe e fabric cero" any 
Are. R . 
STEAM IRONS delicate fabrics— _" o time: yore pER sTEA he market 
rayons, nylons, silks. No risk of poilet prin pial yhe wl yon on sreo™ 
“melting” or scorching. No sprinkling . N L— ch other orto m 
—steam smooths out wrinkles. teh team fort 2G . WU ~ gabrtic- = 
STEAM PRESSES professionally — N oWw™ i auto ods" 9 rests ° . 
Jf wool suits, sweaters, velvets. Elimi- A right ‘t fabric: ycarlt bs \oss ae when iron 
nates damp pressing cloth. Gives e tT ° 
professional "tailored look.” oP S puto e shuts uL wr 
arm at e 
ee ng ype eal remota HEAT AD’ ignout gre: eAsie® TO Ph mned fing 
ndry. vick preliminary stea ‘ . 
VA ironing eliminates betinedasone a, dial - Pg. no CoP" 
sprinkling of many items. * mere 











7ELL WOMEN WHAT IT DOES—AND YOU'LL SEE WHAT IT DOES FOR YOUR SALES! 


WARING+-STEAM IRON 


WARING PRODUCTS CORPORATION, 25 West 43rd St., NEW YORK 17, NEW YORK ... MAKERS OF THE WARING BLENDOR 
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CROSLEY TV Consoles 


Crosley Div., Avco Mfg. Corp., 
Cincinnati, O. 


Models: Three console  telesets: 
9422M, “Master Showman”; 9-420M 
and 9-424B, “Good Neighbor”; and 
one consolette: 9-409M, “Popularity”. 
Selling Features: “Master Showman’ 
has 16-in. direct-view tube, 142 sq. in. 
picture ; includes FM radio, and phono- 
graph jack; micro-prism tuning dial 





allows precise tuning from standing 
position. 

“Good Neighbor” has 10-in. picture 
tube, 52 sq. in. picture, FM reception; 
cabinet is either mahogany or blond. 

“Popularity” consolette has 123-in. 
direct-view tube, 85 sq. in picture, full 





FM reception, phono-jack; mahogany 
cabinet. 

Prices: “Master Showman”: $569.95 ; 
‘Good Neighbor”: mahogany, $329.95, 
blond, $339.95; “Popularity”: $349.50. 
Electrical Merchandising, July, 1949. 





CROSLEY Table Teleset 


Crosley Diy., Avco Mfg. Corp., 
Cincinnati, O. 
Model: “Good Time” 9-403MA, table 
teleset. 


Selling Features: Has _10-in. picture 
tube, 52 sq. in. picture, FM reception; 
mahogany cabinet. 

Price: $269.95. 

Electrical Merchandising, July, 1949. 
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TELEVISION 


model with plastic cabinet with 58 
sq. in picture; Model 514- 7 in. direct 
view portable model with 23 sq. in. 
picture. Model T-69 is a 15 in. TV 
chassis for custom installations; 19 
tubes plus picture tube and 3 rectifiers ; 
8 in. PM speaker; 193 in. x23 in. x 
212 in. 

Prices: Model 515- $399.50; Model 
512- $299.50; Model 513- $199.50: and 
Model 514- $149.50. Model T-69- 
$259.50 


Electrical Merchandising, July, 1949 





RAYTHEON Portable Teleset 


Belmont Radio Corp. Div., Raytheon Mfg. 
Co., 5921 W. Dickson Ave., Chicago, Ill. 


Device: “The Voyager” portable tele- 
vision. 

Selling Features: Operates on a.c. or 
d.c. no converter needed for either; 
features Raytheon super-circle screen, 
utilizing full surface of 7 in. picture 
tube ; compact portable indoor antenna; 
controls on front panel; luggage cab- 
inet in dark brown alligator finish; 
16$x173x93 in. 

Price: $179.95. EMERSON Portable Teleset 


Electrical Merchandising, July, 1949. Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York 11, N. Y. 


Model: No. 600 portable television set. 
Selling Features: 7-in. tube; a.c.-d.c. ; 
cost includes indoor aerial for installa- 
tion top of portable case, as well as 
separate plug-in base and lead-in wire 
for attaching antenna away irom re- 
ceiver, in addition to simulated 
leather carrying case. 

Price: $179.95. 

Electrical Merchandising, July, 1949. 








MECK Portable TV 
John Meck Industries, Inc., Plymouth, Ind. 
Device: Portable television. 
Selling Features: 7 in. picture tube, 
18 tubes and 4 rectifiers; 13 channels; 
weighs 28 lbs.; 5 in. PM speaker; 
FM; tan luggage case closes for pro- 
tection. 
Price: $169. 
Electrical Merchandising, July, 1949. 





PHILCO Table Teleset 


Philco Corp., Tioga anéC Sts., 
Philadelphia, Pa. 
Device: No. 702 table teleset. 

Selling Features: Low-priced 7-in. re- 
ceiver has Wide Angle viewing screen, 
automatic channel selector for all 12 
channels; mahogany veneer cabinet. 


Electrical Merchandising, July, 1949. 





HALLICRAFTERS Television Console 


The Hallicratters Co., 4401 W. Fifth Ave., 
Chicago 24, lil. 


Model: No. 515 teleconsole. 


Selling Features: 15 in. direct view 
tube for 130 sq. in. picture; 12 chan- 
nel selector switch for instant selec- 
tion; 8 in. PM dynamic speaker; non- 
operating controls available on back 
of cabinet; 19 tubes plus picture tube 
and 3 rectifiers; mahogany veneer in 
ey 7 design; 26 in.x40 in. x22 

; 182 lbs. Model 512- 123 in. direct 
sia consolette with 85 sq. in. picture; 
Model 513- 10-in. direct view table 





MECK Table Teleset 


Device: Meck table television. 
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John Meck Industries, Inc., Plymouth, Ind. 


Selling Features: 7 in. tube; 18 tubes, 
4 rectifiers 13 channels; rotary switch, 


vernier tuning control; can use indoor 
as well as outdoor antenna; mahogany 
cabinet; 19 in. x 12 in. x 16 in. 
Price: $149.90. 


Electrical Merchandising, July, 1949. 





RCA VICTOR Table Teleset 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 


Model: No. 9T240 expanded screen 
table television set 

Selling Features: Has 10-in. direct 
view picture tube 61 sq. in. screen; 
22 tubes plus 2 rectifiers; 5x7-in 
speaker is in top of cabinet t; automatic 
gain control ; “power on” circuit makes 
tube glow if left on after station has 
gone off the air; matching table op- 
tional for $15.50, 

Price: Walnut or mahogany, $269.50; 
limed oak, $284.50. 

Electrical Merchandising, July, 1949. 





STROMBERG-CARLSON Table TV 


Stromberg-Carlson Co., 100 Carlson Rd., 
Rochester 3, N. Y. 
Device: “The Dorset” TS 125 HM 
Selling Features: 124 in. tube; AM- 
FM; simplified controls; “truncated 
circle” increases normal picture area 
permits larger closeups; phone jack 
ior any type record changer; 8 in. 
Alnico V speaker suspended in rubber 
Price: $479.50 (East) plus installa 


l 
tion. 





MATTISON Table Teleset 


Mattison Television & Radio Corp., 
220 Fifth Ave., New York 1, N. Y. 

Device: “Embassy 15.” 

Selling Features: 15 in. picture; “Re- 

flecto-Circle” eliminates dead areas 

and affords greater utilization of tube 

surface; 30 tubes plus three rectifiers 

and picture tube; 22 in, x 22 in. x 21 

in.; piano finished wood; easily re- 

moved cabinet front. 

Price: $489.50. 

Electrical Merchandising, July, 1949. 
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MAGIC PRICE 








is back in sewing machine 
merchandising / 


ADVANCE ANNOUNCEMENT 


to our dealers! 
3 NEW MODELS 


plus your present models give you a complete 
price range of portables, consoles, and desks. 
Now you can start LOW and sell UP— 














RETAIL 
NEW! Model 8F starts at $ 89.95 
NEW! Model LN starts at 119.00 
NEW! Model NHR starts at 129.00 
AMERICA’S Models ALB and NLB start at | 142.00 














IT’S THE BIGGEST sewing machine news in 


10 years. Traffic-pulling ... sales-building . .. prices 
are back! Not only below $100 but well below! 


GET THIS MAGIC PRICE MAGNET 


working in your store. Build your sales on Amer- 


SALES HELPS 


ica’s finest sewing machines—the ALB and NLB. Be —newspaper mats, displays, other sales 
first with MAGIC PRICES—phone your distributor helps to put the MAGIC PRICE MAG- 
today! NET to work in your store. 


FREE SEWING MACHINE CO. 


North Hollywood, Calif. ROCKFORD, ILLINOIS Toronto, Canada 


1870 MANUFACTURERS OF 


iy = se Shines Sewing Machines “On Display at the Show’ 
CAMEUCH I July 5-16—Chicago 


FrooWestinghouse umnaiersean 
NEW 2=*-HOME 


LiGut RUNNING 


SINCE 
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walnut or bleached mahogany; “Goth- 
am” and “Lincoln” are two 16 in. 


1G 








SPARTON Television 


Sparton Radio-Television Div., Sparks- 
Withington Co., Jackson, Mich. 


Model: No. 4944 TV teleset. 

Selling Features: 16 in. direct-view 
tube ; 28 tubes including 4 dual-purpose 
tubes for 32 tube performance; auto- 
matic brightness control; console has 
\-grain and striped hand-rubbed ma- 
hogany veneer cabinet. 

Price: $495. 

Electrical Merchandising, July, 1949. 





OLYMPIC Table Teleset 


Olympic Radio & Television Inc., 34-01 
38th Avenue, Long Island City 1, N. Y. 


Device: “The Champion” TV 946 and 
“The Challenger” TV 106 and “Bar- 
onet” TV 947. 

Selling Features: TV 946 has 90 sq. 
in. screen; mahogany table top cab- 
inet; 123 in. tube; TV 106—10 in. 
tube; mahogany cabinet; TV 947—16 
in. tube with 129 sq. in. picture; 24 
tubes AC circuit; 10 in. PM speaker; 
period console cabinet. 

Prices: TV 946—$299.95: TV 106— 
$199.95; TV 947—$499.50. 

Electrical Merchandising, July, 1949. 





PHILCO Telesets 


Philco Corp., Tioga and C Sts., 
Philadelphia, Pa. 


Models: Four table and one consolette. 
Selling Features: All models have 10- 
in. tube, 61 sq. in. picture; 20 tubes 
plus 2 rectifiers; No. 1104E has ebony 
plastic cabinet; No. 1104M has ma- 
hogany plastic; No. 1105M, mahogany 
wood; No. 1105L, blond mahogany; 








No. 1106 (consolette), 
wood. 

Prices: Model 1104E: $249.95; Model 
1104M: $259.95; Model 1105M: 
$269.95 : Model 1105L; $279.95; Model 
1106: $299.95. 

Electrical Merchandising, July, 1949. 


mahogany 





WESTINGHOUSE Console 


Westinghouse Electric Corp., 306 Fourth 
Ave., Pittsburgh 30, Pa. 


Device: No. H-216. 

Selling Features: 16 in. tube; 126 sq. 
in. screen; “rotating elevated mount”; 
eye-level viewing ; automatic frequency 
control; 27 tubes plus 5 rectifiers and 
picture ‘tube; 10 in. permanent magnet 
speaker; 18th century design, ma- 
hogany ; controls on right hand side of 
cabinet behind, full length door. 
Price: $599, 

Electrical Merchandising, July, 1949. 





STARRETT Tele Combination 


Starrett Television Corp., 601 W. 26th St., 
New York 1, N. Y. 


Devices: “Ambassador”, 
“Jackson”, “Lowell”, “Cleveland”, 
“Gotham”, “Lincoln”, “King Arthur”. 
Selling Features: “Ambassador”’—16 
in. table model; can add AM-FM; 
“Hamilton”—consolette; can add AM- 
FM; “Jackson”—modern console with 
AM-FM; “Lowell”—period cabinet 
similar to “Jackson”; “Cleveland”— 
16 in. console with inlaid leather 
panels on door; available in mahogany, 


“Hamilton”, 


ELECTRICAL MERCHANDISING—JULY, 1949 


consoles, AM-FM 3 speed automatic 
record changers, dual speakers ; * ‘King 
Arthur”—20 in. direct-view with AM- 
FM, amplifier; all table models and 
consolettes with AM-FM units have 
phono jacks for record player attach- 
ment; basic chassis has 31 tubes: 
larger models up to 46 tubes: full 
console have 45 rpm changer. 

Prices: “Ambassador”—$559; with 
AM-FM, $595; “Hamilton’—$659; 
with AM-FM, $695; “Jackson”—$729; 
“Lowell”—$729; “Cleveland”—$849 ; 
“Gotham” and “Lincoln” $1095; avail- 
able as breakfronts at $1295; “King 





Electrical Merchandising, July, 1949. 





GAROD Table Television 


Garod Electronics Corp., 70 Washington 
St., Brooklyn 1, N. Y. 


Model: No. 1244 “The Madison”, No. 
1245 ° ‘The Century” and “The Head- 
liner”. 

Selling Features: “The Madison” — 
124 in. tube, 91 sq. in. screen; contin- 
uous tuning unit and illuminated slide- 
rule dial; mahogany veneer cabinet; 
“The Century”—bleached mahogany: 
12 in. wide angle screen; “The Head- 
liner”—10 in. tube; 61 sq. in. screen. 
Prices: ‘“Madison”—$239.95; “The 
Headliner’’—$199.95. 

Electrical Merchandising, July, 1949. 








STROMBERG-CARLSON TV 
Combination Consolette 


Stromberg-Carlson Co., 100 Carlson Rd., 
Rochester 3, N. Y 


Model: TS-125-IM “Weymouth,” 
combination AM-FM radio and tele- 
vision. 

Selling Features: 12% in. tube for 92 
sq. in. screen; compact chassis for 3 
services ; phono- jack for any type 
record changer ; one knob takes care 
of picture adjustments ; automatic gain 
for stabilization of picture quality; 
“full floating” 12 in. Alnico V speaker 
suspended in live rubber; period de- 
sign, mahogany veneer cabinet. 

Price: $565 (eastern zone). 


Electrical Merchandising, July, 1949. 





INDUSTRIAL Telesets 


Industrial Television, Inc., 359 Lexington 
Ave., Clifton, N. J. 

Models: “Century” No. 521 table, and 

“Teleceiver” No. 221 Consolette. 

Selling Features: No. 521—123 tube 

(85 sq. in.); 12 in. speaker; “Visual 

tuning’: 18 tubes 3 rectifiers; dark 





mahogany or bleached; No. 221—124 
in. tube; same as No. 521 in a con- 
solette cabinet. 
Prices: No. 521—$379 (dark); $394 
(bleached); No. 221—$429 (dark) 
$449 (bleached). 


Electrical Merchandising, July, 1949. 





WESTINGHOUSE Tele Consoles 


Westinghouse Electric Corp., Sunbury, Pa. 
Models: 217 & 207 TV consoles. 
Selling Features: No. 217—12 in. tube; 
dual audio systems, one for radio, one 
for TV, with separate 10 in. speakers; 
AM-FM,;; 7 tubes plus rectifier; auto- 
matic record player for standard and 
LP records is pull-out type; mahog- 
any veneers with hand carved mold- 
ings; Model 207 (illustrated)has 10 
in. tube. 

P rice Ss Model 217— -$72 5; Model 207 
—$625 plus tax and installation. 
Electrical Merchandising, July, 1949. 


TRANSVISION TY Antenna 
Transvision, Inc., New Rochelle, N. Y. 

Device: “Flip-Up” TV antenna 
Selling Features: Pre-assembled and 
ready for use; just flip up like an 
umbrella and use; pre-wired; receives 
all channels ; all "directional ; unusual 
high gain on upper channels; wide 
angle reception at low frequencies ; 
designed of non-conducting material 
which prevents possible grounding and 
reduction of signal strength; guy ring 
and wires for added rigidity; 7 ft. 
mast; additional masts at small extra 
charge. 
Price: $6.95. 
Electrical Merchandising: July, 1949. 
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The New DAVIS 
Elecite - Sweep 


NOT JUST A SWEEPER 
BUT A PRECISION CLEANER 


TO RETAIL AT $19.95 












faster, 


Lighter, easier to use — picks up 


more than the finest vacuums! Entirely new 
cleaning principle — “whiskbroom-like” 
motion of Magic Broom — picks up ALL 
the dirt. 


seen at less cost! 


Fastest electric cleaning action ever 


Quality built, fully guar- 











anteed, Underwriters approved. 






—— BROOM 


/ 





Sweeps 3,500 strokes per minute, 17 times 


faster than ordinary sweepers! 


a _* 
3° BIG MARKETS 
i 


Newly married couples on limited budgets, 








“carpet sweeper” homes, families with vacu- 
ums — ALL will want its faster, more thor- 


ough cleaning! 








MN, =e 
§Gic gRoo™ 


PY Wie cmach TY hg 
PLANO 2, ILLINOIS 
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RCA VICTOR Portable Radio 


RCA Victor Diy. Radio Corp. of America, 
Camden, N. J. 


Device: RCA Victor “personal” 
able radio No. 8-B-46. 

Selling Features: Features an ivory 
plastic case in modern motif; door- 
operated on-off switch, avec, elliptical 
permanent magnet; electro-dynamic 
speaker, plastic insulated oscillator; 
iron-core IF transformer; 4-tubes, 
standard broadcast; weighs 34 Ibs. ; 64 
in. high, 48 in. wide, 33 in. deep. 
Prices: $34.95, complete with bat- 
teries. 


Electrical Merchandising, July, 1949. 


port- 





MECK Portable Radio 
Meck Industries, Inc., John, Plymouth, Ind. 


Device: Meck 3-way portable. 
Selling Features: AC, DC or self- 
contained batteries; 4 miniature bat- 
tery tubes, selenium rectifier, Alnico 
5 PM speaker; simulated leather, lug- 
gage type case 2-tone finish. 

Price: $24.95 (without batteries); 
Battery-kit—$3.45. 

Electrical Merchandising, July, 1949. 





G-E Playtalk 


General Electric Co., Electronics Park, 
Syracuse, N. Y. 

Device: Recorder and record player 
for children. 

Selling Features: Uses grooveless 
paper disc coated with powdered iron 
to magnetically record and reproduce; 
34 in. speaker also serves as micro- 
phone; 20 rpm; 8 in. discs hold 2-min. 
recordings; small permanent magnet 
erases for reuse; plastic disc guides 
tone arm; 2 tubes, 1 rectifier; metal 
case. 


Electrical Merchandising, July, 1949. 


JULY, 


MOTOROLA Portable Radio-Phono 


Motorola Inc., 4545 Augusta Blvd., 
Chicago 51, Ill. 

Device: Model 59F11. 
Selling Features: Specially designed 
for new 45 rpm records; less than a 
foot wide, 134 in. long, 7 in. deep; 
accommodates 8 records; record stor- 
age space; weighs 12 lbs.; luggage 
type case with plastic handle. 
Price: $69.95. 
Electrical Merchandising, July, 1949. 





GENERAL INSTRUMENT 
Record Changer 
General Instrument Corp., Elizabeth, N. J. 


Device: No. 700F33-45 automatic rec- 
ord changer for all record sizes and 
speeds. 

Selling Features: Automatically plays 
10 or 12 in. 78 rpm discs, the L.P. 7 
10 and 12-in. 334 rpm records; and 
the 45 rpm records with the same 
pickup arm; conventional spindle 
diam.; plastic adaptor buttons take 
care of large hole diam. of 45 rpm 
records. 

Electrical Merchandising, July, 1949. 





MARKEL Record Changer 
Markel Electric + Inc., Buffalo 3, 
N. 


Device: Model 74 dl Playmaster. 


Selling Features: Three speed record 
changer plays all three speeds auto- 
matically; one or both sides of all 10 
in. and 12 in. records without turning 
records over; up to 9 hours; plays D, 
DM, M or MM in proper sequence; 
featherlight changing; 2 semiperma- 
nent styles; automatic stop and stand- 
ard rejection: tone arm can be moved 
any time; Model 75 has wood finish 
cabinet base. 


Electrical Merchandising, July, 1949. 
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' ADVERTISERS MAKE CLEAR YOU 
GET BETTER RESULTS IN CHICAGO 
WHEN YOU BUILD YOUR PROGRAM 
AROUND THE CHICAGO TRIBUNE 




















To keep your line out in front under today’s 
4 changing conditions, build your promotion around 
the medium that leads ali others as a sales pro- 
ducer in the multi-billion dollar Chicago market. 
Ask your advertising counsel to tell you the com- 
plete story. Or ask a Tribune representative to call. 
A. W. Dreier, 810 Tribune Tower, Chicago 11 
E. H. Struhsacker, 220 E. 42nd St., New York 17 
W. E. Bates, Penobscot Bidg., Detroit 26 
Fitzpatrick & Chamberlin, 155 Montgomery 
St., San Francisco 4; also 448 S. Hill St., 
Los Angeles 13. 





Out in front by more 
than $3,545,000.00! 


How retail and general advertisers of 
electrical appliances, radio and 
television sets, home furnishings, housing 
equipment, building materials and 
musical instruments rate the Chicago 
Tribune's ability to build business for 
them is shown by this chart. In 1948, 
they placed nearly three times as much 
of their promotion funds in the Tribune 
as in any other Chicago newspaper 
13.3% more than in all other Chicago 
newspapers combined! 


anufacturers, distributors and retailers go after sales volume in 
Chicago by building their sales program around the Tribune. 
As evidence of their knowledge of how Chicago reads and buys, in 1948 
they placed in the Tribune 199.6‘, more of their funds than they placed 
in any other Chicago newspaper and 13.3; more than they placed in 
all other Chicago newspapers combined. 
They increased the Tribune's lead over the next Chicago newspaper 
from 73.0°, in 1941 to 199.6°; in 1948. 
When you build your Chicago program around the Tribune, your sales 
messages reach hundreds of thousands more Chicago and suburban 
families than other Chicago newspapers reach. You reach the responsive 
families who account for most of the buying in this market. 
In addition, you build consumer favor and dealer support thruout the 
242-county greater Chicago territory. In this market, there are 756 cities 
and towns of 1,000 or more population. On week-days, the Tribune 
reaches better than one out of every three families in these 756 com- 
munities. On Sundays, close to three out of every five read the Tribune. 
Because the Tribune is first with salesmen and dealers, it is first with 
sales managers, who know that hard lines move fastest here when 
advertised adequately in the Chicago Tribune. Rates per line per 
100,000 circulation are among America’s lowest. 


CHICAGO TRIBUNE 


THE WORLD’S GREATEST NEWSPAPER 


April average net paid total circulation: Daily, Over 950,000—Sunday, Over 1,600,000 
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RADIO 
Ps 
Heat in each surface unit of this ultra-modern L& H 
Automatic Electric Range is as precisely controlled as 
volume in o radio set—built up or faded out to whatever 
degree required by simply turning a knob. It’s a case of 
(ey ae ne EEA SPARTAN Portable Radio 
any , for any cooking purpose, on ome switch... Sparton Radio-Television Div., Sparks- 
utmost in simplicity and efficiency! ». Withington Co., Jackson, Mich. 
fA \ fi 8 Device: Sparton portable. 
f . » ay tie Selling Features: AC-DC or self-con- 
And the fact that Oven, Duo-Cooker, a Monotube f F \ > Ee Tieh tained batteries; 4 tubes plus selenium 
Py rectifier; superhet, built-in loop an- 
Surface Heater, and Appliance Outlet can be precision- \ v4 y tmna ; permanent Alnico 5 magnet; 
fs ™ two tone plastic case; weighs 5: lbs. 
operated automatically, makes meal preparation both om \. ; without batteries. 
pleasure cooking and leisure cooking for Mrs. America. | yg Nn J Price: $34.95 (without batteries ). 
: a ss #2 Electrical Merchandising, July, 1949. 
Here's sound design, engineering wizardry, ond [| . F. ~ 
beauty that adds to any woman's pride in her home. | 
And back of all is the com- ey eye 





sion-resistant alloy that heat-power AO 9 cs 3 a TAPETONE Magnetic Tape Recorder 
ie ee Een —— : oe - Tapetone Mfg. Corp., 
¥ Roe 4s ee es : 5 Pee Fe 202 Tillary St., Brooklyn, N. Y. 
outstanding electric as tg == > his Re Oe Device: Magnetic tape sound recorder. 
a lifetime of trouble-free operation. . meee | Selling Features: Now available in 
; 5 | factory assembled complete and ready 
to operate; records everything from 


That's a vital fact to remember __ = _——— us ; voice to full radio programs; built-in 
S ~ == ay turntable to record from regular 
when you select your ppliance lines ‘ » | phonograph disc to tape; 8 in. speak- 

? | er; Scotch Recording Tape; easy to 
For if your monufacturing sources ore ae | edit and title; newly developed, slow 


speed capstan supplies extra half-hour 


not already using heating elements ss . on standard length tape; auto- 


| pA eye matically erases previous material; 

of Nichrome, it will profit you to 5 only 4 moving parts; may be used as 
. | PA system, record player, and ampli- 

have them do so. Nichrome, you'll eae > | fier; mounted in leatherette carrying 


case. 
Electrical Merchandising, July, 1949. 





*Nichrome is manufactured only by 


Driver-Harris Company 


HARRISON, NEW JERSEY 


TELVAR Portable Wire Recorder 


Audar Inc., Walnut & Maple Streets, 
Argos, Ind. 





Model: RE-17 portable wire recorder. 


Selling Features: Added gain for full 


BRANCHES: Chicago, Detroit, Cleveland, Los Angeles, San Francisco, Seattle recording volume at distances up to 


Manufactured and sold in Canada by 25 ft. aoe es high gain re- 

The 8. GREENING WIRE COMPANY, LTD., Hamilton, Ontario, Canada ee amplifier; 9 in. x 148 in. 
Price: $149.95 (including tax). 

*T.M. Reg. U.S. Pat. Off. | Electrical Merchandising, July, 1949. 
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ELECTRICAL 


Many of America’s important manufacturers of TV re- 
ceivers will presently announce fo your customers a wider 
variety of screen sizes in PROTELGRAM-equipped receivers. 

These manufacturers have already introduced to the 
trade their sets featuring the popular 192-square-inch 
picture (16” x 12”, 20” diagonal, square corners). 

Look to them for early news about these two companion 
sizes—130 square inches with 16” diagonal and rounded 
corners, and 234 square inches with 20” diagonal and 
rounded corners. 

And the latest version of PROTELGRAM for the projec- 
tion of a giant 3’ x 4’ picture on a home-movie type screen 
is now available from several well-known makers, with 
others soon to be announced. 
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Television 


...%n a choice of picture sizes! 


PROTELGRAM is the result of nearly fifteen years of devel- 
opment by the world’s greatest electronic laboratories. 
It is an entirely new conception of quality television 
picture reproduction—a big /ife-size, more life-like image 
free from glare and easier on the eyes—at the lowest cost 
per square inch of viewing area. 

PROTELGRAM has been adopted by leading TV manv- 
facturers because it is the perfect answer to your customers’ 
demand for bigger, better, more true-to-life television. 
It is your best bet for bigger television profits in 1949. Get 
the facts today on the profit-making opportunities in 
PROTELGRAM-equipped receivers. North American Philips 
Company, Inc., Dept. PF-7,}100 East 42nd Street, New 
York 17, N. Y. 


dn exclustre development of 
NORTH AMERICAN PHILIPS 


See our exhibit at the NAMM Convention + Room 702, Hotel New Yorker + July 25-28, 1949 
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TO MANUFACTURERS OF APPLIANCES — RADIO — TELEVISION 
ee 





ing. 


there aré three ways ~~ 
/ to reach dealers 
but which ONES. 


Sure, there are more ways than one to reach dealers—keep them aware 
of your product and keep them selling it hard. The three most generally used 
methods are Direct Mail, Salesmen’s Visits and Trade Publication Advertising. 


Truly enough that narrows it down to, three but which ONE is the most 





effective ? Which is the direct pipe line? Which is the hardest hitting ? 
Dealers are as anxious to get your message as you are to reach them. 
They need all the help they can get, for competition is really setting a stiff 
pace. They have to know about your consumer advertising plans—the features 
of new models— when they will be ready — discounts— new merchandising 


\ plans and every available sales aid you can give them. The facts which follow 


AN 


aa \ show, by comparison, that of the three generally used methods Trade Publi- 






cation Advertising is the most effective, most economical and, in addition, 


will reach the greatest number of interested dealer readers. 


DIRECT MAIL 


An efficient method to reach dealers with all facets of your 
product story but with what certainty can you gauge readership? 
78% of the dealers pass on their trade publications to their sales 
people; 68% of the sales people read them, This doesn’t happen 
with direct mail. Consider too, that if every manufacturer bombards 
dealers with direct mail they would have little time for selling. 
If dealers’ preferences are to be considered in the matter, the ABP 
dealers’ survey definitely answers the question for in it 46% (first 
choice preference) of them stated they preferred to get important 
consumer advertising plans from trade paper advertising. 
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SALESMEN’S VISITS 












These visits, many times, are at best no more than token calls 
and can only be made spasmodically. No salesman or group of 
salesmen can make effective, regular monthly calls on all their 
dealers and keep selling and traveling costs down. In addition, the 
story carried to those dealers would, as time wore on, lose most 
of its effectiveness. (Trade Paper Advertising calls on all dealers 
regularly at only a few cents per call. It keeps a product story new, 
up-to-date and in step with competitive claims). 


Re 


* eee 








Actual experience has shown time and time again that the preferred method always has proven 
to be the most effective. It follows, therefore, that the time proven, accepted method preferred by 
dealers, ‘Trade Paper Advertising,” is the most effective way by which a manufacturer can reach his 
dealers to strengthen and increase the cooperation and understanding that must exist between them 
to bring about the best in sales results. A dividend in this method—he also pre-sells dealers not NOW 
handling his products but who may later sell them. 


ADVER} 

In this ABP survey, dealers were asked how they preferred 
to receive such manufacturers’ selling aids as product information, 
prices, selling features, merchandising aids, local advertising sug- 
gestions, etc. In all features mentioned, dealers definitely stated 
that they preferred to get that information from their trade paper. 
The reason behind it is obvious because those dealers know that 
their trade papers contain a well-rounded monthly picture of their 
industry. Their trade papers are essential to them for selling tech- 
niques and information that are vital to their success, By their own 
choice, dealers have shown that you can reach more of them, every 
month, with a sales message they are sure to read, in the trade 
paper that covers their field. 


ae rAnupact sages Of 
APPLIANCES RADIO 
TELEVISION 


whe want La ncach dealers AMOKG 
APPLIANCE-RADIO-TELEVISION STORES 
DEPARTMENT STORES 
FURNITURE STORES HARDWARE STORES 
UTILITY MERCHANDISERS 


‘gf 
ChE oes 


ELECTRICAL MERCHANDISING 


The Dealers Preference - - - Survey Proven 
@ A McGRAW-HILL PUBLICATION 


330 WEST 42nd STREET, NEW YORK 18, N.Y. 
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REGAL makes the PLASTIC PARTS ELECTRICAL APPLIANCE NEWS 


for the NEW BENDIX 
Demonstrator Unit... 






BENDIX 


AUTOMATIC WASHER 


To meet the Bendix deadline, REGAL PLASTIC 
COMPANY tooled up and produced 33,200 
usable parts in six weeks time. 
Utilize the sales and merchandising appeal of transparent 
plastic demonstrator models to increase your sales. REGAL 
PLASTIC COMPANY ’s know-how and experience has 


merited the confidence which has led to orders for transparent 
plastic demonstrator models from: 


A. B. C. 

ALLIS CHALMERS 
APEX 
AUTOMATIC 


BENDIX KENMORE 
BEAM NORGE 
DEXTER THOR 

HOT POINT WHIRLPOOL 


WESTERN AUTO 


* Your products too, can be Action Salesmen. 


Perhaps some of your products, parts or subassemblies could 
be fabricated from plastics to your advantage and profit. If 
the application you have in mind is not suited for plastics, we 
will frankly tell you so. If it is practical, we will be glad tu 
work with you, from blueprint to finished product. We'll be 
glad to check your designs — or offer design suggestions — from 
the standpoint of plastics applications. REGAL has the skill, 
ingenuity, experience, personnel and equipment to successfully 


meet your requirements. 


From Washing Machines to Vacuum Cleaners — from Refrig- 
erators to Adding Machines — beautiful plastic display models 


will help you SELL. 


Plastic Fabricators to the Nation 


REGAL PLASTIC COMPANY 


710 MAIN STREET ° 


KANSAS CITY 6, MISSOURI 
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ZENITH FM Table Radio 


Zenith Radio Corp., 6001 W. Dickens 
Ave., Chicago 39, Ill. 


Model: No. 7H918 “The Major”. 
Selling Features: Super-sensitivity of 


about 10 microvolts; entire band from 
88-108 mc; filter circuit eliminates 
line noises, permits full power; 7 tubes 
plus selenium rectifier ; Alnico 5 PM 
speaker; built-in antenna; connection 
for outside aerial; combined “Dial- 
speaker” with brass dial face and per- 
forated speaker grille; swirl walnut 
plastic cabinet; AC-DC; 6} in. x 122 
in. x 5% in. 

Price: $39.95. 

Electrical Merchandising, July, 1949. 





SONORA Portable Radios 


Sonora Radio & Television Corp., 325 N. 
Hoyne Ave., Chicago 12, Ill. 
Models: 3-way portables Nos. 102 & 

249. 

Selling Features: 102—self-contained 
batteries; AC-DC; 2 tone finish; 
Model 249—tan finish. 

Prices: No. 102—$29.95; No. 249— 
$39.95. 

Electrical Merchandising, July, 1949. 





AIR KING Table Radios 


Air King Products Co., Inc., 

170 53rd St., Brooklyn, 32, N. Y. 
Models: A-604 “Baron” and A-511-12 
“Prince” table radios. 

Selling Features: A-604, 2-band table 
model has standard and short wave 
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reception with interference eliminator 
that blocks out code telegraph ; built-in 
phono jack; convenient panel control 
for phono connection; 6 tubes in- 
cluding rectifier ; 7 in. selectorloop; 
Alnico 5 “tone king” speaker; Ameri- 
can walnut cabinet. 

A-511, 12, illuminated airplane type 
dial; 5 tubes including rectifier Alnico 
V pm speaker ; a.c.-d.c.; precision die- 
cut antenna; available in walnut and 
ivory plastic cabinet. 

Price: A-604, $41.95; A-511 walnut 
finish, $17.95, A-512, ivory $19.95. 
(Slightly higher west of Rockies.) 

Electrical Merchandising, July, 1949 





WESTINGHOUSE Table Radio 
Westinghouse Electric Corp., Sunbury, Pa. 


Model: No. 198. 

Selling Features: New circuit designs 
for improved sensitivity and low noise 
levels in both AM-FM,;; built-in anten- 
nas; Alnico V speaker; 8 tubes plus 
rectifier; mahogany cabinet. 

Price: $89.95 (East). 

Electrical Merchandising, July, 1949. 





EMERSON Portable Radio 


Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York 11, N. Y. 


Device: No. 613, 3-way portable. 
Selling Features: AC, DC, or battery 
operated; retractible built-in loop an- 
tenna folds back into set when not 
operated; maroon plastic case; three 
dimensional clear-plastic dial and flex- 
ible plastic carrying handle; 8 in. high; 
63 in. wide; 3} in. deep. 
Price: $29.95 less batteries. 

s. ee 
Electrical Merchandising, July, 1949. 


WEBSTER-CHICAGO Record 
Changer 


Webster-Chicago Corp., 5610 W. Bloom- 
ingdale, Chicago, 39, Ill. 


Device: “Duo-Seven” record changer 
plays RCA and Columbia 7-in. records 
automatically. 

Selling Features: Includes such fea- 
tures as velocity trip; 3-second cycle 
change; smooth controlled tone arm 
performance; non-record slippage; in- 
terchangeable with current 45 rpm 
record changers including exact dupli- 
cation of mounting holes. 

Electrical Merchandising, July, 1949. 
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Most Sensitive FM Radio 


PA Great New MARK 


WITH THES 





ET 
Ever Built 





NEW 
ZENITH 


“MAJOR 


ONLY 


$3995" 


This all-new Zenith? “Major” is so supremely sensitive that it greatly 
widens the range of FM reception. Makes possible superb perform- 
ance, free of static or interference, even in remote “fringe” areas where 
signals are too weak for ordinary sets. Thus, it creates thousands of 


The secret of this unequalled performance is a new super-powered 
FM chassis. It’s the same genuine Zenith-Armstrong FM that leading 
FM stations use to check the quality of their own broadcasts — brought 
to new perfection by Zenith. And priced so low everyone can afford it. 
Yes, the amazing new Zenith “Major” is just one more reason why it 


new FM prospects for you... opens up a rich new market. 


pays to make Zenith your first line in radio and television! 


Zenit giver you The Noe Veedlued re (MAM Keddie, too! 





New ‘Medallion’ 


Big value at low cost! Genuine Zenith-Armstrong 
FM with exclusive ‘“Power-Line” Antenna, just plug 
in and play ... sensational Zenith Long Distance AM 
... new “Cut-Away” Dial for easier tuning . . . Zenith 
Wavemagnet...Alnico 5 Speaker... 


smart swirl plastic cabinet. AC, DC. $49. 95* 





New ‘“Super-Triumph’ 


Truly a terrific FM-AM “buy”! Has sensational new 
super-sensitive Zenith-Armstrong FM with patented 
“Power-Line” Antenna, and Zenith’s famous Long 
Range AM. Exclusive Wavemagnet® . .. big Alnico 5 
Speaker...improved tone control...new “Cut-Away” 
Dial, so easy to see and tune . . . on/off indicator. 
Swirl walnut or white plastic cabi- * 
net, with Flexo-Grip handle. AC, DC. $59. 95 


White plastic $62.95* 





ye, 


New ‘Symphony’ 


Famous for rich, big-console tone! New, super-sensitive 

Zenith-Armstrong FM with patented “Power-Line 

Antenna, plus Long Distance Zenith AM. Giant 

speaker, thanks to Zenith’s exclusive DialSpeaker 

design. Zenith Wavemagnet. Rich 

swirl plastic cabinet. AC, DC. $79 95° 
White plastic $82.50* as 








ZENITH HAS THE GREAT VALUES 


*Suggested retail price. West Coast prices slightly higher on Medallion, Super- 
Triumph and Symphony. Prices subject to change without notice 


ZENITH RADIO CORPORATION 
6001 West Dickens Avenue 






won ostacte RADIO 
and TELEVISION 
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“PITTSBURGH” — 


PAINTS - 





Wle-beossoil 


store is 


@ Merchants from coast to coast 
have proved that the store that is 
‘tailored” with Pittsburgh Products 
is the store that is always well- 
dressed. And where a thorough re- 
modeling job has been done (not a 
half-way measure! )—both inside and 
out—they have been rewarded with 
the immediate attraction of more 
customers, and their sales and profits 
have increased. Equally important, 
they have found that this has been a 
sound investment in the future of 
their businesses—not an expense. 

These same rewards can come to 
you. And now is the time for you to 
give serious thought to the remodel- 
ing of your electrical appliance store 
with Pittsburgh Glass and Pittco 
Store Front Metal. 

Ask your architect for his ideas on 
the best possible application of Pitts- 



















Moe, 


GLASS - 


burgh Products to your particular 
needs. He knows all about these ma- 
terials and will see to it that you get 
a design that is well-planned and 
economical. Both of you can count 
on our fullest cooperation. And 
should you prefer it, the Pittsburgh 
Time Payment Plan is available to 
you for arranging payments to suit 
your convenience. 

Right now, though, why not send 
for a free copy of our store moderni- 
zation book, “Modern Ways for 
Modern Days”? It contains a wealth 
of material, including illustrations 
and descriptions of remodeled stores, 
projected designs by some of the 
world’s foremost architects . . . with 
many other valuable features of in- 
terest to retailers. Simply fill in and 
return the coupon below and your 
copy will be sent immediately. 


A REAL INVESTMENT in the future of your business—that is 
what remodeling your store with Pittsburgh Products will 
mean to you. Here is an excellent example of the modern- 
ization of an electrical appliance store in York, Pa., with 
Pittsburgh Products. An open-vision design has been utilized 
which makes the entire store interior an eye-catching, sales- 


producing display. Plan now to do an adequate modern- } 


ization job on your store. It’s the proven way to greater 


success. Architect: Clair $. Buchart, York, Pa. 


A AFTER 


| Pittsburgh Plate Glass Company | 
| 2221-9 Grant Building, Pittsburgh 19, Pa. | 
| Without obligation on my part, please send me a FREE | 
| copy of your book on store modernization, ‘Modern | 
| Ways for Modern Days.’ | 
| Name si soci eae i linet in a ices el ceca areatn | 
| Address ere wane 
City State__ ae 
Ss seis sss Aes Nenana ed aaa eae eonaens arama al 


CHEMICALS - 


BRUSHES - 


PLASTICS 


PITTSBURGH 


| 
PLATE GLASS COMPANY | 
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CHALLENGER Disc Recorder 


Rek-O-Kut Co., 38-01 Cae Blvd., 
Long Island City, N. Y. 

Device: Challenger portable home re- 
corder. 

Selling Features: Records discs up to 
134 masters; finger-tip speed control 
for instantaneous selection of 78 or 
334 rpm speed; “Liftomatic Safety 
Cam” to prevent double cutting and 
damage to stylus; pick-up arm plays 
16 in. transcriptions as well as stand- 
ard commercial records and pressings; 
aluminum turntable driven by two 
double duty neoprene idlers is pow- 
ered by heavy duty motor; full range 
PM speaker mounted in detachable 
case cover permitting use as PA 
speaker; special bass attenuatior 
switch for recording at 334 rpm; can 
make spiral run-in, run-out or locked 
groove; M-12 Master-Pro overhead 
feed mechanism; TR-12 turntable; 
R-5A amplifier; housed in leatherette 
case; 25 in. X 22 in. X 12 in.; weighs 
65 Ibs. 

Prices: Standard-$329.95 net; Cus- 
tom-$369.95 net; Deluxe-$399.95 net. 
Electrical Merchandising, July, 1949. 





ASTRA-SONIC Wire Record 


The Pentron Corp., 

611 W. Division St., Chicago, 10, Ill. 

Models: No. T549 Astra-Sonic port- 
able tape recorder, and No. W449 
Astra-Sonic portable wire recorder 
and player. 
Selling Features: Tape recorder is a 
dual tracking instrument that provides 
full hour recording on tape without 
touching reels; capstan drive elimi- 
nates wow and flutter; Pentrol syn- 
chronized timing meter provides a 
guide for indexing and editing and 
for finding specific recordings; special 
erasure feature; also serves as a high- 
gain public address system. 

Wire recorder and player features 
the Pentron synchronized timing meter 
for indexing programs and finding 
specific places; 2-way automatic shut- 
off; safety lock to prevent accidental 
erasure ; fast rewind; 1-time erasure; 
jacks for external amplifier, FM tuner 
cad external speaker ; compact ; housed 
in 2-tone simulated alligator case with 
plastic trim; complete with high gain 
crystal mike, 9 it. line cord and a 
spool of Pentrol “conditioned” wire; 
also serves as medium gain public ad- 
dress system. 

Prices: T7549, $179.50; 
$149.50. 
Electrical Merchandising, July, 


and W449, 


1949. 
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Robertshaw | 
SINGLE UNIT 


temperature 

and motor @ 

CONTROL for 
LAUNDRY 
DRYERS 





Combines heating and 


a. 

Vane. 

timing controls in a single 0 Set tenperetere. 
unit. Handles both motor 2 Push starting button to energize heater 

. . ‘i and motor, 
and electrical heating cif- 3 When temperature is reached, heater 
. : is automatically disconnected and 
cuits. Amount of moisture motor continues to run. 

and weight of clothes 4 After cooling approximately 20°F., 


° ae p motor cuts off automatically. 
scientifically determine z oat 











length of time dryer oper- 
ates to automatically produce degree of dryness desired 
by operator. Control cuts heat switch when correct in- 
ternal temperature is reached, but motor continues to run 
until all stored heat in drying chamber has been utilized. 

Economical to install — produces maximum operating 
efficiency of appliance. Write for information. 


In home and industry, EVERYTHING'S UNDER CONTROL 


® Robertshaw 


TI iN THERMOSTAT DIVISION 
ROBERTSHAW-FULTON CONTROLS COMPANY 


YOUNGWOOD, PENNSYLVANIA 
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TELEVISION ANTENNAS 








RADION Portable TV Antenna 


Radion Corp., 1137 Milwaukee Ave., 
Chicago, Ill. 


Device Radion 50, portable TV an- 
tenna. 

Selling Features: Compact, 15 in. high, 
extends to 92 in. spread when needed ; 
low center of gravity; brass finish, 
golden plastic tips; streamlined base; 
fits any room. 


Electrical Merchandising, July, 1949. 


REA 20a 





RCA TV Antennas 


RCA Victor Div., Radio Corp. of America, 
amden, N. J. 


Device: New line of television an- 
tennas. 


Selling Features: Includes new RCA 
Reversible Beam Antenna Array, for 
use where signals are received from 
stations transmitting from opposite di- 
rections and occupying the same or ad- 
jacent channels, consisting four dipoles 
in form of square and attachments 
which provide uni-directional recep- 
tion on all channels; RCA 12-channel 
antenna No. 204A1, uni-directional, 
for use in high- and low-frequency sta- 
tion areas, features “V” attachments; 
RCA Stacking Kit No. 208A1 is easy 
to mount on top of 204A1 all- channel 
antenna, gives clearer reception in 
fringe or other difficult reception areas 
for use with single transmission line, 
external transformers or matching 
stubs being unnecessary. Other models 
include 206A1 (“High-Low”) 205A1, 
225A. 
Electrical Merchandising, July, 1949. 


JIFFY-TENNA 


Delson Mfg. Co., 126 11th Ave., 
New York, 11, N. Y. 


Device: Model B62 window type an- 
tenna. 

Selling Features: Mounts easily in 
windows, closets, attic or similar space, 
no tools needed ; features low frequency 
independent adjustable dipole, high fre- 
quency independent adjustable dipole ; 
can be used with 72 ohm line or 300 
ohm line to match eitheir type antenna 
imput to set; auxiliary extension bars 
available to accommodate windows up 
to 66 in. in width; telescoping dipole 
bars make possible elimination of 
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ghosts by phasing adjustments; light- 
weight aluminum tubing with lucite 
insulation. 


Electrical Merchandising, July, 1949. 





q 


EASY-UP TOWER Antenna 


Easy-Up Tower Co., 
3800 Kinzie Ave., Racine, Wis. 


Device: “Easy-Up” Tower television 
antenna No. 200. 

Selling Features: Triangular; prefab- 
ricated steel tower for residential or 
commercial use; 40 ft. high achieved 
with basic 3-section tower anchoring 
a 10 ft. pole; 1-to 10-ft. extensions 
can be added where greater height 
is needed; accommodates a fixed or 
rotating type antenna system; all- 
welded construction; closely inter- 
laced cross members; weighs 65 Ibs. 


Electrical Merchandising, July, 1949. 


WESTINGHOUSE Tele Antenna 


Westinghouse Electric Corp., 
Sunbury, Pa 


Device: Stratovision television an- 
tenna. 

Selling Features: Interchangeable 
components adapatable to all types of 
receiving; simple to install; consists 
of mast and crosspieces of heavy- 
gauge, aluminum alloy and copper- 
coated elements, cadmium-plated steel ; 
light weight, resistant to high wind 
velocities and heavy ice loadings; can 
erect simple antenna in strong signal 
area or complex, high-gain setup in 
low signal areas; heights range up to 
45 ft.; several types of mounting fix- 
tures including window sill attach- 
ments available. 

Electrical Merchandising, May, 1949. 


WARD Indoor Antenna 


Ward Products Corp., Div. the Gabriel 
Co., 1523 E. 45th St., Cleveland, 3, O. 


Model: No. TVI-43 indoor antenna. 
Selling Features: Chrome-plated brass 
telescopic dipoles, satin beige brown 
finish; extends to a full 7 ft. 9 in.; 
easy to store. 

Electrical Merchandising, July, 1949. 


PUPPYTUNE Radio 


Kraft Mfg. Co., 1027 Findlay Ave., 
Bronx, N. Y. 


Device: Novelty talking and singing 
dog. 

Selling Features: Plastic dog houses 
a 4-tube a.c.-d.c. radio; 10 in. long, 
available in pink, blue, brown or white ; 
also available with lamp and shade 
which works independently of radio. 
Electrical Merchandising, July, 1949. 











. F ™ Oe weer ov oY 


es 
ig, 
de 
0. 
19. 


NG 








ELECTRICAL MERCHANDISING—JULY, 





1949 




















Hotpoint’s Latest Triumph Sets New Sales And 
Production Records As Thousands Cheer Sensational 
Pushbutton Controls And Wonderful “Talking Colors” 


EVER before a range with such features! Never before a 

selling theme so powerful! Hotpoint’s revolutionary Auto- 
matic Electric Range with sensational “Pushbutton Cooking” is 
writing the greatest success story in range history. 


@ Dealers have 36 outstanding features as sales clinchers—in addi- 
tion to Hotpoint’s Pushbutton Controls, “Talking Colors” and 
world-famous Calrod® Units. Dealers get aggressive, year-round 
advertising support in leading magazines and newspapers—plus 
solid merchandising aids that spell P-R-O-F-I-T. No wonder they 
call Hotpoint the franchise with a future! Hotpoint Inc. (A General 
Electric Affiliate), 5600 West Taylor Street, Chicago 44, Illinois. 


Hotpoint makes a range 
to fit every customer's 
budget—six models in all 
—equipped with either 
Pushbutton Controls or 


Rotary Switches. 


Everybody’s Pointing To 
9 





RANGES + REFRIGERATORS + WATER WEATERS + FREEZERS + DISHWASHERS 
BDISPOSALLS® + CLOTHES WASHERS - DRYERS + IRONERS + CABINETS AND SINKS 
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a 4a / s 
/€¢...if you feature the fans that people want — nationally advertised 
lines —- THE LINES DISTRIBUTED BY GfaybaR 


EE? /... if you use good selling methods — modern merchandising and 
promotion tools — THE SALES HELPS AVAILABLE FROM YOUR 
LOCAL GraybaR APPLIANCE SPECIALIST. 


Yes, and you'll get prompt deliveries froma _ ° Appliance Department 
Graybar warehouse near you. GRAYBAR ELECTRIC COMPANY, Inc. 

These are a few reasons why thousands of Executive Ofeee: 
dealers throughout the nation make Graybar a ee ee es 
their No. 1 source of electrical appliances. 


4968 
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Today’s Refrigerators 
Cost Less to Run 





CONTINUED FROM PAGE 60 eee 


| model refrigerators, since so many 

| have not been merchandising since the 

| war. However, Sears Roebuck & Co. 

| engineers, who check all makes of re- 
frigerators, have discovered the re- 
markable increase in economy, declares 
George Vidal. Here are records on 
six popular brands, including Coldspot, 
as released by Mr. Vidal: 


Power Consumption— 
Kw.-hrs. per 24 hours 
1940, 1948, 9 to 
6 cu. ft. 11 cu. ft. 
70 degree room: 


Brand No.1... 0.44 0.42 

Brand No. 2... 0.61 0.44 

Brand No. 3... 0.64 0.52 

Brand No. 4... 0.58 0.67 

Brand No. 5... 0.50 0.93 

Brand No. 6... 0.76 0.46 

90 degree room: 

Brand No. 1... 0.84 0.70 

Brand No. 2... 1.05 0.90 

Brand No. 3... 1.10 0.94 

Brand No. 4... 1.12 1.07 

Brand No. 5... 0.89 1.47 

Brand No. 6... 1.26 0.97 

110 degree room: 

Brand No. 1... 1.56 1.38 
Brand No. 2... 1.72 1.75 
Brand No. 3... 1.90 1.86 
| Brand No. 4... 2.20 2.38 
| Brand No. 5... 1.67 2.57 

Brand No. 6... = 2.31 1.78 


If you don’t believe the old boys used 
to burn a lot of juice, look at this re- 
| port from the Southwestern Gas & 

Electric Co., Shreveport, La., which 

studied a number of makes of refriger- 

ators, all more than three years old, 
| back in 1936. 


No. in Kw.-hrs. 





Brand family per day 
ee ae 4 2.1 
Re ee 3 2.0 
ee eee 4 1.5 
itis cawcuswasc 4 tT. 
RR aera 3 3.2 
ancien a ecoiirehn 5 1.6 
Rte a5 en ag 7 1.7 

i Soe 5 6.4 
SER 4 9 
10.. 5 1.8 
Ee oe 2 1.6 
OOM oi dc aa ard 2 1.4 
RE Ae 1 2.0 
OS cores we aeirees 2 2.3 
Average...... 3.6 2.1 


Even a pioneer in the sealed mech- 
| anism field reports that refinements 
have cut down the cost of operating. 
In the old open type unit, the amount 
of packing around the motor shaft (to 
keep gas from leaking out) set up 
friction that took a lot of horsepower. 
The first great cut came with the inter- 
nal motor, operating freely and starting 
without pressure. 

“Hank” Kaiser, Chicago refrigera- 
tion expert, states that further improve- 
ments have cut down the amount of 
running time from a half to one-third, 

(Continued on page 160) 
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MIRRO-MATIC 


Deep-Well 


PRESSURE COOKER 


PARENTS’ ony 
MAGALING a . Is { i ¥ 









@ When you buy a car, you want name-brand ac- 





cessories, proved brands that you know are good. 


No Feeble-Foot tires or Garbletone radio for you. 


It’s the same with your range prospect. She wants 
familiar, advertised accessories, too. And that’s 
how the MIRRO-MATIC Deep-Well Pressure 
Cooker makes it easier for you. 


Your prospect knows the name **MIRRO-MATIC” 
=, and likes it. She reads advertising about it in all 
of her favorite magazines. She has friends who 
own and love to praise these pressure pans. So, 
she'll find the MIRRO-MATIC brand an extra 


good reason for buying your range. 


To clinch it, make sure she knows that, aside 
from special shape and handles, the MIRRO- 
MATIC Deep-Well is identical with the top-of- 
range MIRRO-MATIC she knows so well. Tell her 


it has the same exclusive ‘‘control that you can 


The MIRRO-MATIC Deep-Well Pressure Cooker hear,’ the same high-domed, easy-closing cover, 

is now featured in the same features, top to bottom, and, best of all, 

ADMIRAL, COOLERATOR, ESTATE, the same name...the name that helps you 
FRIGIDAIRE, GIBSON, MARION, ‘ell MIRRO-MATIC 
NORGE, and WESTINGHOUSE RANGES 7 pees ee 

= 
ce ALUMINUM GOODS MANUFACTURING COMPANY, MANITOWOC, WIS. 
\ ) aro Fifth Avenue Bidg., New York 10 Merchandise Mart, Chicago 54 


World’s Largest Manufacturer of Aluminum Cooking Utensils 


MIRRO 


Ching Uthat hooking 


The MIRRO-MATIC Pressure Con- 
trol automatically prevents pres- 
sure from going higher than recipe 
requires...5, 10, or 15 lbs. Inde- 
structible! Trouble-free! Exclusive! 





THE FINEST ALUMINUM 
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Every appliance dealer 
ought to know how MONEL— 


























Chances are, you've never given the guard wires 
in a toaster much thought. 

But they're pretty important. Without ’em, 
toast might not brown evenly. Or it might burn. 
Or get stuck in the works when the pop-up 
mechanism snaps into action. 

Now, there are any number of metals that 
DOMINION ELECTRIC COMPANY, out in Mansfield, 
Ohio, could have used for the guard wires. 


Some of them presented problems. For guard wires 
are exposed to the combined attack of moisture 
and high temperatures. To safeguard Dominion’s 
hard-earned reputation for quality — as well as 
the good will you’ve built up with your customers — 
the guard wires have to be dependable. 

That's why Dominion uses Monel*. This well- 
known INCO Nickel Alloy makes guard wires 
that are stronger and tougher than structural steel. 
And these wires can never rust. They resist corrosion 
and the extreme heat that develops inside a toaster. 

They're good for the life of the appliance. 


Yes, as long as the toaster itself lasts, its Monel 
guard wires will stay on their jobs. They'll 
deliver evenly browned toast right 
on schedule. 


Always look for Monel or other INCO 
Nickel Alloy parts in the appliances you sell. 
They are marks of built-in quality, 
indicators that your customers are slated for 
the perfect service they expect! 


Reg. U. S. Pat. Off, 


THE INTERNATIONAL NICKEL COMPANY, INC. 
MONEL* - "K"* MONEL - "S”* MONEL 67 Wall Street, New York 5, N.Y. 
“R”* MONEL - “KR”* MONEL - INCONEL* 


ectinc ; 
NICKEL - “L"* NICKEL - “Z”* NICKEL erotecting The Promised Performane, 
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Today’s Refrigerators 
Cost Less to Run 


eee CONTINUED FROM PAGE 158 aoe 


thereby reducing electricity consump- 
tion further. 
Here is a comparison: 


Power 
consumption 
No. Kw.-hrs. 
per day 
4cu. ft. model,1937 8 , 0.68 
5 cu. ft. model, 1937 39 0.6 
6 cu. ft. model, 1937 83 0.69 
7 cu. ft. model, 1937 125 0.73 
6 cu. ft. model, 1949 —— 0.66 
*8 cu. ft. Model, 1949 —— 0.8 
10 cu. ft. model, 1949 —— 1.0 


With high taxes mopping up every- 
body’s income the time is rapidly ap- 
proaching when cost of operation will 
become of paramount importance. The 
gentlemen who “gets ther fustest” 
with the down-to-earth dollar data for 
his community is going to a jump on 
his competition. End 


Making Farmers 
Fall for Freezers 





CONTINUED FROM PAGE 65 =e 


pulling out an automobile refrigerator. 
“Look at this little box. It’s insulated 
to keep out heat. It will keep out cold 
equally well. Just put your eggs and 
milk, or anything you want to keep 
cold and not frozen into one of these 
jiggers and lower it into your home 
freezer. The stuff will stay perfect and 
you have all of this extra freezing ca- 
pacity for other purposes.” 

Winchell has the only Maytag fran- 
chise in the county, and doesn’t fear 
mail order competition, believing that 
he can get 25 percent more than a 
chain store. However, his volume of 
sales on new washers is off 10 to 15 
percent. In 1946 and 1947, 92 percent 
of the washer sales were off the floor; 
only 60 percent were sold off the floor 
in 1948. 


Likes Diversification 


He believes, therefore, that with the 
manpower he has, it is impossible to 
keep men working on washers alone, 
and is glad of diversification. 

He feels that the trend of becoming 
a general store on the part of the ap- 
pliance dealer is a mistake. He should 
stay a specialty dealer, is the judgment 
of his 13 years of experience. 

“You've got to do a specialty job to 
sell a major appliance to a family,” he 
says. “Investment of $100 is a major 
item and takes guidance. I believe the 
trend everywhere is to the man who 
knows his business. People don’t get 
any handyman to do their work. They 
go after a plumber or carpenter. The 
expert offers the cheapest way to get 
a job done, if you’re interested in get- 
ting value for your money. That also 
applies to merchandising.” End 
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ELECTRICAL 


(Sessions Clocks © 


SELF-STARTING * ELECTRIC 


Tuis is the finest and most complete line 
of clocks ever developed by The Sessions 
Clock Company, at Forestville, Connec- 
ticut—for more than a century recog- 
nized as the source of dependable clocks. 


All Sessions Clocks are accurate, trust- 
worthy and quiet, for they contain far 
fewer parts than ordinary clocks—far 
fewer parts to go wrong. With the famous 
Sessions name, generous national adver- 
tising, and the excellent styling, these 
models are sure-profit investments for 
any dealer! 





456W — ‘Pilot Wheel” clock, in 





467W — Tambour, 


KITCHEN CLOCKS 





476W — ‘Third Dimension” 
wall clock, with “‘inside’”’ 
etched numerals but a plas- 
tic surface smooth as glass. 
Retails $5.95* 





graceful 





464W —Pointed Gothic design, 





339W—‘'Teapot’’ wall 
clock—the fastest selling 
kitchen clock in America. 
Plastic case, in six striking 
colors. Retails $4.95* 


462W-—Round kitchen wall 
clock, 734"' diameter, white 
enamel. Retails $4.50* 
(471W, copper finish, and 
481W, chrome finish, 
slightly higher) 


487W — ‘Pierre’ — French 
chef in uniform and cap, 
with tinted face, eyes and 
goatee. White plastic. 
5-inch dial. Retails $4.95* 


‘ 
wot EVEN A puree 


SO 





ow > 

‘S" Guaranteed by > 
Good Housekeeping 
* aop a 
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386W — Square kitchen 
wall clock, 712°’ high, 


molded plastic case in 
white or Chinese red, 
Retails $4.75* 





475W —Modified Tambour, with 


mahogany finished wood with 
brass trim, 7/2” high, metal dial. 
Retails $10.00* 


ALARM CLOCKS 





453A—Square Modern, maple 
front panel, metal dial. With 
alarm $8.85* .. . (453W with- 
out alarm $7.75*) 





480A—Curved, maple or mahog- 
any colored finish, metal dial. 
With clarm $8.50* .. . (480W 
without alarm $7.50*) 
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sweeping lines, mahogany col- 
ored wood, metal dial and brass 
feet. Retails $10.50* 





— 
477A—Semi-Round, mahogany 
colored wood, fluted base. With 
alarm $7.90* .. . (477AL with 
alarm and luminous dial $8.95* 
...454W without alarm $6.85*) 


i 


451A—Famous ‘‘Catnapper’’ 
clarm, in plastic ivory finish. 
Retails $4.95* ... (451AL with 
oalarm and luminous dial $5.95*) 


% 
* 


1949 





mahogany colored wood case 
with solid back, metal dial, 12” 
high. Retails $18.50*° 





478A—Tapered, maple or ma- 
hogany colored, fluted sides. 
With alarm $8.95* .. . (478W 
without alarm $7.95*) 





{ 


modernized touch of square cen- 
ter, mahogany finish and metal 
dial. Retails $10.50* 





479W—Oval case in mahogany 
colored finish, metal dial $7.95* 








*Slightly higher in far West. Subject to Federal Excise Tax. 


THE SESSIONS CLOCK COMPANY 
FORESTVILLE, CONNECTICUT 


In Chicago: Merchandise Mart Plaza; In San Fran- 
cisco: The Western Merchandise Mart; In Canada: 
Northern Electric Co., Ltd., Montreal, P. Q. 





J 





LIVING ROOM WALL 


463W —"'Banjo” with mahogany colored 
wood case, metal dial, brass side brackets 





and eagle, 22 inches. Retails $15.75* 
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Z) 
HEATERS for OVER 55 YEARS 




















e Accepted and preferred for over 
two generations 


@ Cole Hot Blast Heaters are easy 
to sell 


Dealers, please write for free literature and 
name of distributor in your territory 





__ Gas + Oil » Coal 


Gas-Fired ° Coat 
Model 767 24,000 B. T. U. 
Six double radiants 


4 Leader! Gas-Fired Circulators 


Models 738-739 Vented 
20,000 and 30,000 B. T. U. 

Sizes 29%" high by 1442” x 21” 
and 33” high by 142” x 23%" 


Gas-Fired Circulator 

Model 772 30,000 B. T. U. 
Patented Removable Casing, 

Full Porcelain Heating Unit, 

Forced Air Circulation, Single Burner 


Hew Gas-Fired Circulator 
Model 774 45,000 B. T. U. 
Patented Removable Casing 

Full Porcelain Heating Unit 

Forced Air Circulation, Double Burners 


Gas-Fired Circulator 

Model 773 60,000 B. T. U. 
Patented Removable Casing, 

Full Porcelain Heating Unit, 

Forced Air Circulation, Double Burners 


Oil Circulators 


Model 954 36,500 B. T. U. 
Model 955 46,000 B. T. U. 
Model 956 60,000 B. T. U. 


Forced Air Circulation, Front Dial 
Heat Control, Fuel Tank Gauge, 
Humidifier, Adjustable Legs 


Coal Circulators 
Model 843 

Model 853 

Equipped with Cole's Original 
Hot Blast System of Combustion 


3 to 4 Rooms 
4 to 5 Rooms 








“| COLE HOT BLAST 
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MANUFACTURING COMPANY 
3817-35 South Racine Avenue, Chicago 9, 








NEW POSITIONS 





Nineteen Hundred Corp. 





LOUIS C. UPTON 





ELISHA GRAY 


Louis C. Upton has been advanced 
to chairman of the board of directors 
and Elisha Gray has been elected to 
succeed him as president, according to 
a recent announcement by the Nine- 
teen Hundred Corp., St. Joseph, Mich. 
As chairman, Mr. Upton will remain 
active in policy leadership. Founder 
of the Upton Machine Co. in 1911, he 
merged the firm in 1929 to form the 
present organization. Freed of much 
detail and administrative responsibility, 
Mr. Upton will now concentrate on 
obtaining the best products, distribu- 
tion and men for the firm. 

Mr. Gray has been affiliated with 
the company since 1938 and has been 
active in production, sales, and engi- 
neering. He previously was assistant 
to the president and executive vice- 
president as well as being a director. 


Capehart-Farnsworth Corp. 





ELLERY W. STONE 


Ellery W. Stone was recently elected 
president, Capehart-Farnsworth Corp., 
newly-formed and wholly-owned sub- 
sidiary of Intl. Telephone & Telegraph 
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Corp., according to an announcement. 
David R. Hull was elected executive 
vice-president. 

Other officers elected include Philo 
T. Farnsworth, Henry C. Roemer, 
and William Clausen as vice-presi- 
dents; Chester H. Wiggin as secretary 
and assistant treasurer; and P. H. 
Hartman as treasurer. Edwin A. 
Nicholas, fomer president of Farns- 
worth Television & Radio Corp., is 
assistant to the president. 

Mr. Stone, IT & T vice-president, is 
also president of Federal Telephone & 
Radio Corp. and Intl. Standard Elec- 
tric Corp. 


National Enameling & 
Stamping Co. 





A. J. KIECKHEFER 





W. H. SAHLOFF 


Alfred J. Kieckhefer has been 
elected chairman of the board and 
Willard H. Sahloff president and 
chief executive officer for the Na- 
tional Enameling & Stamping Co. Mil- 
waukee, Wisc., according to a recent 
announcement by the NESCO board 
of directors. Mr. Kieckhefer had been 
president of the firm until his election 
as board chairman while Mr. Sahloff 
recently resigned as executive vice- 
president of Montgomery Ward & Co. 
previous to which he had been affili- 
ated with L. Bamberger & Co. New- 
ark N. J. 


Motorola, Inc. 


N. H. Terwilliger has been ap- 
pointed assistant advertising and sales 
promotion manager, Motorola, Inc., 
according to a recent announcement 
by Ellis L. Redden, advertising and 
promotion manager. Mr. Terwilliger 
previously affiliated with Eicor as sales 
manager, Sparton Radio as assistant 
sales manager, and Zenith as sales 
promotion manager. 
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Free Sewing Machine Co. 





JAMES R. BUTLER 


James R. Butler has been appointed 
sales promotion manager, Free Sewing 
Machine Co., Rockford, IIl., according 
to a recent announcement by L. E. Le- 
Vee, vice-president in charge of sales. 
Formerly a divisional manager for 
Norge previous to which he had been 
associated with Westinghouse in vari- 
ous appliance promotion capacities, 
Mr. Butler will direct a program of 
greater field merchandising assistance 
to wholesalers and retailers. 


Lonergan Mfg. Co. 






J. R. TEPFER 


J. R. Tepfer was recently appointed 
sales manager, Lonergan Mfg. Co., 
Albion, Mich., according to an an- 
nouncement by S. J. Lonergan, presi- 
dent. Formerly southern district sales 
manager, Mr. Tepfer succeeds S. J. 
Lonergan, Jr., who has assumed gen- 
eral administrative duties. 


Palmer Mfg. Corp. 


LEETATE SMITH 


Leetate Smith was recently ap- 
pointed general sales manager, Palmer 
Mig. Corp., Phoenix, Ariz., it has 
been announced by Oscar C. Palmer, 
owner and president. Prior to his ap- 
pointment, Mr. Smith directed pro- 
grams for several insurance companies. 
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TORTURE TEST for 
REFRIGERATORS 





UNLESS IT HAS FIBERGLAS” INSULATION 


(and, by the woy, the better refrigerators have) 
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FIBERGLAS 





1949 


One of the national magazines slated 
to carry the Fiberglas* Insulation ad, 
shown at the left, wanted to check 
this statement: 

“Slammed more than 150,000 times 
by a special door-slam machine... and 
the Fiberglas Insulation remains un- 

7? affected. Not the slightest sign of 
Ps settling or breaking down’”’. 

The wire shown below was im- 
mediately dispatched as preliminary 
evidence. 

This amazing proof of durability is 
another reason why Fiberglas Insula- 
tion is a swell feature to have ...a 
swell feature to sell. 

Owens-Corning Fiberglas Corpora- 
tion, Dept. 853, Toledo 1, Ohio. In 
Canada: Fiberglas Canada Limited, 
Toronto, Ontario. 





a i the class of service desired 
veck th 
“hermise this nessage wil 
‘i sent at the full 









— Saal 






*FIBERGLAS is the trade- 
mark (Reg. U. S. Pat. Off.) 
of Owens-Corning Fiberglas 
Corporation for a variety of 
products made of or with 


THERMAL 
INSULATION 


glass fibers. 
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Display Inland’s “Magic Touch” and Profit Two Ways! 


Steaming hot July days . . . and nights! That's 
when ice cubes are used by the trayful . . . trays 
refilled again and again . . . trays seen and han- 
dled often. 

And that’s your best time to give front dis- 
play to Inland “Magic Touch” Trays. Show 
them to your customers. Compare them with the 
outmoded, inconvenient, battered trays now in 
so many refrigerators. Demonstrate the marvel- 
ous, instant convenience of the “Magic Touch” 
lever . . . a convenience that’s your strongest 
selling argument during hot summer weather, 
this month, now! 


YOU'LL PROFIT IN TWO WAYS 


Replacement sales! Everywhere, in your terri- 
tory, there are thousands of refrigerator users 
who are “getting along somehow” with trays 
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which are almost useless from long, hard service 
. . . trays which lacked “Magic Touch” conven- 
ience even when they were new. That means 
easy replacement sales, and easy, quick profits, 
for you. And such sales, or even sales demonstra- 
tions, are the best first steps to selling a complete 
new refrigerator that’s fully equipped with In- 
land “Magic Touch” Trays. That means more 
profits, and bigger profits. 


















New refrigerators fully equipped 
with Inland “Magic Touch” Ice Trays 
give your customers 
complete ice convenience 











>. “Magic Touch’ Ice Trays 


i 
ANUFACTURING 


INLAND MANUFACTURING DIVISION 


General Motors Corporation, Dayton, Ohio 
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NEW POSITIONS 








Hotpoint, Inc. 


Leonard C. Truesdell recently an- 
nounced his resignation as marketing 
and merchandising vice-president for 
Hotpoint, Inc., to set up his own mar- 
keting services corporation, organiza- 
tional details of which were not yet 
available. Mr. Truesdell climaxed a 
25-year career in the major home ap- 
pliance field as head of the selling end 
of one of the nation’s biggest manu- 
facturers. During his tenure at Hot- 
point the company initiated and com- 
pleted an expansion program which 
resulted in the rise of its dollar volume 
to third position in the field. 


Avco Mfg. Corp. 





J. N. LOPES 


J. N. Lopes has been appointed di- 
rector of public relations, Crosley Div., 
Avco Mfg. Corp., it was recently an- 
nounced by W. A. Blees, Avco vice- 
president and Crosley general sales 
manager. Formerly affiliated with 
Lewyt Corp. in a similar capacity, Mr. 
Lopes will report to V. C. Havens, 
assistant general sales manager. 

Paul A. Ryan, formerly director of 
public relations, has been named man- 
ager of displays and exhibits. Affili- 
ated with the company since 1943, Mr. 
Ryan was at one time assistant to the 
director of advertising. 


Regional Sales Managers 


William W. Follett and Paul K. 
Riedman have been appointed regional 
sales managers for the new Boston 
and south-central sales areas, respec- 
tively, it was recently announced by 
C. Fred Hastings, general sales man- 
ager, American Central div., Avco 
Mfg. Corp. Mr. Follett was formerly 
eastern regional sales manager for 
Presteline Home Appliances, and Mr 
Riedman had been affiliated with the 
Cincinnati Casket Co. as regional sales 
manager and the National Metal Corp. 

Martin J. Gallagher, formerly assist- 
ant chief engineer at the Connersville 
plant, has been made regional sales 
manager for the new Pacific north- 
west area. His headquarters will be 
located in Seattle. 


Publicity Director 


William K. Case, formerly in charge 
of advertising and sales promotion for 
Radio Distributing Co., Grand Rapids, 
Mich., has been named publicity direc- 
tor for American Kitchens, according 
to an announcement by Charles A. 
Reinbolt, Jr., divisional advertising 
manager. 
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Morton Mfg. Co. 


Es 





E. J. CATLIN 


E. J. Catlin was recently appointed 
sales manager, kitchen cabinet division, 
Morton Mig. Co., Chicago, IIl., ac- 
cording to an announcement by C. S. 
Motter, vice-president. Affiliated with 
Nash-Kelvinator in various sales ad- 
ministration capacities since 1936, Mr. 
Catlin will now direct an expanding 
sales operation made possible by the 
prospects of increased production. 


Amana Society 


Merlin Morris was recently named 
advertising manager, refrigeration di- 
vision, Amana Society, according to 
an announcement by George C. Foerst- 
ner, divisional manager. Mr. Morris 
was previously affiliated with LeFebure 
Corp. and International Milling Co. 

Mr. Foerstner also stated that Peter 
B. Gerdes had been appointed regional 
sales manager for home freezers with 
headquarters in New York City. Mr. 
Gerdes had formerly been associated 
with Yale & Towne and Talon, Inc. 


Westinghouse Electric Corp. 


H. A. Brewer was recently ap- 
pointed northwestern district manager, 
home radio division, Westinghouse 
Electric Corp., according to an an- 
nouncement by F. M. Sloan, division 
manager. A veteran of more than 25 
years in the radio manufacturing and 
merchandising fields, Mr. Brewer was 
formerly in charge of sales training 
and promotion for the Sentinel Radio 
Corp. 


Deepfreeze Div., 
Motor Products Corp. 


John P. Strange has been appointed 
regional sales manager for the south- 
ern area, Deepfreeze Division, Motor 
Products Corp., North Chicago, IIl., 
according to a recent. announcement. 
Formerly district sales manager in the 
same region, Mr. Strange succeeds 
Thoben F. Elrod who recently re- 
signed. 


McAllister-Ross Co. 


Robert Gayle was recently named 
vice-president in charge of sales in 
the central and southwestern areas, 
McAllister-Ross Co., Chicago, accord- 
ing to an announcement by Charles 
Ross, president. Identified with the 
firm in divers sales capacities during 
the past two years, Mr. Gayle will 
headquarter in Little Rock, Ark. 
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¥ 
At this New Low Price -— 
YOU WILL SELL MORE THAN EVER 















NOW — your market for Electresteem — the original 
steel portable electric steam radiator — is bigger than 
IMAGINE ! anil 

STEAM HEAT More homes are wired—even farm homes, summer 
icapyme homes and hunting lodges. On brisk Fall days, freezing 
from a Wall Plug Mid-Winter nights and damp early Spring mornings, 
Electresteem gives the auxiliary heat every home and 
office needs! And at this new low price — backed by 


dominant Electresteem advertising to more than 9 






million selected prospects — the demand will quickly 


THIS PLUG 
‘di RINGS UP MORE 
_ PROFITS FOR YOU 


deplete your stock. 
Get set for this big “10th Year Selling Season!” 


Telephone the distributor in your city. Write for full 






details today ! 


A few choice territories still open 


ELECTRIC STEAM RADIATOR CORP. 


NUMBER ONE, ELECTRIC AVENUE PARIS, KENTUCKY 


Electric Steam Radiator Company, Ltd. Toronto, Ontario 
Manufacturers of Electresteem Portable Steam Radiators, 2 to 24 Hour Vaporizers 


Baby Chef Jr. Bottle Warmers dnd Sterilizers 
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ENTERPRISING ERNIE 


by 
Your Local 


DODGE MAN 















SAY, NEW CONSTRUCTION 
IS MY BEST BET FOR 
PROFITABLE BUSINESS! 











IF HE PULLS SOME JUICY 
APPLIANCE SALES 
OUT OF THAT HAT~THEN 

I'D SAY HE'S A 
REAL MAGICIAN ! 





THOSE LITTLE SLIPS OF PAPER ARE 
DODGE REPORTS-YOU'lL SEE 
SOME MAGIC NOW, ERNIE. 


THOSE DODGE 
REPORTS TELL 
YOU, EVERY DAY, 
WHO IS BUILDING 
WHAT AND WHEN 
-». AND WHERE! 








DODGE REPORTS 
SAVE YOU “LEG 
WORK”, LEAD YOU TO 
BETTER BUSINESS 
... BIGGER 

PROFITS! 

























HE’S RIGHT! DODGE REPORTS 


ARE THE DIRECT WAY 
TO CASH FOR ME! 











NOW WATCH ME 
PILE UP PROFITS 
LIKE MAGIC WITH 
DODGE REPORTS! 








YOU CAN DO IT TOO! MAIL THE 
COUPON-LEARN THE 
MONEY-MAKING FACTS ABOUT 
DODGE REPORTS—TODAY. 
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i DODGE REPORTS 


coneonation 119 W 40th Street — New Y 









Without cost or obligation, let me 
see some current Dodge Reports. 


1 do business east of the Rockies. 
NAME 
FIRM. 
ADDRESS 











5 Ny AEW 


F. W. DODGE CORPORATION 
kK IB NY 
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General Electric Co. 





H. N. McMENIMEN, JR. 





HARRY J. WINES 





JAMES F. STARK 


Harry J. Wines was recently ap- 
pointed sales manager, automatic heat- 
ing division, air conditioning depart- 
ment, General Electric Co., according 
to an announcement by H. M. Brund- 
age, divisional manager. Formerly 
vice-president of Zenith in the sales di- 
vision and for 16 years Frigidaire and 
Delco sales manager, Mr. Wines will 
be responsible for all departmental 
sales of heating equipment. 

H. N. McMenimen, Jr., has been 
named manager of distribution sales, 
air conditioning department, it has 
been announced by H. B. Donley, de- 
partmental marketing manager. Pre- 
viously associated with Reynolds Met- 
als Co, as vice-president and divisional 
general manager as well as with the 
Carrier Corp., Mr. McMenimen will 
be responsible for all departmental 
sales activities through resale channels 
of air conditioning, commercial refrig- 
eration, water coolers and refrigera- 
tion machines. 

James E. McCarthy and James F. 
Stark have been promoted to sales 
managers of the automatic blanket and 
sunlamp division and the fan division, 
respectively. Associated with the com- 
pany since 1928, Mr. McCarthy, who 


J. E. McCARTHY 


had been sales manager of the auto- 
matic blanket section, will now be re- 
sponsible for the sales of the entire 
divisional line of products. Formerly 
sales manager of the sunlamp and 
heater section of the automatic blanket 
and sunlamp division, Mr. Stark suc- 
ceeds Frank A. Stortz. 

George V. Ellis has been appointed 
district sales manager of the new 
south central sales area, and Robert 
V. Corning heads the Ohio Valley 
sales territory, according to an an- 
nouncement by Fred F. Harroff, gen- 
eral manager, lamp department. Mr. 
Harroff also stated that Douglas B. 
Clark will head the newly created 
Florida sales district. Mr. Clark has 
been affiliated with the firm since 1929 
and is one of the founders of the 
Florida Chapter of the Illuminating 
Engineering Society. 

J. D. Hoffman has been appointed 
sales manager, air conditioning and 
commercial refrigeration division, air 
conditioning department. Formerly 
sales manager for the switchgear di- 
vision, apparatus department, he is suc- 
ceeded in that capacity by W. F. 
Rauber who was previously assistant 
manager of the sales division. 





Noblitt-Sparks Industries, Inc. 


James M. Jewell has been appointed 
advertising manager, Noblitt-Sparks 
Industries, Inc., Columbus, Ind., ac- 
cording to a recent announcement by 
Glenn W. Thompson, president. For- 
merly copy chief in the Kelvinator ad- 
vertising department, Mr. Jewell has 
succeeded Guy C. Cyr who resigned. 

Robert Smith has been made district 
manager of the Baltimore, Washing- 


JULY, 


ton, Richmond and Philadelphia sec- 
tion; Warren Pringle heads metro- 
politan New York and New Jersey; 
Leslie W. Graham is in charge of the 
New England area replacing David 
Black who is now manager of mid- 
Tennessee, Alabama, and Florida; 
John Wayne heads the Michigan ter- 
ritory and George St. John, Ohio and 
West Virginia; Galen Friese manages 
western Tennessee, Mississippi, Ar- 
kansas and Louisiana. 
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Altman’s Assigns Radio 
Buying Duties To Kumm | 
Ben Kumm, currently major appli- 
ance buyer, B. Altman & Co., New — IS THE TIME 
York, N. Y., has been assigned the 
added duties of radio buying, accord- | 
ing to a recent store announcement. | TO STOCK-ORDER 
He takes over the post of Leroy Hoff | 
who will now concentrate on buying G 
aoe | THE Greatest Heater Value 
Gillaspie Succeeds | 
McLemore At Joske’s | ANY DEALER CAN SELL eee 
Wyatt Gillaspie was recently ap- 
pointed sales manager of television, 
radio and record players at Joske’s, ee - j 
Houston, Tex., according to an an- re Ff - P= ft 
nouncement by George Mansfield, man- | = i 
aging director. He succeeds Thomas | Ree! $ 
McLemore who recently resigned. iat ea eN 
A. H. Stevens Named Buyer 7 
Of Appliances At Kern’s 
A. H. Stevens has been appointed 
buyer of major and traffic appliances 
at Ernst Kern Co., Detroit, Mich., ac- 
cording to a recent announcement by 
the store. He succeeds David J. Red- 
daway who has resigned. You can see why Perf 
erfection Heaters are sold 
PERFECTION ; 
Fisher Replaces Fenske iaists the direct to you on a net-priced basis 
At Good Housekeeping that gives you the extra profit. 
os greatest heater value ‘ 
Harold Y. Fisher has succeeded Yi ; , 
William F. Fenske as major appliance ou are guaranteed protection in the 
buyer for the Good Housekeeping event of any price chan e up to m 
Shop, Detroit, Mich., it has been an- “MIDG YP 8g P Septe ber. 
nounced by the firm. Mr. Fisher has ? The IDGET PILOT’ x 7 : i : : 
yond been associated with the store since é . You can stock now, make your sales plans now 
rf 1945. Gives you something to sell but date all billing to September. 
a that no other heater has 
pa a — ee YOU can buck up a reluctant market selling 
nket Idb! 4s to match economy of this tiny 7 . 
suc- As Buyer at Go db att pilot inthe “Multi-Heat” burner THE COMPLETE heater line 
Al Cohn has replaced Stanley Rein- . : 
nted herz as buyer of major appliances for with EXCLUSIVE features that 
new Goldblatt Bros., Chicago, IIl., accord- i 
bert ing to an announcement by the store. » The “FLOOR-FLO” SELL because they geve the 
alley Mr. Cohn was formerly in the small * . 
an- appliance and sewing machine divi- BLOW customer VALUE FOR HIS DOLLAR 
gen- sion. ER 
= Mr. gg has borane many Gives you another 
s Ob. and buyer for the major appliance de- Siead 
a partment of Maison Blanche Co., New exclusive sales advantage. 6 
1as Orleans, La., according to I. Newman- Unlike ordinary blowers. ' MASHIN 
1929 II, president. He succeeds John | Delivers heat across the floor. DONT FORGET PERFECTION Ss : CALLING 
the Eberhadt who has resigned. | Customers love it! oll RANGE CAMPAIGN STIL ont 
iting T ° 
YOUR S$ 
| CUSTOMERS TO STRATE NOW. 
inted Cockrell Is New Buyer DISPLAY NOW. DEMON 
and At Adam’‘s Buffalo Store 
, air The NEW 
rerly Tom Cockrell was recently named | 
r di- buyer and sales manager of the major | HEAT EXTRACTOR 
suc- appliance and radio departments, J. N. | ref 
_F Adam & Co., Buffalo, N. Y. The | aves you 
stant store’s radio and appliance depart- | something better to sell. SELL VALUE... 
ments have been combined under his _ | a a 
direction. Mr. Cockrell was formerly | . te ee menietisss 03 
sales manager for the Frank Myers ‘eo Eve Ose eeey PERFECTION 
Appliance Store. feature to please customers. 8 E& LL 
nit Jorgensen Succeeds Dyer OIL BURNING HOME HEATERS 
etro- At Von Hamm-Young Co. 
rsey ; 
f the John M. Jorgenson, former man- 
avid ager of appliances, was recently ap- 
mid- pointed sales manager and acting 
rida; manager, refrigeration and household PERFECTION STOVE COM PANY 
| ter- appliances department, Von Hamm- 
) and Young Co., Honolulu, T. H. Affiliated 7120-A PLATT AVENUE CLEVELAND 4, OHIO 
lages with the firm since 1936. Mr. Jorgen- | 
Ar- sen succeeds Clarence H. Dyer who ATLANTA ° CHICAGO . CLEVELAND . JERSEY CITY KANSAS CITY + OAKLAND , ST. PAUL 
has resigned. 
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Have you seen 
Automatic'’s New 
Press-loe Washer? 
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MODEL 485 


Not another Washer like 
it on the Market! 


See your Distributor immedtately- 
He has them! 
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A COMPLETE LINE COVERS EVERY LEVEL OF YOUR MASS MARKET 


AUTOMATIC WASHER CO. 


NEWTON, IOWA * FACTORIES AT NEWTON AND MASON CITY, IOWA 
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DISTRIBUTORS APPOINTED 








Air King Products Co., Inc. 


R. D. Payne, manager of sales, Air 
King Products Co., Inc., announces 
the following new distributors of his 
firm’s products: 


All States Distributors, 30 Warren Place, 
Newark, N. J. 

Allied Electric Supply Co., 1201 Forbes 
St., Pittsburgh, Pa. 


American Central Div., 
Avco Mfg. Corp. 


According to C. Fred Hastings, 
general sales manager, American Cen- 
tral Div., Avco Mig. Corp., a new 
distributor is: 


Morley Brothers, Saginaw, Mich. 


Apex Electrical Mfg. Co. 


New Apex distributors, according to 
A. C. Scott, vice-president in charge 
of sales, Apex Rotarex Corp., are: 


Bison Electrical Co., Inc., 1135 Main St., 
Buffalo, N. Y. 

Midwest-Timmerman Co., 
Ave., Davenport, la. 

Gas & Electrical Equipment Co., 1134 W. 
Main St., Oklahoma City, Okla. 

J. George Fischer & Sons, Inc., 1019 E. 
Genesee Ave., Saginaw, Mich. 

Frank Corp., 322 W. Broughton St., Sa- 
vannah, Ga. 

Power City Radio Co., 209 S. First Ave., 
Sioux Falls, S. D. 


114 Western 


Appliance Mfg. Co. 


F. W. McGrath, vice-president in 
charge of sales, Appliance Mfg. Co., 
announces the following distributor ap- 
pointments : 


Major Appliance Corp., 11 Deerfield St., 
Boston, Mass. 


Louis J. Lerro, Inc., 3127 N. Broad St., 
Philadelphia 32, Pa. 


Noblitt-Sparks Industries, Inc. 


The following new Arvin distribu- 
tors have been named, according to 
Gordon T. Ritter, director of sales, 
Arvin Div., Noblitt-Sparks Industries, 
Inc. : 


General Appliance Co., 1201 E. Houston 
St., San Antonio, Tex. 

Schoellkopf Co., Dallas, Tex. 

Broadwell and Co., 3005 Locust St., St. 
Louis, Mo. 

Lappin Electric Co., 1022 N. Fifth St., 
Milwaukee, Wis. 

Moore-Handley Hardware Co., Craighead 
St., Nashville, Tenn. 

Woodson & Bozeman, Inc., 482 Union 
Ave., Memphis, Tenn. 


Barlow & Seelig Mfg. Co. 


New Speed Queen distributors, ac- 
cording to R. P. James, sales manager, 
Barlow & Seelig Mfg. Co., are: 


R. F. Trant, Inc., Norfolk and Richmond, 
Va. 
Eastern Co., Cambridge, Mass. 


Coolerator Co. 


William C. Conley, Jr., sales man- 
ager, Coolerator Co., announces that 
a new distributor for his firm is: 


Pioneer Appliance Co., Western Merchan- 
dise Mart, San Francisco, Calif. 


Deepfreeze Div., 
Motor Products Corp. 


New distributors announced by the 


JULY, 


Deepfreeze Div., Motor Products 


Corp., are: 


Gross Distributors, 570 Lexington Ave., 
New York, N. Y. 

City Electric Co., Inc., 514 W. Genesee 
St., Syracuse, N. Y. 

Lee Distributing Co., 422 Williams St., 
Buffalo, N. Y. 

Philadelphia Distributors, 232 N. 11th St., 
Philadelphia, Pa. 

Nash-Steele-Warren, Inc., 615 W. Har- 
gett St., Raleigh, N. C. 

Air Engineers, Inc., 1529 Second Ave., 
Birmingham, Ala. 

Bryant & Trimble, Inc., 406 Broad St. 
Chattanooga, Tenn. 

Joseph B. Smith Co., 420 Madison Ave., 
Toledo, O. 

Foster Distributing Co., 409 W. Main St., 
Louisville, Ky. 

J. E. Redmond Supply Co., 402 W. Madi- 
son St., Phoenix, Ariz. 

Schneiderhahn’s, Inc., 319 SW Fifth St., 
Des Moines, la. 

Vogel Distributors, Inc., Central at 22nd 
St., Ashland, Ky. 

Wichita Bldg. Material Co., Inc., 418 
Commerce St., Wichita, Kans. 

J. J. Skinner & Co., 6523 Euclid Ave., 
Cleveland, O. 

Nelson & Co., 1000 S. Linwood Ave., Bal- 
timore, Md. 

Oakman Appliance Co., 14 Wales St., 
Rutland, Vt. 


Allen B. Du Mont 
Laboratories, Inc. 


New distributors, according to 
Ernest A. Marx, general manager, 
television receiver sales division, Allen 
B. Du Mont Laboratories, Inc., are: 


Olson & Co., Inc., Philadelphia, Pa. 

Moto Radio Distributing Co., Inc., 5732 
Baum Blvd., Pittsburgh, Pa. 

New World Distributors, Inc., 540 N. La 
Salle St., Chicago, III. 

Quality Electric Television Corp., Los An- 
geles, Calif. 


Fedders-Quigan Corp. 


F. A. Mitchell, sales manager, unit 
air conditioner division, Fedders- 
Quigan Corp., announces the following 
new distributors : 


Joseph Simons Co., 271 Sheldon St., Hart- 
ford, Conn. 

A. B. Gray Co., Inc., 1720 S. Harrison St., 
Fort Wayne, Ind. 

555, Inc., Second & Broadway, Little Rock, 
Ark. 

Busser Supply Co., 519 Market St., Lewis- 
burg, Pa. 

Associated Distributors, Inc., 210 S. Mer- 
idian St., Indianapolis, Ind. 

Rumbold & Co., Inc., 379 Nelson St., SW, 
Atlanta, Ga. 

Woodson & Bozeman, Inc., 482 Union 
Ave., Memphis, Tenn. 

Southern Wholesalers, 331 S. Farish St., 
Jackson, Miss. 

Refrigeration Suppliers, Inc., 633 W. 24th 
St., NW, Norfolk, Va. 

Michigan Automatic Heating Equip. Co., 
30 lonia St., SW, Grand Rapids, Mich. 

A. E. Borden Co., Inc., 142 High St., Bos- 
ton, Mass. 

Johnston Refrigeration Sales Co., 1420 
Holden St., Detroit, Mich. 

General Electric Co., 701 E. Fifth St., 
Oklahoma City, Okla. 

Frank Corp., 322 W. Broughton St., Sa- 
vannah, Ga. 

Mott Brothers Co., 907 Main St., Rock- 
ford, Ill. 

Ara Distributing Co., 2300 Olive St., St. 
Louis, Mo. 
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Brownlow’s, Inc., 122 Burke St., Winston- 
Salem, N. C. 

Nicholson, Inc., 806 Ramseur St., Durham, 
N. C. 


Garod Electronics Corp. 


According to Louis Silver, vice- 
president of Garod Electronics Corp., 
five new distributors for Garod tele- 
vision are: 


General Distributors, 26 10th St., Wheel- 
ing, W. Va. 

The Hargis Co., 706 W. Sixth St., Austin, 
Tex. 

Monitor Distributing Co., 234 Warren 
Ave., East Providence, R. I. 

Silkworth Distributors, Inc., 10 E. Michi- 
gan Ave., Ypsilanti, Mich. 

W. E. Titus Wholesale Co., 16 W. Cali- 
fornia, Oklahoma City 2, Okla. 


Hamilton Mfg. Co. 


New distributors, according to Chas. 
H. Rippe, sales director, home appli- 
ance division, Hamilton Mig. Co., are: 


Electronics Distributing Co., Atlanta, Ga. 
National Rose Co., Memphis, Tenn. 


A. J. Lindemann & Hoverson Co. 


A. J. Lindemann & Hoverson Co. 
has named the following as new dis- 
tributors : 


Air Engineers, Inc., Birmingham, Ala. 

Williams & Martin Corp., Cincinnati, O. 

Lack’s Wholesale Distributors, Inc., Hous- 
ton, Tex. 

Northwest Appliance Distributors, 
Spokane and Seattle, Wash. 

Mills-Morris Co., Memphis, Tenn. 


Inc., 


Midwest Mfg. Co. 


The following are new distributors 
for the Kitchen-Kraft line of steel 
kitchens made by Midwest Mfg. Co.: 


Dale-Connecticut, Inc., New Haven, Conn. 

C. R. Rogers, Pittsburgh, Pa. 

Cincinnati Builders Supply Co., Cincin- 
nati, O. 

Campbell-Stenson Co., Minneapolis, Minn. 

Walter B. Lloyd Co., Salt Lake City, Utah 


Nineteen Hundred Corp. 


Robert M. Mitchell, sale manager, 
Whirlpool Div., Nineteen Hundred 
Corp., has named the following new 
distributors : 


Graybar Electric Co., 850 W. Jackson 
Blvd., Chicago, Ill. 

Graybar Electric Co., Inc., 5830 Calumet 
Ave., Hammond, Ind. 

Graybar Electric Co., 212 E. State St., 
Peoria, Ill. 

Standard Distribution Co., 227 E. Cevallos 
St., San Antonio, Tex. 


Norge Div., 
Borg-Warner Corp. 


H. L. Clary, director of sales, Norge 
Div., Borg-Warner Corp., announces 
that a new distributor for this firm is: 


Callander-Lane Co., Columbus, O. 


Youngstown Kitchens Div., 
Mullins Mfg. Corp. 


Three new Youngstown Kitchen dis- 
tributors have been announced by 
Chas. A. Morrow, vice-president in 
charge of merchandising, Mullins Mfg. 
Corp. They are: 

Radio Equipment Co., Inc., Grand Rapids, 
. Mich. 


Major Appliance Co., Lansing, Mich. 
Buhl Sons Co., Detroit, Mich. 
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FOUR MODELS .. . 4, 8, 1142 and 16 cubic 
foot models. Beautifully Styled. Engi- 
neered for Efficiency. Heavily Insulated. 
Hermetically Sealed Tecumseh Unit. 
Counter-balanced Doors. 


: REFRI 
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FOUR NEW MODELS .. . Latest Full Door 
design. Refrigerated from Top-to-bottom. 
Large Frozen Food Compartments. Twin 


Crispers. 18 qt. Storage Drawer. New 


“Pancake” type Compressor. 


al. 








GERATORS: ELECTRIC RANGES 
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Se 
TWO MODELS . . . Features: One-piece 
Porcelain Top. 7 Speed Cooking Units. 
Large Oven with Precision Heat Regulator. 


Waist-high Broiler. Big Storage Drawers. 
Automatic Timer. ; 


Sls So 
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SELL THE COMPLETE MARQUETTE LINE! 











GAS RANGES 


—_ 


SIX MODELS . . . Features: One-piece 
Porcelain Top. Non-clog Thrift Burners. 
Large Oven with Precision Heat Regulator. 
Broiler Drawer and Two Storage Drawers. 





THREE MODELS . . . Fountain, Glass Filler 
and Bottle types. Features: Sanitary stain- 
less steel splash-proof basin. Hermetically 
Sealed Copeland Unit. 






FLECTRIC 





NINETEEN MODELS .. . ELEVEN SIZES ... 
A model for every need .. . 10 to 100 
— capacity. Completely Automatic. 
iberglas Insulation. Nickel-Chromium 
Elements. Lifetime Finish. 





"HIGHEST QUALITY...YET PRICED 


COMPETITIVELY! | 





GAS 
HOT WATER HEATERS 





20 to 66 gallon capacity. Efficient Fiber- 
glas Insulation. Latest advanced engineer- 
ing features. 100% Automatic Shutoff. 
Grayson Unitrol. AGA approved. 





WRITE 
FOR 
DEALERSHIP 
DETAILS 
TODAY 


SOLD THRU AMERICA’S §$ 


RY IU SRY 7.1/4 
FREEZERS: COOLERS 





ae 


6“ 


a << ve 
FOUR MODELS with “Tuflex” sliding glass 
tops. Frozen Food Cabinets have range of 
—10° to +10°. Beverage Cooler range 


+30° to +40°. Provides DRY storage of 
all bottle goods. 


LEADING DISTRIBUTORS ¢ 


A COMPLETE LINE of MARQUETTE MAJOR APPLIANCES for YOU TO SELL 


Yes, sell the line that builds good will and makes profits for you! See the High Quality and 
Beautiful Styling of these Marquette Appliances, and you'll understand why dealers from coast to 
coast make Marquette Appliances the “center of attraction” on their display floor. 


MARQUETTE APPLIANCES, Inc., Minneapolis 14, Minn. 
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CIRCULATORS & DEVICES MFG. CORP. 


22 Rose Street « New York 7 


N.Y 





BUILDS A MODEL 
FOR EVERY MARKET! 


C A Deluxe model in 
every respect. Por 
celain or stainless 
steel corrugated in- 





ner tub. Smooth 
Phenolic Bakelike 





floating agitator. 
Electro-Safe Pres- 
sure Extractor. 
Stop-lock casters. 


A full-sized, quality 
machine at a popu- 
lor price. Central- 
ized controls. 
Heavy, sturdy con- 
struction. 


For thrifty budgets. 
Standard size. Por- 
celain tub. Alumi- 
num agitator. Qual- 
ity at low cost. 


Voss franchise offers the dealer a 
washer in every price range — all 
built to the high Voss standard of 
quality and backed by over 73 years 
experience in building finer washers. 


EXCLUSIVE VOSS FEATURES 
MAKE A COMPELLING SALES 
STORY — Voss Tangle-Proof Top 
Suds Washing Action, Electro-Safe 
Pressure Extractor, Automotive-Type 
Transmission, Centralized Controls 
and other exclusive Voss features 
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VOSS BROS. MFG. CO., 





turn prospects into customers. The 
gleaming beauty of Voss Washers 
stop casual lookers— the famous 
Voss name insures confidence in the 
product. 


LIBERAL DEALER FRANCHISES 
AVAILABLE — Voss dealers enjoy 
liberal mark-ups, sales and promo- 
tional help and national advertising 
prestige. For full 

particulars, write w ° Ss 
today to: Time Tester 








Since 1876 


by 


Aspne® 
DAVENPORT, IOWA 



















MAGAZINE GALS tell Electrical Women’s Round Table how they promote appliance 
Seated, left to right: Blanche Sparks, Mademoiselle; Dorothy Shanks, 
What's New in Home Economics; Helen Stark, Better Homes and Gardens. 
Hildegarde Popper, House & Garden; Charlotte Conway, House Beautiful; Eleanora 
Sense, Forecast; Edith Ramsay, American Home; Ruthanna Russell, Practical Home 


use and care. 


Economics. 


Appliances In The Magazines 


WOMAN’S SERVICE GROUP 


Woman’‘s Home Companion 


“I Like to Plan by the Day—I Have 
to Plan Way Ahead’—by Virginia 
Hirschbeck, Companion, July—two 
women, one who works and one who 
stays home, plan their marketing with 
the aid of a two-temperature refriger- 
ator. 

“Ironing Can Be Easy’—by Betty Gen- 
ger—suggested accessories to make 
ironing easy. 


Good Housekeeping 
“Shopping for your Refrigerator’— 
by Helen Kendall and George Pa- 
pritz, Good Housekeeping, July—tips 
on how to decide the type of refriger- 
ator best suited to your needs. 
“Hot-W eather Housekeeping”—by Lee 
Chapman—short cuts for summer 
cleaning, ironing, garbage disposal, in- 
sect control and air cooling. 


McCall's 
“This is How I Took A Vacation”’— 
as told to Elizabeth S. Herbert, 
McCall's, July—how one woman with 
three children managed a vacation at 
home with the aid of a freezer. 
“Two New Dishwashers’—by Eleanor 
B. Cook, describes an automatic elec- 
tric and faucet-type dishwasher. 


Ladies Home Journal 
“The Pink of Perfection”—by Gladys 
Taber—Journal, June—a kitchen with 
cabinets in pastel pink enamel with 
accessories to match. 
“Freese It’—by Margaret Davidson— 
what and how to freeze. 


Parents’ 
“Now Our Family Can Enjoy the 
Kitchen”—by Clarence and Helen 
Lund—a progressive remodeling job 
is being done on this kitchen. 


HOME SERVICE GROUP 


American Home 

“She Got What She Wanted”’—by 
Jane McNamara, American Home, 
June—Edwina Nolan Daily, well- 
known home economist, planned her 
electric kitchen. 

“Curtain Calls”’—by Edith Ramsay— 
correct washing and ironing methods 
for curtains. 


Better Homes & Gardens 


“A Cook’s-Eye View of Range Tops” 
—by Tasting-Test Kitchen Staff— 


JULY, 
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Standing: 


Better Homes, July—a variety of 
range cooking tops, gas and electric, 
and what can be done on each. 
“There’s Cool Eating in These Refrig- 
erators’—by Betsy Nichols—the re- 
frigerator storage story. 

“You Can Make These Electrical Re- 
pairs”—by Stanley Schuler—how to 
keep the home electrical system in good 
repair. 


House & Garden 


“Summer Is What You Make It’— 
June House & Garden—appliances | 
which provide “cool cooking” in the 
summer months, 

“Living Walls’—interesting uses of 
kitchen cabinets for five work centers 
in the home. “Portable Washers’—a 
review of small washer features. 


House Beautiful | 


“Good Living Starts With A Good 
Kitchen”—by Daniel W. B. Warner, 
House Beautiful, June—more than 5 
pages of before-and-after examples of 
a remodeled kitchen and laundry. 
“Move Your Meals Around with the 
Sun and the Wind”—including some 
electrically operated barbecue and food 
warming equipment. 


Household 


“Problems Underfoot”—by Katherine 
Randall—June Household—an electric 
floor polisher and a good wax are 
needed to care for floors. 

“Elizabeth Shaffer Looks at Your 
Sinks’—including automatic garbage 
disposers. j 
“We Continue to Prepare Winter 
Food”—by Helen Churchill—prepar- 
ing food for the freezer. 


Family Circle 
“How Mrs. Burgess Equipped a Small 
Kitchen”—by Jessie Bakker—Family 
Circle, June—an automatic washer, re- 
frigerator, mixer, portable oven, are 
starters toward a complete electric 
kitchen. 
“Why Not A Sewing Center in Your 
Laundry?”—ideas for making double 
use of laundry space. 
“Blend Your Frosty Desserts Elec- 
trically’—by Ethel Hall—new and old 
uses for a blender. 


FARM GROUP 


Progressive Farmer 


“Freezing Is Easy ... Freezing Is 
Quick”—by Janet L. Cameron—Pro- 
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| fedders 











MAKE 





ATTRACTIVE DISCOUNTS...NEW PROFITS 
-»-NEW LOW PRICES...Yes, you can make 
money the year ’round by selling Fedders 
complete line of popular water cooler 


models. 


FEDDERS HAS IT... bottle and bubbler 
models, open and hermetic types with stand- 
ard or special current characteristics... 
explosion-proof motors...air or water cooled 
condensers especially designed to meet con- 
ditions of high heat or dust laden air...5 Year 
Protection Plan on all hermetic models... 
standard One Year Warranty on open types. 


TENS OF THOUSANDS of Fedders-built 
electric water coolers have established a 17 
year record of satisfaction in every climate 


in every part of the 
world. Endorsed 
by the Who’s Who 
of American Busi- 
ness and Industry, 
they are backed 
by 53 years of 
Fedders engineer- 
ing “know how.” 


APPROVED... 
Tested and rated 
in accordance with 
all requirements 
of U. S. Bureau of 
Standards, CS 127- 
45. Approved by 
Underwriters’ 
Laboratories and 
Canadian Stand- 
ards Association. 
Meets require- 
ments of National 
Electrical Manu- 
facturers’ Associa- 
tion and National 
Board of Fire Un- 
derwriters. 


x * 


FEDDERS-QUIGAN 


CORPORATION 


Dept. EM-WC2 BUFFALO 7,N.Y. 


A Great Name Since 1896 


| fedders 
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gressive Farmer, May—proper freez- 
ing methods. 

“I Remember Mama’—by Oris Can- 
trell—small appliances are suitable 
gifts for Mama the whole year around. 


Farm Journal 


“Your Vacuum Cleaner Tools’—Farm 
Journal, June—they help around the 
house and the chicken house. 

“Bake and Freeze”—cakes, pies, 
bread, rolls and cookers. 


Successful Farming 


“I Like My Ironer”—by Evelyn Free- 
man—Successful Farming, June—she 
irons work pants, shirts, house dresses 
and flatwork on her ironer. 
“Freezing Is This Easy!”—by Dr. 
D. K. Tressler and Margaret Heger- 
feld—procedures for freezing fruits 
and some vegetables. 


HOME ECONOMICS GROUP 


What's New In Home Economics 


“Kitchen and Laundry Planning is an 
Individual Problem’—is covered in 
the House and Equipment Section of 
What’s New, June—subject matter in- 
cludes: “What Appliances Contribute,” 
“What Up-to-Date Cabinets Can Do”; 
“Psychology of Color,” “Efficiency is 
Not Enough”; and “Consideration of 
the Budget.” 


Forecast 


“Kitchen Planning”—June Forecast. 





Round Table Elects Officers 


The Electrical Women’s Round 
Table, New York Chapter, elected 
the following officers for the 1949-50 
club year: Frances Armin, Adequate 
Wiring Bureau, president; Adelaide 
Fellows, Philco Corp., vice-president; 
Pamela Anderson, Good Housekeep- 
ing Institute, secretary; and Ruth 
Barr, N. J. Power & Light Co., 


treasurer. 





Builders Lure House 
Buyers with Appliances 


Owners of new low and medium 
priced homes are fast becoming poor 
prospects for electrical appliance 
dealers. 

Reason: More and more builders 
are including appliances in the home 
package as an added inducement to 
buy. 

Where twenty years ago the only 
kitchen equipment furnished as stand- 
ard was the sink, today’s builders are 
taking advantages of package mort- 
gages and the availability of appli- 
ances to keep home sales at near record 
levels. According to American Builder 
magazine, which recently concluded a 
nation-wide survey, 89 percent of to- 
day’s new homes have built-in kitchen 
cabinets, 35 percent contain either elec- 
tric or gas ranges, 28 percent are 
equipped with refrigerators, 18 percent 
include dishwashers, 20 percent have 
garbage disposers, and 34 percent offer 
kitchen ventilating fans. Most nearly 
standard equipment in homes now 
abuilding are hot water heaters—fur- 
nished in 92 per cent of all new units. 
Door chimes are included in the price 
in 61 percent of the homes and bath- 
rooms are equipped with heaters in 33 
percent. 
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lingabouts 


—Ideal 


for Safe Appliance Delivery” 


... says Mr. W. F. Titus 
Titus & Von Bulow Co., Easton, Pa. 


our customers of damage-free appliance delivery, 


a 





“It's a matter of seconds to slip on a SLINGABOUT and assure 


declares 


the manager of this leading Pennsylvania appliance concern. 


Webb Slingabouts build customer confidence by completely protecting your 


appliances. Shocks and jars can't harm appliances cushioned by Slingabouts’ 


heavily-padded jackets of rugged canvas. Soft flannel lining and thick cotton 


padding safeguard show-room finishes against scratches and dents. Sturdy 


sling protects customers’ property by insuring safe, easy handling through 


narrow halls and doors. Slingabouts are styled to fit all leading makes of 


appliances below. 





Address 





City 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 
Send Slingabout prices for model #___ 


ee 


NE cre ciebttinsenn 


Refrigerators 
Radio 

Range 

Washer 

Other 

(please specify) 





~ Cheek 
Appliance 
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—Shermogray 


ELECTRIC WATER HEATERS 


A SOUND BUSINESS 


OPPORTUNITY 


Solidly Based on a Quality Product 


For 26 years Thermogray Electric 
Water Heaters have made enduring 
friends wherever offered. They have 
stood the test of time on Perform- 
ance . . . Dependability . . . Economy. 
This year we are widening our distri- 
bution. 


That’s why we believe the Thermogray 
franchise in your territory is a Sound 
Business Opportunity that merits your 
attention. Find out now about our 
feature-packed 1949 line. Write, wire, 
or phone Pence Miller. 


THERMOGRAY COMPANY 


JEFFERSON, IOWA 


DISTRIBUTORS! 


Territories now being 
assigned and will be 


protected. 
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3 Easy Steps 


FOR DELIVERING 
APPLIANCES 


WITH A 


Model 229 M/W HAND TRUCK 


Price Only § 49 


With 12” Pneu- 
matic Tires and 
2 Web Straps. 

(F. O. B. Wash- 
ington, Mo.) 














STRAP IT ON 
] Strap the Refrigera- 
tor, Range, Home 
Freezer, Water Heater 


or other appliance to 
the M/W Truck. 


2 Load it on your de- 
livery truck. Note 
how the sweeping axle LOAD IT UP 


hangers facilitate loading and unloading. 


3 Yes, it’s easy to take a heavy appliance up long 

stairs with the M/W Truck. Soft 12” tires 
permit moving loads over linoleum and carpets with- 
out damage. 


1F YOUR DISTRIBUTOR DOES NOT STOCK THE M/W 
APPLIANCE TRUCK, ORDER DIRECT FROM FACTORY. 


MANUFACTURED BY 


MOELLENBROCK & WILKE 


WASHINGTON, MO. 





SILENT SIOUX 
“Period 

Cabinet” 

OIL HEATER 


MODEL PF 5149... is not 





* 
only the most beautiful home 
heater on the market, but also ad 
one of the most efficient ever engineered! One e +. 
of the New “Anniversary” line of Silent Sioux «¢ e 
heaters, it is styled in the Chippendale » 
“period”. Its smooth, rich, brown hammer- 3-WAY ® 
tone finish harmonizes with the decorative ® FLOOR LEVEL * 
scheme of any American home. e “EORCED” ° 
yan ey PF 5149 also has, Hose Sianing - e CIRCULATION . 
clusive features, not available in any other low e ° 
priced heater: Exclusive Triplex Burner and ¢ FORCED DRAFT 
Twin Radiators provide maximum fuel econ- TWIN e 
omy. Built-in fan gives 3-Way Forced Circula- ® RADIATOR ‘ 
tion on the floor level in the coldest weather. e ° 
Forced Draft insures clean efficient combustion e CONSTRUCTION 
regardless of draft condition. Large top and "AOL: ” e 
front grills permit rapid radiation of heat into ® Chippendale e 
the living area. . PERIOD . 
pen 4 ~ CABINETS $ 
Gentlemen: Dept. EM 7 4— INVESTIGATE 
: 1 want to know more about the Silent | THE PROFIT POS- @ FAMOUS * 
Sioux line of home heaters. Please SIBILITIES of the “TRIPLEX” 
| rush full details about the Profit | New Silent Sioux 7 BURNER * 
Possibilities for me “Anniversary” line 
eines | fol end Gos @ e 
| Name | Home Heaters! eeeeveveeeeen 
: — a | SILENT SIOUX OIL BURNER CORPORATION 
ate 
tease. eaten ne le gt anata 3 Dept. EM-7 ORANGE CITY, IOWA 
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Hills Succeeds Eliot As 
President Of Omaha Assn. 


Harold Hills was recently elected 
president of the Appliance Dealers 
Assn., Omaha, Neb., according to an 
announcement, Mr. Hills, who is ap- 
pliance sales manager for the Orchard 
& Wilhelm Co. furniture store, suc- 
ceeds Jack Eliot who has resigned be- 
cause of ill health. 


Manufacturers Must Cure 
Overfranchising—Simpson 


Manufacturers must solve the over- 
franchising problem to clear up many 
of the current appliance ills, according 
to Clifford C. Simpson, managing di- 
rector, Natl. Appliance & Radio Deal- 
ers Assn. Mr. Simpson spoke at a 
recent meeting of the Niagara Fron- 
tier Retail Appliance Dealers Assn. 
in Buffalo. He also discussed at some 
length the relationship between re- 
tailers and the consumer. 


Retailer Assn. Protests 
Army PX Appliance Sales 


The newly-formed Aubuquerque Ap- 
pliance Retailers Assn. recently pro- 
tested to Congress the sale of appli- 
ances by Army Post Exchanges to un- 
authorized customers at a discount 
rate and tax free. The association 
maintains that the Albuquerque PX 
which was originally established to sell 
a limited number of personal needs for 
professional soldiers is presently sell- 
ing electrical appliances at 10 percent 
or less above the wholesale price and 
free of tax. 

Charles G. Davis is president of 
the new group with Sam Bezos as 
vice-president, Thomas Losh as secre- 
tary, and A. C. Forte as treasurer. 


San Diego Bureau Runs 
Promotional Activities 


The Bureau of Radio & Electrical 
Appliances of San Diego County is 
presently sponsoring an advanced 
course in appliance selling in addi- 
tion to its recent intensive ironer cam- 
paign and Sales Institute meetings. 
Combination freezer and electric range 
cooking schools have also been started. 

The recently concluded Sales Insti- 
tute meetings included discussions by 
C. P. Culbert, Proctor Electric Co., on 
the technique of displaying and selling 
traffic appliances; Seward Abbott, Ser- 
vel Inc., on selling refrigerators and 
other major appliances; J. J. Moffatt, 
Westinghouse Electric Corp., on sell- 
ing the complete kitchen, and H. L. 
Hoffman, Hoffman Radio Corp., on 
the technique of selling radio and tele- 
vision in today’s market. 


Distributors And Power 
Co. Sponsor Sales Course 


Aware of the increasing need for 
salesmanship in the buyers’ market, 
the Electrical Distributors of Western 
New York and the Buffalo Niagara 
Electric Corp. are jointly sponsoring a 
basic sales training course for all deal- 
ers and salesmen in the western New 
York area, according to a recent an- 
nouncement. 

The course includes a discussion of 
opportunities in the appliance field, 
how to analyze the product and pros- 


JULY, 


pect, how to gain four customer buy- 
ing decisions, why customers buy and 
the basic impulses behind every sale, 
sound films, discussion films, sales 
presentation forms, salesmen’s manu- 
als and the working out of actual 
problems. 

Instructors will be men with exten- 
sive selling experience in the appliance 
industry. 


Buffalo Retailers Form 
County Appliance Assn. 


Leading appliance dealers in the 
Buffalo area in New York recently 
formed a group known as the Niagara 
Frontier Appliance Dealers Assn. 
Principal aims of the organization 
are to give service to association 
members and consumers as well as to 
hold consultations with sources of 
supply thus assuring more economical 
distribution of “appliances for the 
benefit of the consumer. Al Kime has 
been designated temporary chairman, 
The group is presently drawing up a 
constitution and code of ethics which 
will be presented to the membership 
for approval. 


Cassidy Is President Of 
Montreal Electrical Club 


B. L. Cassidy was recently elected 
president, Electrical Club of Montreal, 
according to an announcement. He 
succeeds L. O’Sullivan. Others elected 
at the annual meeting include J. B. 
Hambly, vice-president; M. C. Thur- 
ling, vice-president; and B. C. Fair- 
child, secretary-treasurer. 


Cutler Elected To Head 
Fluorescent Association 


Robert Cutler was recently elected 
president, Fluorescent Lighting Assn., 
at the group’s annual meeting held in 
New York City, N. Y. He succeeds 
John Mollica. Other officers chosen 
include Edward Miller as first vice- 
president ; Abner Byer, as second vice- 
president; Victor Todd as secretary; 
and Miles Pennypacker as treasurer. 


A President Gets a Hand 





CONGRATULATIONS are extended to 
Cecil H. Boyd, newly elected president of 
the Denver Pot & Kettle Club, (center) 
by Maurice Fink, (right), second vice- 
president. Flanking Mr. Boyd on the left is 
Lewis C. Brady, first vice-president, while 
the rear-row observers are (left to right) 
Walt Monroe, recording secretary; James 
H. Thompson, treasurer; and Harlan VY. 
Meyer. historian. 
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IRONER 





A COMPLETE IRONER 
for ONLY $69.95 List 





A TABLE MODEL 
TO PROMOTE WITH 
WASHERS $49.95 
EMPIRE APPLIANCE 
COMPANY 


37-08 Northern Boulevard 




















NG 





Long Island City, 1, N. Y. 
MODEL 


AIR-FLO ‘sss 


AUTOMATIC SHUTTER 
WEATHER-SEALED 





FRONT VIEW--CLOSEO 


It Leads the Field . 
In Features 


There is every reason why you should use 
AIR-FLO shutters on your jobs. New heavy 
reinforcement strip adds strength and long 
life to the louvers, assures quiet operation 
and perfect counterbalance, prevents rat- 
tling. Aluminum louvers open fully, per- 
mitting capacity fan operation. Deep 
shroud protects shutter from high winds. 
Tie-rod, brackets and bearings inside 
frame, not exposed to weather. Special 
finish resists corrosion. Many other fea- 
tures. Write for illustrated catalog 42-A of 
the complete AIR-FLO line. 


AIR CONDITIONING 
PRODUCTS CO. 


2340 West Lafayette Blvd. 
DETROIT 16, MICHIGAN 
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NEW LITERATURE | 





National Electrical 
Wholesalers Assn. 


“The Basic Principles of Good 
Salesmanship(?)” is the title of a 
folder published by the National Elec- 
trical Wholesalers Assn. Written in 
satire, it tells how not to sell. The 
author is a fictitious Prof. Sylvester 
(Hokey Poke) Quarterwit, who is 
now starving to death in the Ozarks, 
according to the Editor’s note. Copies 
may be ordered from the Association 
at 500 Fifth Ave., New York 18, N. Y. 





The Maytag Co. 


Available to all Maytag dealers is a 
new set of booklets called “Plan for 
Employing Outside Retail Salesmen”. 
They consist of “Hiring and Paying 
Salesmen”, “Newspaper Ads for Out- 
side Salesmen”, “List of Training Ma- 
terials Available” and “Report to the 
Maytag Company”. 


Propeller Fan Mfrs. Assn. 


The wide spread public acceptance 
of the First Edition of the Attic Venti- 
lation Code published by the Propeller 
Fan Mfrs. Assn. indicated the need 
for such information, The Second Edi- 
tion, now available for distribution, 
has been rewritten to include new 
material such as, illustrations of typi- 


| cal discharge openings, method of com- 


puting areas for attic fan discharge 
vents, and minimum air changes rec- 
ommended for attic ventilation systems 
in the United States. Copies may be 
obtained from the Association at 2157 
Guardian Bldg., Detroit 26, Mich. 


Midwest Mfg. Co. 


Midwest Mfg. Co. of Galesburg, IIl., 
have issued two new 4-page folders 
for use by their distributors and deal- 
ers for their Kitchen-Kraft line of steel 
kitchens. Complete descriptions with 
photographs of the complete line are 
given, 


Electrical Women’s Round Table 


“EWRT Manual of 1949 Work- 
shop for Electrical Living” is a new 
handbook of lectures presented in a 
4-day course just completed on the 
newest developments in Electrical 
Living. 

The lectures are by authorities in 
the field, and contain practical in- 
formation for the home economist, 
the dealer, the distributor and the 
manufacturer on refrigeration, freez- 
ing and food packaging; appliance 
demonstration, merchandising and ad- 
vertising; an analysis of the washer 
market with information on laundry 
planning, trends in washers, ironers, 
irons, clothes dryers, soaps, deter- 
gents and textiles; trends in electric 
cookery—from what’s new in elec- 
tronic cookery to what the consumer 
wants in small table cooking appli- 
ances. In addition there is a section 
devoted to an analysis of the radio 
and television broadcasting field as 
applied to the appliance industry, plus 
an outline of careers available to 
women in the electrical appliance field. 

A limited edition is available at $2. 
a copy. Write Pamela Anderson, 
Good Housekeeping Institute, 8th 





Ave., & 57th St., New York City. 
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MR. DEALER: 


Sensation’s Low Cost Electric 


-—— ae Mower is a Sure Profit Builder 





The tremendous market for power mowers has scarcely been touched. 
We designed our Model B-17-E electric to bring power mowers within 
the reach of your big market—the city home owner with the 50 or 
60-foot lot. The B-17-E is every inch quality built. It cuts grass faster 


. eliminates raking .. . 


reduces hand trimming. It’s easy to dem- 


onstrate, easy to sell. Let me send you my message on spring and 


summer profits today. 


. 





Box EM 649, Rai-ton, Nebraska. 


| would like details on how we can increase sales and profits with 
Sensation gasoline and electric mowers. Please send me your folder 
on Spring and Summer Profits. 


W. H. PHELPS 


President 
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W. H. PHELPS, President, 








STATE___ 





« 

¢ Sensation Mower, Inc. 
SEND ‘ 
coupon \; 
TODAY _s 
For Sensation’s ’ NAME 
Spring and Sum- r 
mer Profit Mes- ¢ FIRM 
sage. , 

¢ ADDRESS 

y cITY_ 

a 
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BECAUSE OF EXPERIENCE: Our 
years of research and production are 
your assurance that these products are 
the finest money can buy. Low in 
price, they represent real values. 
BECAUSE OF THE GUARANTEE: We 
agree to repair or replace free of 
charge for one year, any WAHL prod- 
uct which does not give perfect satis- 
faction. 


The New 1949 SOLID SMALL CLIPPER 






Powerful and full-size, yet light and easy to e 
handle. Perfect for home use. Has the famous| @ 
WAHL “feather touch.” 
eo Nie cin bw aw ce aoe seat $9.75| @ 
a 
e 
WAHL * 
Silent Hair Dryer * 
Gives either hot or cold air. 
Fast and thorough - |@ 
smooth-running and quiet. 
Light—easy to handle. ® 
MEE 2 bs ow dede daca domamna Cit ae atee $9.75 * 


WAHL “Hand-E” 
Electric Vibrator 
Powerful and pene- 
trating—gives perfect 
massage stroke. Fits 
the hand. Complete 
with four applicators. 
List $6.50 














FORMATION. 


WRITE TODAY 
TO DEPT. E M 49 | 
FOR DEALER IN- 


e 2 YOuR 
@ CC FOR FULL DETAILS AND PRICES.@ 


DAVIS Mfg. Company 






Self-Selling 
DISPLAYS 


YOUR CHOICE of two smartly 
finished wood displays, two fast- 
moving deals offering a DAVIS 
Cord Set for every need. Dis- 
play No. 5, 81/2” x 82" x 16”, 
holds 34 Davis sets; display No. 
10, 20” x 20” x 8”, holds 60 
Davis sets. Each set is fully dis- 
played and tagged with informa- 
tive, self-service label to increase 
impulse buying, reduce sales 
time. 


JOBBER OR WRITE DIRECT 





DAVIS MFG. COMPANY | 
PLANO 2, ILLINOIS | 
Gentlemen: Please send me information | 
oO Cord Set [] Range Connectors | 
Name ; | 
Address | 
City State | 
quamanasen as as asenamasesana=a=a= 4d 


























*“LIFT GATE” rests on 
ground. No protrusions to 
prevent easy loading 





oc ends from all Side $s at 
all le els with **Quick 
Detac hable ma 








HYDRAULIC 


ANTHONY 
\IFT GAT 





TRUCK LOADER 


AND UNLOADER 


Cuts Delivery Costs 50% 


Practical—Foolproof—Time Proved 


More “Lift Gates” in use than all the others. Sim- 


plicity of design is one reason... 


ruggedness 


another. Extra features—proved by six years of field 
experience—are more reasons why nearly all truck 


loaders you see are Anthony “LIFT GATES”. 


for literature and prices. 


ANTHONY COMPANY 


Streator, Illinois 


Dept. 906, 
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DEALER SALES HELPS 




















sloping—Gives 
‘elelift™ to avoid loads 
r siting or t ppling off. 





* Close “Gate” easily with 
one hand. No power 
needed. lowered accidentally. 





*Safety ee: locks up. 
“LIFT GATE” cannot be 
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H HIPUT offers a complete line of 
& Electric Water Heaters 


He for all requirements from 
«3 washing dishes or clothes 


&3 either by hand or 
He automatic machine 














&3 

&3 a 
S54 é 
3 3 
85 83 
&3 7 
os 63 
‘a. : 
a3 4-Gallon ~ 6-Gallon 12-Galion PK 
&3 Special sizes made to order, in quantities 


aia _WATER GENERATORS 
_ RONAN & KUNZL, Inc. 


MARSHALL, MICHIGAN 





EXPORT DEPARTMENT, 201 N. Wells St., CHICAGO, ILL 











VENTILATOR DISPLAY UNIT being demonstrated by salesman. 





This Westing- 


house “Poweraire” home ventilator is mounted on permanent wall section plywood. 


Selling messages on front and back. 





HOME LIGHTING CENTER is the name given to this package display of lighting 


fixtures available to distributors of Moe Bros. lights. 


pension chains, measures 6 x 4 ft. 





““FLEXO-STEP” store fixtures announced 
by Add Sales Co., Manitowoc, Wis. Over- 
all height with all steps is 45”. Base sec- 
tions 30 in. deep, 60 in. wide, 24 in. high 
have sliding doors for storage space. 





“GO TO SLEEP AND WAKE UP TO 
MUSIC” is G-E display piece. Left side 
with moon has transparent panel which 
lights up suggesting moonlight. Right side 
has brighter light for sunlight. 


JULY, 


Complete with hooks and sus- 


COFFEEMATIC 


PERFECT COFFEE AS HOU LIKE 17! * 





“COFFEE AS YOU LIKE IT” is the slo- 
gan on this Universal Coffematic percola- 
tor counter display offered by Landers, 
Frary and Clark to dealers. Has recessed, 
red-foil background. 





KITCHEN PLANNER by Elgin Steel 
Kitchens. Binder containing floor plan 
work sheets, wall plan graph sheets, 
gummed labels printed with reproduction 
of each unit in the complete Elgin line. 
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LETTERS TO 


THE EDITOR 





Stop Price-Cutting Talk 


To the Editor: 

For over twenty-six years the radio- 
appliance business has been plagued by 
a “cut price” situation. Manufacturers, 
distributors, dealers and even state and 
federal legislatures have tried to cor- 
rect this evil. So far, nothing of real 
or lasting value has come from these 
efforts, even from the Fair Trade 
Laws. Like poverty, “cut prices” are 
still with us. 

My conclusion is that we are put- 
ting too much stress on “cut price”, and 
like the proverbial “sore thumb” it 
sticks out. The rest of the body is 
strong and healthy, but the sore thumb 
overshadows everything else. 

My conclusion is based on the follow- 
ing premises. First, every business, 
whether it be a peanut stand or Macy’s 
has one important item in common, 
namely, “overhead”. The peanut ven- 
dor has to pay for the heat with which 
he roasts his peanuts, and bags in 
which to wrap them up. Macy’s has 
rent, salaries, advertising, lighting, 
etc. Both are overhead, no matter how 
large or tiny. No matter how much 
volume is done, overhead never dis- 
appears. To be sure overhead may 
lessen percentage-wise as volume in- 
creases, yet a time comes when instead 
of shrinking, overhead starts to grow 
or remains stationary. When a busi- 
ness opens there is a definite cost to 
be met if the business is to succeed. 

Secondly, in my very long experi- 
ence in this radio-appliance business I 
know of very few failures of any size. 
To be sure people go into business, any 
business, and fail, especially since the 
war as they were depending on a 
seller’s market, or maybe a G.I, loan. 
I do not consider these concerns to 
have been in the business, although 
they did much harm to the regular 
dealers by taking away scarce mer- 
chandise. I have investigated this lack 
of failures with credit men in Boston 
who represent the big jobbers, manu- 
facturers and banks: they agree I am 
almost right. On the other hand I 
know of and have been told by these 
same credit men that there are thou- 
sands of dealers who have made a very 
fine living and built up excellent busi- 
nesses even though they may have 
started from a little capital. There- 
fore, we can conclude that the radio 
appliance business is a good and profit- 
able one . . in spite of “cut price”. 

Granting, then, that there are such 
things as “overhead” and that there 
are few failures but many successes, 
I conclude that the “cut price” situa- 
tion is a very minor, not a major prob- 
lem. Like the “sore thumb” it re- 
ceived too much publicity. We are all 
aware that there is poverty in every 
town and city, but that doesn’t prevent 
the successful man from living prop- 
erly, having a nice home, educating his 
children, etc. Poverty, although a ma- 
jor item among those affected, does not 
affect those who are unaware of it, ex- 
cept when it is publicized a few times a 
year during a drive. 

Let us now consider the enormous 
publicity given to “cut price”. Rumor 
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builds up as it goes along. The “cut 
price” situation is built on rumor. One 
dealer is told by a prospective customer 
he can purchase an appliance or a TV 
set at so much off. The dealer doesn’t 
know if this is true or not, but he has 
heard or read that cut prices are rife 
and he believes the customer, who may 
be lying, exaggerating, or just probing. 
The “smart” customer is shopping. I 
often wonder when he knows where to 
stop. Very often he meets a “smarter” 
salesman who may give him “the 
works”. He has publicized his possi- 
ble sale among a number of dealers. 
We had such an experience this past 
month. A prospective customer spent 
three afternoons in our store, going 
over all our TV’s and all the TV’s 
we knew about. He finally placed an 
order for a very distinctive cabinet 
model. Next day he cancelled the order. 
Two days later he ordered the set 
from another dealer which was like- 
wise cancelled. A third order was 
placed through an out of town dealer 
which was also cancelled. Finally he 
purchased the set from a fourth dealer 
in town. We asked full price minus a 
fair trade for his combination radio 
and phono; the second dealer has a 
“reputation”; the third dealer is a 
credit jewelry store; the fourth dealer 
is a gasoline station. Why the cus- 
tomer placed the order with the fourth 
dealer and accepted delivery I cannot 
find out. I suppose he threw in a year’s 
supply of gasoline and the set at cost. 
You can well imagine the publicity that 
sale received among the dealers in- 
volved, their jobbers’ salesmen and 
anybody who would listen. In the 
meantime, and this is so important, 
we and the other three dealers sold 
many sets at full price with no pub- 
licity. When we lose a sale at “cut 
price”, we are aggravated, and we 
talk for hours to anybody who will 
listen, and the listeners usually tell 
their cut price experience also. 

When we make a clean sale, it’s a 
sale, period. 

What we need, then, is a house- 
cleaning on publicity on “cut price”. 
Let’s either rave about our clean sales 
or keep quiet, but definitely stop all 
publicity or conversation on “cut 
price”. 

Ernest H. Ropinson 
Robinson-Dewey Home Utilities 
28 Union Ave., 

Framingham, Mass. 
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“. .. AND AS YOU SAID—BUYER RESISTANCE 
HAS INCREASED.” 
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Wheu Selling Steel Kitchen 
Cabinets 


APPROVED BY 
' QUALITY 
| TESTED] 


TEEL 
KITCHEN CAGINET 
NSTIT T 





For your Protection 


Be sure the steel kitchen cabinets carry the “QUALITY 
TESTED” Seal of Approval which means they have passed 
21 different tests for finish and wear resistance. For further 
information and sales help on selling these “Quality Tested” 
cabinets, write for Bulletin No. EM7 


STEEL KITCHEN CABINET INSTITUTE 


Tn yout 
Diet 140 PUBLIC SQUARE « CLEVELAND 14, OHIO 








as a buying centeF for the best a 


~ Give special emphasis to sélections 
that are out of the ordinary. Disploy 
a Revere Chiming Floor Clock in 
operation. Smart, beauty conscious 
homemakers, discriminating shop- 
pers, are captivated by its handsome, 
distinguished ‘‘look of life’; by its 
mellow, authentic Westminster Chimes, 


The PILGRIM by its traditional weights and swing- 
_—— ing pendulum; by the unerring accu- 
populor = vee 
Colonial racy Of its electric timetelling. You'll 
model. be elated by the interest # attracts, 
he —_. by the sales youll make. To widen 
roca the selling range there are stunning 
Retails for Revere Chiming Mantel Clocks. 
$425 
plus tox 
. ats ae warreresten 
.- 
Floor ¢ 
ah y, 
slightly higher 
at as Ad fe bd A 





La 


Send for catalog showing the 
notable designs fashioned to 
fit any decorative scheme. 
THE REVERE CLOCK COMPANY 
CINCINNATI 6, OHIO 
NEW YORK : 37 West 47th St. 
CHICAGO : 1422 Merchandise Mart 


Available through ¥ The R-947, brilliontly designed, and with 
Revere Authorized Distributors Hd Westminster Chimes, retails for $45 plus tax 
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2 BEAUTIFUL FULL- 
COLOR SALES BUILDERS 


Bis 





Dolly Madison 
ed Sy Pe 


Pm 


Porter backs its dealers 100% with 
new, beautiful display materials 
that are bound to boost even higher 
the sales of America’s largest-sell- 
ing home ice-cream freezers—the 
HUSKY HAND FREEZER and the 
DOLLY MADISON ELECTRIC 
FREEZER ... To get your displays, 
just clip the coupon below and mail 
direct to THE J. E. PORTER CORP., 
OTTAWA, ILL. ... But hurry—the 
quantity is limited! 


USE THEM 4 WAYS 


ee ee ee ee ee 


ele) ite) y vile]. 


America’s Largest Manufacturers 
of Home Ice Cream Freezers 
81 
Years Old 


HOME OFFICE: OTTAWA, ILLINOIS 


Te a 

CLIP AND MAIL THIS COUPON 
THE J. E. PORTER CORPORATION 
OTTAWA, ILLINOIS 


Gentlemen: Rush me 


FREE HUSKY 


DISPLAYS FREE DOLLY MADISON 
DISPLAYS. 


STORE NAME 

STORE ADDRESS 

CITY STATE 
Name of JOBBER 
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DISC PROBLEM 


As the record-buying public’s head 
continues to revolve in confusion at 78, 
334 and 45 rpm, a new consideration 
in the battle of claims and counter- 
claims has just been noted down in 
Texas. According to the Vacuum 
Cleaner Mfrs. Assn., the record libra- 
rian of radio station KFJZ in Fort 
Worth believes that the weakness of 
the new microgroove record lies in 
the minuteness of its grooves. He says 
that this type of disc cannot be satis- 
factorily cleaned with a vacuum 
cleaner. The grooves are much too 
small. 


DIRECT TO YOU 


Down in Russellville, Ky., B. F. 
Parker, local electrical appliance mer- 
chandiser, recently purchased a passen- 
ger bus. Ripping out the seats, he 
converted the motor propelled vehicle 
into a traveling show room equipped 
with all types of electrical goods. B.F. 
has now put Dan Goodwin in charge 
of the appliance safari on wheels, 
which caravan is scheduled to call on 
all homes in the Russellville trade 
area. 


LIGHTS OUT 


The case of a faulty toaster recently 
had everyone including the judge com- 
pletely in the dark during a trial in 
the Small Claims Court in Lowell, 
Mass. In the litigation concerning the 
merits of an allegedly defective toaster, 
the defense attorney petitioned the 
judge for a trial run with the toaster. 
The petition granted, the appliance 
operated perfectly for two full min- 
utes. 

Just as his honor was about to 
award the case to the defendant, every 
light in the courtroom went out. When 
the fuses were replaced and the arena 
of justice was once again properly 
illuminated, the judge quickly decided 
in favor of the plaintiff. 


JUST PLAIN LOUSY 


Two frightening tales of different 
but equally wretched techniques in 
television selling recently came to our 
attention, 

Story number one is about a dealer 
with a bad case of discount nervous- 
ness. This poor character had already 
made his sale and was waiting for the 
payoff. However, as the customer was 
in the process of writing out his 
check, he happened to say to the re- 
tailer, “You know, $449.95 is an awful 
lot of money. . . .” That’s all right”, 
quickly interrupted the dealer, “you 
can have it for $350.” 

Our second tale deals with the sad 
experience of two newlyweds armed 
with a sockful of sugar and looking for 
a video set. They didn’t know much 
about television, what model or style 
they wanted or what size screen. In 
fact, the only thing they knew was 
that they wanted a television set. Yet 
when they visited a certain dealer in 
his store and told their little story, 
this great salesman told them they’d 
better go on home and think it over. 
“And when you’ve made up your minds 
on what you want,” he said “come back 
and maybe we've got it.” 
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ROBCO Ml Purpose Meters 


CASH in on sales to apt. houses, 
trailer parks, schools, boarding 
houses, etc. 
ROBCO METERS adaptable to 
ANY automatic or conventional 
type washer, dryer, ironer, radio, 
television set, etc. —or time pay- 
ment selling plan. 4 


Write TODAY for full information cl 


WILLIAM J. DOHERTY, INC. 


National Distributors } 
m uA 


1728 Grand Central Terminal, N.Y. 17, 
eee ee ee 








: TERRIFIC Performance! 


Meld TELEVISION 


COMPLETE LINE OF 91 
sq. inch TV RECEIVERS 


e BIGGER DEALER DISCOUNTS! 

e NO TIE-IN DEALS! 

e EXCLUSIVE ADVANCED RCA 
ELECTRONIC FEATURES! 


Write to Dept. B for new brochure 
of our complete line 


and 135 


Distributors: Some territories still 


open. Wire—Write today 


‘A Ceo bp nn fe Mncriv 


229 WEST 28th STREET * NEW YORK CITY 
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Mechanics Sell Record 
Refrigerator Volume 


Repairmen find the door of opportunity open 
all the time, says S. D. Sundeen, Dover, N. H. 


ELIEVING that refrigeration me- 

chanics, spending plenty of time 
in the customer’s home, have the best 
opportunity to make refrigerator sales, 
and training his men to do just that 
has paid excellent results for S. D. 
Sundeen, head of S. D. Sundeen Co., 
here. 

Sundeen operates one of the most 
efficient refrigeration service organ- 
izations in New Hampshire, serving 
many counties, and with sales-service 
stores in Portsmouth, Dover and 
| Rochester. His six immaculate “port- 
able refrigeration shop” trucks, with 
neatly-uniformed mechanics, are a 
| familiar sight on the byways leading 
| to isolated New England residences. 
| And the Sundeen stores, in the three 


|cities mentioned above, have been 


| recognized as among the most beau- 


tifully-engineered in the nation. 

Sundeen did a gross of more than 
$370,000 for 1948, selling 600 new 
Frigidaires in the process — all of 
which he credits to workmanlike ef- 
ficiency in refrigeration service to the 
public, over the past decade. 

Sundeen’s amazing refrigerator 
sales volume is, of course, based en- 
tirely on the fine allotments the store 
has received since the end of the 
war. By far the bulk of all these sales 
were made by refrigeration mechanics, 
selling “prospects in their own 
kitchens” and taking advantage of the 
firm’s excellent reputation 


it Grew and Grew and Grew 


Sundeen, long since naturalized, was 
a Swedish immigrant back in 1934, 
when he bought a defunct Frigidaire 
dealership in Dover, transformed it 
into a service headquarters, bought a 
pick-up truck and began giving ef- 
ficient, well-received service. Busi- 
ness prospered so well that it was not 
long until he hired a second mechanic, 
then a third, all trained to wear neat 
uniforms, practice maximum courtesy, 
and “clean up the place thoroughly” 
after a service call. Out on the job, 
Sundeen found he could sell refrig- 
erators through merely getting into 
conversation with the housewife, and 
this moved him to remodel his head- 
quarters into an appliance showroom, 
and put in a complete stock. In 1935, 
Sundeen and his mechanics, with no 
specialty salesmen, whatsoever, had 
sold 130 meter-miser refrigerators. By 
1938, the amount rose more than 200 
boxes turned over, with the result that 
Sundeen opened a second store in 
Portsmouth, New Hampshire, and in- 
creased his service setup to cover 
more territory. Since then, except for 
the war, the organization has grown 
steadily, adding two specialty sales- 
men to each store, constructing one of 
the best-looking appliance stores in 
the country in Rochester, and adding 
a large commercial refrigeration de- 
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partment. Sales, achieved mostly by 
servicemen as pointed out above, rose 
to 375 units in 1940, and 402 in 1941. 
Hence, the excellent quota which the 
dealer received in 1946. 
Sundeen’s Swedish ins 
immaculate cleanliness in 
of his operation 


istence on 
every part 
has had a lot to do 
with the success of the firm, Each o 
the three stores backs this up at 

glance, for all have an operating roon 
atmosphere of cleanliness. Every me- 
chanic, in addition to being trained 
to sell appliances efficiently, cleans up 
every spot of grease or dirt befor: 
leaving a home, polishes the refrige: 
ator, and otherwise impresses the cus- 
tomer with the results gained by 
housekeeping.” 


Every Call a Potential Sale 


The company’s operating 
to regard every service call as a po 
tential sale, and this is how it works 
The staff of _mechi unics, all experts, 
average from 7 to 8 calls per day, New 
Hampshire customers paying $2.50 
per hour for repair work, plus a 
nominal mileage charge for the dis- 
tance the truck must travel to and 
from the home. Each mechanic is 
paid a salary, plus 10 percent of the 
cash he collects, which is, 
a powerful incentive to 
money in the hand. In addition, each 
serviceman receives a straight five 
percent commission on any major ap- 
pliance he sells. There is not a man on 
the staff who does not regularly aug- 
ment or even surpass his salary on 
appliance commission, 


policy is 


of course, 
getting the 


according to 
Sundeen. Each naturally has care- 


fully studied salesmanship, appliance 
details, etc., and skillfully puts over the 
sale whenever possible. A veteran 
woman dispatcher makes up the serv- 
ice call schedules, and sees to it that 
every mile traveled by the trucks is 
“productive”. 
A Real Market 

There is also a staff of specialty 
salesmen at each store, whose salaries 
are set up on experience. One man, 
who had sold over $50,000 in commer- 
cial and domestic refrigeration by 
September of this year, receives $40 
per week, plus a 10 percent com- 
mission on all appliance sales, while 
other salesmen receive the same 10 
percent, but lesser salaries. There has 
been very little necessity for outside 
selling, of course, due to the wide- 
open market for Frigidaires in this 
prosperous New Hampshire section. 
Sundeen sells 95% of his refrigerators 
to people who have been refrigeration 
service customers in the past—and 
with his beautiful stores, long-estab- 
lished loyalty from customers, and 
scrupulous good housekeeping, has 
made an outstanding success of both 
sales and service. End 





GET A 


BIGGER SHARE 


OF THIS 


FAST, 
INCREASING 
MARKET 








ASCO 


AUTOMATIC 
KITCHEN 
VENTILATOR 





AMAZING LOW PRICE... MANY 
QUALITY ADVANTAGES 

make the FASCO Ve ntilator a natural 
for today’s buyers’ market . . . pe rfect 
for volume sale to large and small 
building dev —— nts. 





PLUS 


ih 
mc ra $24.95 ita 








@ CHANGES AIR in average kitchen 
every three minutes! 

@ QUIET OPERATION, NO RADIO 
INTERFERENCE, NO DRAFTS. 

@ ONE CONTROL opens and closes 
door, stops and starts fan. 

@ BEAUTIFUL WHITE GRILLE 
easy to clean, won't crack, discolor. 

@ SAFER, CLEANER OPERATION 
..-no clogged ducts ... no fire hazard. 

@ POSITIVE WEATHERTIGHT 
SEAL against rain, snow, or dirt. 

@ QUICKLY, EASILY installed. 

@ FOUR MODELS for every kitchen, 
large or small... all wall thicknesses 

.- all types construction. 

@ AMERICA’S LARGEST BUILD- 
ERS use FASCO Ventilators as 
standard equipment... GET }OUR 
SHARE OF THIS BUSINESS! 


WRITE, WIRE or PHONE for complete 
information to FASCO Industries, Inc., 
140 Davis Street, Rochester 2, N. 


(Phone HAmilton 1800) 


ASCO 


INDUSTRIES, INC. 


Formerly F. A. Smith Manufacturing Co., Inc. 
ROCHESTER 2, N. Y. 
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MERCHANDISING 
SUPPLEMENT 





P. ecleale + Sinton 


FOR MORE SALES — FOR MORE PROFITS 








Aluminum 


water 








YEATS 


“YEATS APPLIANCE DOLLY” 


climbing steps, straight slide on back for easy loading 
in delivery truck, 
heaters. 
quicker because it is the ONLY APPLIANCE DOLLY 
WITH PATENTED RATCHET DEVICE TO TIGHTEN 
THE HOLDING STRAP. Write for full information. 


2525 W. 


The NEW 


frame, caterpillar type “STEP GLIDES” for 


curved cross members for round 
Handles all appliances easier and 


APPLIANCE DOLLY SALES CO. 
Kilbourn Ave., Milwaukee, 3, Wisc. 








WRITE FOR THIS 
CATALOG TODAY 


ZENITH AUTOMATIC 
TIMER CONTROLS 


Remote Control Switches 
Automatic Time Switches a 
Automatic Reset Timers fy] 
Magnetic Contactors Ty : 
Interval Timers 
Process Timers 
Program Clocks 

Special Equi t 

for Special Jobs. 


ZENITH ELECTRIC CO. 


150 W. Walton St. Chicago 10, Ili. 





FRANTZ | 


MANUFACTURERS OF 














REPLACEMENT 
VAC CLEANER BAGS 


$60.00 


PER 


100 


Assorted as you wish. Made 
from high quality fabrics, = 
fully tailored, expertly 

double sewed, expertly ttenclied. 
Accurate openings fit securely. 


Write for sample and information 


OHIO TEXTILE SPEC. CO. 
3442 W. 54th St. Cleveland, Ohio 








Flerble Couplings for 
WASHING MACHINES, OIL BURNERS, 
MOTOR DRIVEN MACHINES 


Standard of quality 
for electrical equip- 
ment. Nationally 
distributed. Most 
widely used, Insure 
power flow with 





tampened vibra- 
L-R TYPE tion Eztremely 
“Dx” quiet. LOW COST. 


Write for Catalog, and supplier nearest you. 


LOVEJOY FLEXIBLE COUPLING CO. 


5028 W. Lake St. Chicago 44, Ill. 














WASHING MACHINE PARTS 


“For any and all makes” 
Most complete stock in N. W. 
Prompt Service 
Minnesota Appliance Parts Co. 
191 W. 7th St. St. Paul 2, Minn. 


| WASHING MACHINE PARTS 
| 3650 EAST 93rd ST. © CLEVELAND 5, O 
Our 462-page 


Catalog of FREE 


Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 
from one dep 


Quality, Service, Low Prices 


MIDWEST APPLIANCE PARTS CO. 
3645-51 W. Fullerton Ave. Chicago, 47, IMlinols 

















WASHING MACHINE PARTS 
ALL MAKES 
PROMPT SHIPMENTS 


DISTRIBUTORS—Goodrich Wringer Rolls 
Gates Belts 
T-K Range Ports 


Electrical Appliance Parts 


Washington 1, D. C. 


811 9th St., N.W. 





100,000 Washer Parts in Stock 


Get your name on our list for the free service 
journal Hints on sales and repairs. Send for gen- 











uine Speed Queen parts catalogue. It’s 


POWER EQUIPMENT CO. 


WHOLESALE DISTRIBUTORS 


2373 S. KINNICKINNIC AVE 


MILWAUKEE 7. WIS 








wality Smmeethd  Sewice 
Quality Service 
Washing Machine & Vacuum Cleaner 
Parts & Supplies for all Makes 
ace one order 
One Transportation Cost 
One Dependable Source of Supply 
Write for FREE Catalog 
The C. W. SMITH 
3959 West Ogden Ave. 


Save 
Money 


Increase 
Profits 


Chicago 23, 111. 








PERMANENT REPAIRS 


Quickly, Easily Made 
ye? Sizes for all types 





Write for Catalog 


MEND-IT SLEEVE “25° 


Oakland = Su. 





Crimp tight with 
plyers S606 Taft Ave., 














LOVELL WRINGER ROLLS 
IRONER_ PADS AND COVERS 
ALL SIZES FOR ALL MAKES 


WASHER AND IRONER PARTS 
Aerobell - Conlon - Easy 
Horton - Speed Queen - 1900 - Thor Etc. 


OHIO WASHER COMPANY 
1223 Superior Ave. Cleveland 14, Ohio 





This 
MERCHANDIZING SUPPLEMENT 


is an adjunct to other advertising in this issue 
th ad 
and servicing of electrical appliances and in 


other merchandising opportunities. 
Electrical Merchandising 














‘ UNSISELAYED: $1.20 a 
RATES: es. To figure advance 
average words as a line 


INDIVIDUAL EMPLOYME 





displayed advertising rate is one-half of above 


line, minimum 4 BOX NUMBERS—Care of publication New DISPLAYED: INDIVIDUAL SPACES with 
payment count 5 York, Chicago or San Francisco Offices count border rules for prominent display of adver- 
as one additional line, tisements, 


NT WANTED un- 


DISCOUNT of 10% if full payment is made in 


SEARCHLIGHT SECTION 


The advertising rate is $10.25 per inch for all 
advertising appearing on other than a contract 


AN ADVERTISING INCH is measured %” 
vertically on a column—4 columns—48 inches 
to a page. Copy for new advertisements re- 
ceived by July 14th will appear in August 

















2215 Russell Street 
Baltimore 30, Md. 








WATERLOO WOOD BEARING CO. 
“Original” Bearing Manufacturers 
523 East 7th St Waterloo, lowa 








Company with 30 years’ 


references and record 


KW-9202, Ele 
330 W. 42 St., 


NATIONAL DISTRIBUTOR WANTED 
FOR ACCEPTED TRAFFIC APPLIANCE 


Fall and winter product of highest quality, nationally advertised, has 
enthusiastic consumers’ acceptance and patented features. 


Produced by a 


record for building quality products. 


Will consider exclusive franchise to distributor able to give effective cov- 
erage of entire nation. This offer is tendered only to those who can furnish 
for complete investigation. 


ctrical Merchandising 
Y 


New York 18, N. 





FACTORY 
REPRESENTATIVES 


To establish dealers (Appliance, Furni- 
ture and Department Store) for fine, top 
quality major h hold appliance with 
exclusive features. Prefer men with sew- 
ing machine experience. Dealer potential 
unlimited. 





Write complete details. 


RW-9288, Electrical Merchandising 
520 N. Michigan Ave., Chicago 11, Ill. 








$$ SEWING MACHINES $$ 


Convert old machines into Electrics. 
Profitable and Easy with our KITS and 
Instructions. New Machine Dealers 
wanted. For valuable Sewing Machine 
information Write Dept. EM 





FOR SALE 
A substantial inventory of cord and plug 
sets suitable for electric heaters, 
toasters, and irons. Sample upon request. 











LINE WANTED 


Well established Mfg. Representative with 
three experienced salesmen desires line for 
Illinois, Indiana and msin to sell 
electrical and hardware, jobbers and 























rate, payable in advance advance for 4 consecutive insertions. basis. Contract rates quoted on request. issue, subject to space limitations. 

REPLIES ( Box No.): Address to on, nearest you 

henson wi PORK: 886 W tind Bt) 

520 Chigan 4 11 

ESTABLISHED MANUFACTURER DISTRIBUTORS Win astersoo" ee Poot Bt. (1 

Top Quality Steel Custom Kitchen Line For the SELLING OPPORTUNITY WANTED 
i ler 
Seld Direct to Desters FINEST FORMER WHOLESALE distributor of elec- 
s 00 E A tric appliances, furniture and kindre nes 
Needs aggressive representation in South, Southwest, Mountain and Pacific Coast Ww D-B RINGS looking for lines on an exclusive basie for 
s * ’ elaware an e astern ore o ary- 
States for rapid expansion of distribution. Liberal commission to Manufacturers For WRINGERS and Wet Meee that Gam bo nsid to Sues 
. . . . re, 1 . Appli » Radi 

Representatives with established following. Write, phone or wire: ROCK-MAPLE Woe pera Wilt maintain paoans _ 
Vv Pp 1 ted partment, delivery, showroom and warehouse 
eae iii set up. Well rated and known thruout the 
MILLER METAL PRODUCTS, INC. Write territory. RA-8742, Electrical Merchandising. 








MISCELLANEOUS 


Collect those stubborn accounts 
with the Red Seal system. Pay no commis- 
sions. Same Red Seal form 15c in coin or 
$2.75 for book of 30 postpaid. Red Seal Collec- 
tion Service, Box 6, Janesville, Wisconsin. 


WANTED 


ANYTHING within reason that is wanted in 

the field served by Electrical Merchandising 
can be quickly located through bringing it to 
the attention of thousands of men whose in- 
terest is assured because this is the business 
paper they read. 

















Your Inquiries to 
Advertisers Will 
Have Special Value . . 


—for you—the advertiser—and the 
publisher, if you mention this pub- 
lication. Advertisers value highly 
this evidence of the publication you 
read. Satisfied advertisers enable the 
publisher to secure more advertisers 
and—more advertisers mean more 
information on more products or 











: ELECTROMODE CORPORATION other key accounts. better service—more value—to 
AY 
RAY Bide tay eT RIBUTORS awa | | 45 Crouch Street Rochester, New York eh yy ae YOU. 
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Lhe Cryers’ Market 


~ TATISTICALLY, from the standpoint of the figures available, one-third of the year 1949 
is over the dam and the appliance and radio industries are in a position to assess their 
first post-war letdown. The pall of gloom which has hung over the business since sales took 
their first nose-dive last fall is still pretty murky. The cold and uncompromising fact is 
that the much-hoped-for upturn in spring buying failed to live up to its pre-war reputation. 


Figures for the first four months show ranges off 22 percent, water heaters off 35 per- 
cent, washers off 45 percent, ironers off nearly 50 percent, cleaners off 20 percent, radio sets 
of all types down 44 percent, freezers off 35 percent and small appliances showing declines 
ranging from 3 percent in the case of toasters to 60 percent in the case of waffle-irons. The 
only bright spots in the picture are refrigerators, which are up 14 percent for the period. 
and television, with a thumping 260 percent increase. 


The question naturally presents itself: Are we actually experiencing a serious reces- 
sion in the demand for our goods which may be expected to continue, or are we going through 
a fairly normal period of post-war readjustment? This magazine inclines to the latter 
view for reasons that will be made abundantly clear. We think it is time for the crying 


towels to be tucked away in mothballs and a sharp effort made to gauge the realities of the 
situation. 


In the first place, the much publicized post-war letdown is not confined to our own 
industry. In greater or lesser degree it has affected capital goods, steel, construction and 
housing, automotive, service industries and soft goods. Some indications point to recovery 
in some lines which means that the readjustment period may have about run its course. 
Farm and commodity prices, likewise, softened considerably during the past year. In effect, 
business generally has been undergoing a somewhat painful “correction” period, a levelling off 
from the swollen peaks pushed up by war-created voids in goods and services. And yet 
business activity and profits generally. while falling short of the records achieved in 1948, 
maintain astonishingly high levels compared to pre-war years. 


Let’s Look at 1941 


Again looking at our four-month figures, we find that in 1949 range sales are 51 
percent over the same period in 1941—the last pre-war year; washers are 21 percent ahead ; 
cleaners 75 percent ahead and ironers 22 percent ahead. We have been so cognizant of the 
decline from the records established in 1948 that we have lost sight of the fact that, in com- 
parison to pre-war levels, business is in a very healthy state indeed. For further evidence, 
take a look at the two charts on this page which show a comparison of the dollar volume of 
appliance and radio businesses over the past 25 years. It has taken only a moderate descent 


from the peaks indicated to produce something close to hysteria on the part of some elements 
in the trade. 


It is our firm belief, incidentally, that the present level of decline in 1949 business, indicated 
by the figures for the first four months, will not hold throughout the year provided some stability 
is brought to the price situation. The fact that consumer disposable income is running 
currently at an annual rate $220 billion, that savings are being stowed away at a rate of close 
to $14 billion annually, that employment remains high and that consumer debt is unusually 
low in relation to income and savings, can mean only one thing: the customers are staying 
away in droves because they believe that prices are going down still further. The price 
situation is complicated, of course, by panicky dumping of merchandise by johnny-come-lately 
dealers who are being washed out of the picture. But the fact remains that we have created 
a “waiting”’ attitude on the part of the buyer through successive price cuts—whether at the 
manufacturers’ or the retailers’ level. Once we arrive at some degree of price stabilization 


a sharp resurgence of sales should follow, provided we have not neglected the important sell- 
ing function in the meantime. 


There is nothing in the immediate picture, however, which warrants the excess of 
gloom apparent. It’s about time we got out of the cryers’ market. . . 
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You’ve got a double story when you talk Lovell-performance and 


HOW TO USE “DOUBLE TALK” quality! Point out to a prospect what a Lovell wringer does that 
other wringers don’t and the sale’s already more than half-made. But 


TO SELL MORE WASHERS if you do need a clincher, you’ve got it, and to spare—in Lovell’s 


( .. with Lovell Wringers ) long list of quality construction features that means years and years 
of trouble-free service. 











DOES MORE THAN 
ANY OTHER WRINGER 


PULL AND IT STOPS! \ slight 





—_ es} 


2 BUILT BETTER THAN 
ANY OTHER WRINGER 


POWER ELECTRIC ROLLS! 











instinctive pull on the new Lovell Made of three laminated layers of } 
“77” stops the rolls instantly. pure, natural rubber to give exactly \ 
the right cleansing power. Rolls 





can’t come loose from super-tough 
shafts. Ends of shafts are blued steel. 


PUSH AND IT SWINGS! A 

gentle push on the frame is all it takes 

to swing the Lovell “77” wringer to 
a the next operating position. 
HARDWOOD BEARINGS! Never 
need lubrication. Won't rust, can’t 
stain clothes! Outwear any other 
kind of bearing in presence of water, 


GETS CLOTHES CLEANER! 
Lovell pressure-cleanses. Micro- 
photos show how Lovell rolls gently 
force out dirt that otherwise might 





WITH Lovete WITHOUT LOWELL 


remain in the fabric. 
i BALANCED PRESSURE! 
a GENTLE! Resilient cushion rolls ¥ Single leaf spring distributes 
, pressure evenly along the rolls. 


can’t break buttons, jam zippers. : 
ed — Adjustable pressure serew for 


cottons, linens, woolens. 


FAST! Clothes zip through the | 
rolls to save washday time. While 
first load is rinsed, second can be ALL-STEEL FRAME! I-Type 
in the tub. construction prevents twisting and 
breaking .. . gives longer life! 
DOES HEAVY LIFTING! Con- 
veyor action does 90% of the heavy aw 


| PRESSURE CLEANSING 
WRINGER 


Lovell Mfg. Co. ¢ ¢ Erie, Pa. 
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“Yes. of course ... you did say that this Kelvinator is cold clear 
to the floor. That it holds much more. That I get a big Frozen 
Food Chest, Moist-Master refrigeration, and that wonderful. new 


refrigerated Fruit Freshener. 

“But those weren't the only things that sold me on Kelvinator. 
I added in a lot of other things in making up my mind. 

“When I took hold of the door handle. for example... 


“The door swung open so easily - -~closed so firmly. Then | looked 
inside the cabinet. I saw not just worlds of extra space for foods but 
also the fact that I can arrange my foods better—that I can locate 


and get at the food | want much more easily. 
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“And I noticed. too, the sturdy strength of the shelves—how 
well they are spaced ... and the generous bottle storage space. 
Everything in this Kelvinator looks so well-planned and put together. 

“It seems to me that this Kelvinator gives you an almost irresis- 
tible story for women . . . especially when you tell it completely.” 

You're so right. lady. And the many outstanding features of the 
1919 Kelvinator are simply a reflection of the know-how and ex- 
perience of the oldest manufacturer of electric refrigeration for the 
home. 


That’s what puts extra sales power in Kelvinator products . . . 
and extra value in the Kelvinator franchise! 
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